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ABSTRACT  
 
Fashion journalism can be understood as a complex, inter-dependent set of 
professional practices and values that have arisen in a variety of media at the 
intersection of fashion and journalism.  
 
Traditionally, fashion stories in the media have been reserved for ‘girls in bikinis’, 
‘get the celeb look’ and ‘babe on a budget’ type articles with the more serious, well-
written features taking a back seat in the news. However with the expanding cultural 
and economic importance of the fashion industry and lifestyle services within 
Australia this thesis creates a framework for identifying the current state of fashion 
journalism in order to re-position the discrete media field as a professional branch of 
journalism. 
 
This study answers the question, ‘What is Australian fashion journalism?’ in three 
sections: First, it maps the extent of fashion journalism across all media in Australia 
to isolate the field and focus on the sites of fashion journalism; second, it 
foregrounds the practices of the journalism branch, evaluating how and why the field 
is pitted against other types of journalism when they share an inter-dependent set of 
professional practices and values. The opinions of leading industry producers are 
sought regarding what is considered best practice in fashion journalism, after which 
text (fashion journalism) is analysed against the criteria for best practice in 
journalism to point out that the field can be considered a professional practice. 
Finally, considering the current position and quality of fashion journalism, 
implications for fashion media and journalism are explored with the view to improve 
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the visibility of fashion journalism and solidify it as a professional practice. This is 
intertwined with documentation of the field’s history, which pinpoints where fashion 
journalism as a media field has developed and where this study contributes further to 
developing its growth by tracking its current state. 
 
The research is designed according to three methods familiar within the journalism 
studies discipline: mapping; interviews; and textual analysis.  
• In terms of mapping, a chart of the Australian fashion media – historically 
and geographically – has been compiled and analysed to identify the extent of 
the industry.  
• The practitioners interviewed consist of leading figures who provide a 
producer-centric point of view on the standard of Australian fashion journalism 
and its professional practices. 
• Fashion journalism as a text is studied to identify best professional practices. 
 
This study, therefore, contributes to journalism studies by describing fashion media 
in Australia and framing fashion journalism as a set of professional practices. 
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CHAPTER 1. INTRODUCTION  
 
All avenues of journalism include fashion. While fashion in Australia has regularly 
been positioned as second-rate to other more important news, fashion journalism 
despite previously being undervalued historically, is now considered an expanding 
area of journalistic practice (Bradford 2013). While the business of clothing will 
never rival the reporting of a world war, politics or crime, it has carved an important 
and respected niche in Australian media. Fashion itself holds an important place 
culturally and economically in Australia and overseas, which is why it is important 
now, more than ever, to map and evaluate the current market as a professional 
practice. By identifying the current state and condition of the industry compared with 
the history of the industry, fashion media professionals can focus on the practices of 
fashion media and professional norms, and in turn safeguard the future of the 
business as a successful and profitable sub-sector of the creative industries.  
 
This thesis contributes to the professionalisation of a specialised branch of 
journalism practice by challenging us to take it seriously and not dismiss it as 
nothing more than ‘women’s interests’ or soft ‘lifestyle’ content. In order to identify 
fashion journalism, this thesis starts by mapping, interviews and textual analysis. 
Starting at the ‘producer’ end of the value chain a map of fashion-media shows 
where fashion journalism is found and practised. Next, a producer-centric selection 
of experts are interviewed to gauge their opinion on Australian fashion media and 
fashion journalism standards. Then, instead of using a typical textual analysis 
approach, the current body of fashion journalism is approached textually to reveal 
what fashion journalism is according to professional discourses.  
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Chapter 2 establishes that most media are interested in fashion. Most Australian 
newspapers, magazines and e-zines have been studied for various reasons. Fashion’s 
reach within these platforms has not yet been focused on. This thesis identifies these 
platforms, and therefore is able to categorically assess the extent of fashion media in 
Australia. Journalism in these sites is then identified as fashion journalism. How 
theorists and researchers feel about its success and professional practices is 
considered. Then implications for fashion media and fashion journalism is 
documented. This thesis therefore discusses the development of the 
professionalisation of fashion journalism to pinpoint a set of parameters for its 
continuing expansion. 
 
In disciplinary terms, this research is based in journalism studies. The research 
design, outlined in Chapter 3, is informed by the methods of mapping, interview and 
textual analysis. This includes the political economy of fashion media and their 
markets, and the analysis of texts of different types of fashion medium. The research 
design also draws on relatively recent developments in creative industries research, 
which seek to map empirically those industries – relying heavily upon creative inputs 
and outputs and creative services – to which fashion journalism arguably belongs. To 
the extent that fashion media constitutes an important media sub-sector, this study 
also adds to the current knowledge of Australian media by improving the visibility of 
this part of the field. 
 
Chapter 4 demonstrates that the fashion media sector is larger, more diverse, and of 
greater economic and cultural reach than is commonly recognised in journalism 
studies. It provides a detailed analysis of who the fashion media producers are, where 
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they are located and what types of fashion media they produce. In all, 357 
publications, which included coverage on fashion, are identified for inclusion in the 
Australian Fashion Media Map. The map differentiates between national and 
international titles, and captures information that includes: publication title; 
publisher; parent company; circulation; and editor. The Australian Fashion Media 
Map provides a foundation for qualitative analysis of fashion journalism. A typology 
of fashion journalism forms is also developed. Vogue, as an exemplar of fashion 
magazines, is used to firstly address the current statue of fashion journalism and how 
debates about professional practices have been taken up by other fashion media, 
editors and journalists. 
 
Chapter 5 contracts the evaluation of Australian fashion journalism by considering 
the boundaries, limits and strengths of the current market in fashion journalism. This 
chapter shows how the practice of journalism (as normally understood in journalism 
studies) is also shared with fashion journalism. Fashion is not normally considered as 
part of professional journalism, nor does it have widely discussed internal ethics and 
standards, but as a symptom of various power differences in society, especially those 
to do with gender (fashion as a women’s domain) and commercial power (fashion 
seen as part of capitalist consumerism or as an unworthy domain compared with 
power). This thesis highlights fashion journalism’s scope and values, in order to 
show that the field is not just a symptom of society but also a professional practice. 
Broad questions of ethical and best practice are then applied to the different types of 
fashion journalism (runway reports, trend forecasts, features, red carpet watching and 
beauty reviews), which are catalogued and explained as types of writing that engage 
with fashion. This opens up a dialogue with other writings on the topic, both 
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scholarly and practical first identified in Chapter 2, to elaborate on the success of 
fashion journalism. 
 
Chapter 5 turns to practitioners to identify the values of fashion journalism and to 
argue that fashion journalism is a specialised form of journalism. Like other areas of 
journalism (e.g. sport), fashion journalism has a key role: to report on a specialised 
field. In this analysis fashion journalism is found to be just as well written, powerful 
and purposeful as any form of journalism. Any difference arises from the way that 
fashion is delivered, which often includes injecting elements of humour, critique and 
analysis. Five models of fashion journalism are identified by the interviewees: news 
and features; review, criticism and analysis; business reports; consumer reports; and 
eye candy features. By differentiating these a niche range of forms, that comprise of 
fashion journalism, is established and a discussion of the ethical implications and 
implications for professional fashion journalism practice opened up. 
 
Chapter 6 documents the implications for Australian fashion media and fashion 
journalism. Ideas of Australian fashion media standards are also articulated, drawing 
conclusions that both champion and criticise national journalistic practices. 
However, the biggest concern is that there was serious disgruntlement within the 
field about the attention that sports journalism received over fashion. This leads to a 
discussion on the role of women in media, and how a changing trajectory in the 
industry is projecting a positive and powerful role that fashion journalists happens to 
fill in a new media era. This prompts a discussion regarding the online versus print 
debate, in which a once digitally twitchy field is making room for the digitisation of 
print. This is fuelled and subsequently led by influential publications and journalists. 
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Although, and more importantly, the purpose of fashion journalism is discussed. 
Australian journalism about fashion is seen by insiders as a specialised form of 
reporting that discusses trends, style and people in the business through different 
types of fashion journalism.  
 
In a social context, the field of study is abundant with information, newsstands are 
covered with glossy fashion magazines, newspapers flaunt fashion segments, and 
television shows dictate fashion trends. However the subject of fashion media is a 
neglected area of theoretical and empirical study. For a variety of reasons, scholarly 
work on fashion journalism, including standards of professional practice, are under-
developed. This thesis details these problems, and concludes in Chapter 7 with a 
discussion of professional perspectives on current issues in fashion media.  
 
This ‘professional’ view of fashion journalism contrasts rather starkly with the 
picture created in Chapter 2. It shows that within the journalism and fashion 
industries new methods and themes have developed, which can now be applied to 
theorise and to further develop the field of fashion journalism within journalism 
studies. This research represents the first attempt to produce a comprehensive 
account of the types and quality of fashion journalism in Australia, and provides one 
of the first positive steps towards rethinking fashion journalism. 
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Research Objectives  
The fashion and lifestyle services industries, including fashion media, are expanding 
and growing in cultural and economic significance (Rifkin 2000). Service industries 
are fast outgrowing the economy of product manufacturing. “Companies are 
revolutionising product designs to reflect the new emphasis on services” (Rifkin 
2000, 85). Products are becoming platforms for areas of creating value-added 
business and that “for this reason, the platforms are often sold at cost in expectation 
of selling more lucrative services to the customer” (Rifkin 2000, 86). Lifestyle 
media, including fashion media, are also expanding in line with the service industries 
that they report on. This is another reason why fashion media and fashion journalism 
need to be taken seriously, even though this was not always the case, with fashion 
journalism often undervalued because of a male-dominated public sphere.  
 
The reach of fashion media today, which relies heavily on the Internet to expand its 
borders globally, now supports its own sustainable field of journalism. The Internet 
and new technology, has transformed fashion into a multi-platform or transmedia 
service industry. Fashion media also continue to change and develop new platforms 
and new forms of online interaction, giving rise to blogs and e-zines. These relatively 
new forms of media have changed the ways people interact with fashion and in turn, 
the way fashion as a whole is now communicated to the world. This has included, for 
example, mixing clothing sales with advertising revenue to provoke new forms of 
online interaction with fashion events, such as Burberry’s first-ever worldwide 
runway broadcast, which occurred in 2010 via a live feed on the burberry.com 
website. Until now, little research has been conducted into this new and rapidly 
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growing area of media and associated journalistic practices. This thesis provides a 
baseline for assessing future growth of fashion media and fashion journalism.  
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Research Questions  
The research problem addressed in Fashion Meets Journalism: Mapping and 
Evaluating Australian Fashion Journalism is: ‘what is professional fashion 
journalism practice in Australia?’ 
 
The key research questions pertaining to the problem area are:  
1. What are the fashion media?  
2. What is best fashion journalism practice?  
3. What is Australian fashion journalism? How good is it?  
4. What does the industry think of the current standard?  
5. What cultural and professional values are being deployed?  
 
The key issues to be addressed include:  
1. The extent and types of journalism about fashion in Australia.  
2. The current state of the industry, and its performance in practice.  
3. The tension/relationship between print and online fashion media.  
4. Areas in need of improvement according to industry expectations.  
5. Directions for further research in fashion and journalism studies.  
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CHAPTER 2. LITERATURE REVIEW  
 
Within journalism studies, fashion journalism is under-valued – it is often treated 
with prejudice inside the profession as well as in scholarship – despite an increasing 
prominence as a professional field. The discipline is also under-researched and 
under-theorised (Loffelholz and Weaver 2008). This research aims to, from a 
journalism studies perspective, deflect this negative sentiment by addressing the 
issues within the industry. While reporting on fashion today at times may be seen as 
a fun, frivolous form of entertainment, it is ultimately documenting an era. Fashion 
has allied with industries to form culture and practices of consumption, which media 
translates. The Literature Review focuses on research within two main areas of 
study: fashion and journalism. This approach identifies key insights that shape the 
way fashion journalism is thought about as a cultural institute and professional 
practice, and acts as a point of reference to extend research into fashion journalism. 
 
Important tensions emerge around the values and practices of fashion journalism. 
Until now, it has been difficult for academics to gain a sense of fashion journalism as 
a professional practice, partly because the field has been marginalised and 
problematised in different ways. “To some extent, it is far easier to condemn tabloid 
culture than it is to understand its complex popular appeal” (Biressi and Nunn 2008, 
1). Although fashion journalism is not limited to tabloid publications, much the same 
can be said about fashion journalism.  
 
Similarly, in order to understand the complexity of fashion journalism, the Literature 
Review examines the wider themes and approaches that have shaped the 
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development of fashion, media and journalism studies. These include journalism as a 
professional practice, the post-modern public sphere, gender, consumerism, 
language, and the history of Australian journalism, as well as literature on fashion 
journalism. The organisation of material in this Literature Review is informed by one 
of the most important scholarly collections yet produced on fashion journalism, The 
Fashion Reader. This publication “introduces readers to the interdisciplinary aspects 
of fashion studies” (Welters and Lillethun 2007, xxii). This set of readings is 
thematically organised as follows: A Brief History of Modern Fashion; Fashion 
Theory; Fashion and Identity; The Geography of Dress; Politics of Fashion; Fashion 
and the Body; Fashion and Art; Fashion in the Media; From Haute Couture to the 
Street; The Fashion Business; and the Future of Fashion. Approaching this study in 
the same interdisciplinary manner, opens a discussion on how and where fashion and 
journalism met. 
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Media Studies and Fashion 
The documentation of fashion itself can be traced back to 1575 when Michel de 
Montaigne wrote that “fashion is the science of appearances, and it inspires one with 
the desire to seem rather than to be” (de Montaigne 2010). Similarly Veblen (1899) 
was followed by Blumer (1939) and Simmel (1971), who contributed to the 
developing area of literature on the subject of fashion. 
 
The study of fashion within a media studies environment was then actively 
developed from the Birmingham Centre for Contemporary Cultural Studies in the 
1970s. Researchers there pioneered the study of popular cultural forms, including 
fashion style – for example Dick Hebdige’s (1979) study of ‘spectacular’ youth 
subcultures – and fashion media such as the studies by Angela McRobbie (1978, 
1980) and Janice Winship (1987) of magazines aimed at women and girls. McRobbie 
(1989, 1991, 1994, 1998, 1999, 2005, 2009), in particular, has since published a 
significant body of work on the relations between fashion, media and ideology. 
Social theorists offering insights into the role of culture and media in modernity 
include Raymond Williams (1958), Antonio Gramsci (1971), Judith Butler (1998), 
Michel Foucault (1988), Erving Goffman (1959), and a number of anthropologists 
such as Marcel Mauss (1973) and Marshall Sahlins (1976). These writers have 
contributed to an approach that sought to combine an understanding of how material 
culture – for example, clothing – interacts with both communication systems and 
social hierarchies, not only in traditional societies, but also as part of contemporary 
industrial change and modernity. This present study, however, focuses specifically 
on media studies, particularly journalism studies. “Indeed, one of the characteristics 
which marks media studies off from cultural studies is the former’s ‘real-world’ 
 22 
orientation (as distinct from the ‘linguistic turn’ in cultural studies), as well as a 
commitment to the rigorous collection and evaluation of empirical evidence, and to 
the development of appropriate methodologies for doing this (Sinclair 2002, 31). 
Literature in media studies acts as a starting block for the ‘real-world orientation’ of 
discussing journalism studies. 
 
Modernity in Fashion 
Modernity has played an important role in the study of fashion (Simmel 1971, 
Veblen 1953, Steele 1989, De Tarde 1962, Lipovetsky 1994). Naturally, apparel pre-
dates modernity, but the social function of fashion – including but not limited to 
clothing – is a modern phenomenon. In 1930, J.C. Flugel (1950, 129-130) described 
the difference between modern and pre-modern dress, arguing that non-Western 
dress tended to be more locally variable (as in tribal costume) but also more 
‘permanent’, while Western fashion was more uniform throughout its sphere of 
influence, but changed far more rapidly than non-Western dress (Berry 2001, 458). 
Previously, apparel was tied to social roles or occupational function, and the large-
scale manufacturing of clothing was unknown outside of uniforms. Only with the 
growth of the modern industrialised city, democratic politics and the development of 
the competitive nation-state did fashion ‘as we know it’ arise. As Berry (2001, 455) 
argues, “The majority of fashion studies […] have begun from the premise that 
fashion is a distinctly modern phenomenon that is fundamentally different from 
earlier uses of dress.” 
 
Dress in modern society continues to play a role in defining social status. Gabriel de 
Tarde (1962) a French sociologist and social psychologist observes in The Laws of 
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Imitation that the dress of traditional societies serves to promote continuity with the 
past, and the imitation of ancestors, while modern fashion promotes novelty and the 
imitation of contemporary innovators and exotic foreigners (Berry 2001). Lipovetsky 
(1994, 3) adopts this theme of novelty and writes of “accelerated renewal”, but 
questions its social reach, “even as fashion goes on accelerating its ephemeral 
legislation, invading new realms and drawing all social spheres and age groups into 
its orbit, it is failing to reach the very people whose vocation is to shed light in the 
mainsprings and mechanisms of modern societies”. Here, Lipovetsky refers to the 
‘thinkers’ of the modern day; those who have the power to change the way people 
react to fashion: journalists. Clearly, modernity supports the practice of fashion, yet 
there is still a gap in research that does not showcase fashion journalism as a valid 
branch of journalism. 
 
Furthermore sociologist, Fred Davis (1992, 5) notes that although fashion “must 
necessarily draw on the conventional and tactile symbols of culture, [it] does so 
allusively, ambiguously and inchoately, so that the meanings evoked by the 
combinations and permutations of the code’s key terms (fabric, texture, colour, 
pattern, volume, silhouette, and occasion) are forever shifting or in progress.” 
Perhaps this is the very reason why fashion is usually positioned within a theoretical 
framework that has not previously been accepting of a more interdisciplinary study. 
It also suggests that fashion is more likely to be studied in relation to postmodern 
perspectives, rather than the strictly rational framework of modernism, both aesthetic 
and economic. While these theorists, as well as others including J.C. Flugel, Georg 
Simmel and Thorstein Veblen, offer insight into fashion and modernity, they also 
provide a framework that is limited to one aspect of theoretical study. That is, that 
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the most important themes of the modern world since the Enlightenment – rational 
thought, progress, science, realism, the democratisation of all aspects of life, a love 
of novelty, innovation and difference – had their counterparts in the evolution of 
dress. Further, modern media have proven to be just as important in disseminating 
the meanings of fashion as they have the ideas of modern politics.  
 
Lipovetsky offers an avenue for cross-over between fashion and media when he 
addresses and acknowledges mass culture as a form of modernity, and notes that it is 
even more representative of the fashion process than fashion itself. “All of mass-
media culture has become a powerful machine controlled by the laws of accelerated 
renewal, ephemeral success, seduction, and marginal difference” (Lipovetsky 1994, 
174). In Adorned in Dreams, Elizabeth Wilson (1987) relays the role of dress culture 
and society in identifying the process of modernity. Examining Wilson’s framework 
of the social history of fashion, Nicola White and Ian Griffiths (2000, 29) note that,  
… in her aim to ally fashionable dressing with other popular or mass 
leisure pursuits she has taken the graphic and literary reproduction of 
dress into a system of mass communication and consumption, hinting at 
the possibility that more traditional dress history has been toiling 
unnecessarily in its efforts to use fashion journalism, historical 
advertising and other popular documentary forms as evidence for actual 
fashion change or cultural conditions. 
Angela Partington (1993, 150-151) – whose study of Dior’s postwar New Look 
among working class British women – identified that “in a mass-market system, 
adoption of new styles is a process which depends on the flow of information within 
social strata rather than between them […] there is no ‘emulation’ of privileged 
groups by subordinate groups in such a system. Difference exists in the ways in 
which fashions are adopted, rather than in any time lag.” In saying that, it is obvious 
that modern dress played heavily on social status within the realms of culture. If we 
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examine how fashion works within society today – particularly with a new 
interdisciplinary cross-over between fashion and the media – there is a new 
encompassing meaning of dress displayed through media studies that suggests a shift 
in how clothes are portrayed, compared to the days of the flanêur or dandy.  
 
Consumerism 
Consumerism can be thought of as a product of modernity, despite the fact that 
people were consuming prior to the modern era as Veblen (1899, 55) observes, 
“High-bred manners and ways of living are items of conformity to the norm of 
conspicuous leisure and conspicuous consumption”. Veblen also argues that “the 
quasi-peaceable gentleman of leisure, then, not only consumes of the staff of life 
beyond the minimum required for subsistence and physical efficiency, but his 
consumption also undergoes a specialisation as regards the quality of the goods 
consumed” (1899, 52). 
 
Later, Herbert Marcuse (1964, 12) argues that mass production and modernity was 
the underlying source of consumerism’s excessive influence on people generally, and 
not the fashion industry itself:  
The means of mass transportation and communication, the commodities 
of lodging, food, and clothing, the irresistible output of the entertainment 
and information industry carry with them prescribed attitudes and habits, 
certain intellectual and emotional reactions which bind the consumers 
more or less pleasantly to the producers and, through the latter, to the 
whole.  
Alternatively, Marcuse (ibid.) also states that it is the result of the products and how 
they are interpreted by people, that impose a social class and, in turn, a way of life. 
From Marcuse’s research “thus emerges a pattern of one-dimensional thought and 
 26 
behavior in which ideas, aspirations, and objectives that, by their content, transcend 
the established universe of discourse and action are either repelled or reduced to 
terms of this universe” (ibid.). Stuart Ewen (1976) also explored the idea of mass 
production and how it appealed to the instincts of people through advertising 
literature. While there are different trains of thought regarding the impediments to 
people’s perceptions of the body and gender, from feminist thought to advertising, 
neither looked at how fashion and media work together. Instead they focus on the 
disapproving idea of the idealised body.  
 
Media Studies and journalism 
Journalism studies, is “distinct from, though within, media studies” (De Burgh 2005, 
2). Hence to understand contemporary media studies – and, in turn, place within it 
journalism studies – it is crucial to acknowledge the contribution of the Frankfurt 
School (Bronner and Kellner 1989, Cunningham and Turner 2002, Jay 1973, Lewis 
2002, Slater 1977) and, through them, the political economy of the media, especially 
in relation to questions of power, ownership and control.  
In various works over several years, the members of this group, (Theodor 
Adorno and Max Horkheimer in the first generation, followed by Herbert 
Marcuse and Walter Benjamin, amongst others), first set forth a critique 
of the rise of the mass media (mainly the ‘new’ media of cinema and 
radio in those days), which has illustrated one important direction for 
Marxist criticism ever since. 
(Bronner and Kellner quoted in Sinclair 2002, 24)  
Such criticism generally saw popular culture – including both fashion and fashion 
media – as an ideological resource for the establishment and continuation of 
hegemonic power (Althusser and Gramsci developed ideas on hegemony under the 
Marxist tradition). Influential though it has been, this strand of thinking has proven 
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controversial within media studies, because it does not allow for the changing power 
relationships between gender in the new digital age, which were taken up in the 
postmodern public sphere, or the producer/consumer relationship in the industry. It 
also does not allow for the study of meaning in media. As Sinclair (2002, 27) states: 
In terms of media studies, the implication is that, instead of studying 
communication as composed of industries and technologies on one hand, 
and audiences on the other, the emphasis comes to rest on the media 
messages themselves. In particular, the concern is with how meanings are 
produced through the codes or rules and discourses according to which 
images and other kinds of “texts” are structured. These meanings are seen 
as ideological, but in a more universal and mythic sense than revealed by 
the Marxist preoccupation with class-based understandings. 
The use of codes and rules to form meaning is an argument outlined below in the 
discussion on professional practices and textual analysis. In particular, this study 
examines how these guidelines (also known as ethics, values and structure) help to 
move away from the issues with gender and industry, as connected to media studies 
and as outlined below, to promote a professional practice within journalism studies.  
 
Postmodern Public Sphere 
Another debate in journalism studies is about public versus postmodern journalism in 
the public sphere. Hartley and McKee (2000, 16) argue the public sphere is about 
“cementing the social with ‘well-known’ facts”. Women’s interest publications now 
flourish in what was originally a male-dominated sphere – by focusing on facts, and 
delivering news on the social sphere in the same manner as news titles. This has the 
effect of drawing attention to the under-valuing of private/domestic spheres of 
activity in theories of journalism, that oppose citizenship and consumption, while 
simultaneously gendering these domains of activity (for example, hard news is the 
positively valued masculine agent/subject and so-called soft news is the negatively 
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valued passive/feminised media dupe). Hartley and McKee (2000, 210) discuss this 
ideology by labelling the relations among the cultural and political spheres as a 
Russian Doll model, where the political or public sphere is encountered within a 
larger mediated sphere, which in turn operates inside the overall cultural sphere or 
semiosphere.  
 
There is, however, another body of work that develops the modern public sphere by 
proposing the postmodern public sphere, comprised of numerous overlapping and 
intersecting public sphericules (Gitlin 1998), in which the boundaries between public 
and private life/interests/subjectivities are not nearly as clear cut as modern public 
sphere theory suggests. While many factors contribute to the decline of hard news of 
the type valorised in public sphere approaches to modern journalism, this work in 
postmodern media spheres suggests that professional practices and standards in 
relation to soft news are nonetheless important and warrant attention. This present 
study theorises fashion journalism, not as a derivative, unworthy or soft version of a 
more perfect or important mode of journalism to be found elsewhere, but simply as 
journalism. In other words as part of the “sense-making practice of modernity” 
(Hartley 1996, 31), which displays all the major characteristics of journalism more 
generally, including its mode of production and its textual forms, in order to give the 
topic a more noteworthy consideration. 
 
This thesis pursues this argument, that fashion journalism shares the same qualities 
as journalism, and by doing so has become its own field with value systems. Then by 
understanding academic and professional perspectives on what constitutes ‘good’ 
fashion journalism, the possibility of identifying best professional practice is opened 
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up. It is evident that various definitions preclude the possibility of ‘good’ fashion 
journalism for a variety of reasons, the main one being that they theorise journalism 
as a relatively narrow set of practices connected to the maintenance and development 
of the public sphere. Martin Conboy (2007, 8) notes:  
Part of the development of the conventions of news language has been 
the division of the content of the newspaper into various, not always 
mutually compatible genres. These can be divided into two main 
categories. First, the hard news where overt opinion is in general 
repressed and which includes sport news and the reporting of the routines 
of politics and public life and, second, those genres such as specialist 
news, soft news, news features, opinion pieces and editorials where 
opinion is more or less foregrounded.  
Conboy clearly articulates the current problem that fashion and lifestyle journalism 
has in the media realm. This hard/soft, news/opinion distinction is very firmly 
entrenched, but underplays all specialist journalism and journalism for communities 
of interest, including fashion. This thesis aims towards the rejection of this theory, 
beginning with a rounded view of the industry in a media map. 
 
Industries  
Studying an industry – in this case, mapping the Australian fashion media – requires 
looking at the tensions and problems surrounding the industry. In his book Media 
Production, David Hesmondhalgh (2006) examines the media industry and its issues 
of power, ownership, production processes, audiences and employment problems. In 
doing this he acknowledges some of the professional practices within the industry, 
stating that, “media producers draw on knowledges, values and beliefs at large about 
the best way to carry out their jobs in the working cultures within which they 
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operate” (ibid., 2). More importantly, the importance of the industry’s minority 
producer’s outputs are discussed:  
Nearly all of us are symbol makers, but very few of us are media 
producers. This could be taken as an argument that the study of media 
producers is unimportant compared with the study of media texts, or the 
study of media audiences, because media producers are a small minority. 
But, in this book, we take it that it is just as important to study media 
production as it is any other dimension of the media, and indeed, in 
certain instances, it is even more so. For if much of the communication 
that goes on around us is created and distributed by relatively small 
numbers of people, we surely need to know about these people, about 
their working practices and conditions, and about how they make the 
media products which dominate so much of our communicative 
landscape. 
(ibid., 1) 
In this thesis, the map of the industry establishes the discussion on this specific group 
of media producers (refer Chapter 4). The map also frames how the industry works 
because “one aspect of media that most people know the least about, however, is 
how they are organised into and operate as industries. By analysing how media 
industries operate, we can better appreciate how and why the texts we interact with 
come to be created” (Havens and Lotz 2012, 2). This understanding pertains, in 
particular, to the sense-making process of media ownership and editorial control. 
 
Media production – from the owners to the editors, and the professional practices 
taken up by any producer of media in the journalism field – is an important site of 
study to determine how journalists with the same skill sets report on different fields 
(fashion, the arts, sport). 
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Fashion and Journalism 
Fashion and journalism are two disciplinary domains that share the major themes 
outlined above – modernity and consumerism in the first instance, and language and 
gender to follow – although they are not frequently studied together. Patrick 
Roessler’s Viewing Our Life and Times (2006) provides a cross-disciplinary 
perspective on media globalisation by exploring American and German magazine 
design in the twentieth-century. One chapter – ‘Picturing Beauty’ – focused on 
fashion magazines. From the word magazine, which was first used to describe 
something miscellaneous, and later ‘magasin’, which meant department store – in 
what can be referred to when a magazine catalogs product – to the printer and 
publisher, Edward Cave, who used the word mag to describe a publication, the 
history of the magazine started as a word and progressed with meaning.  
 
Roessler (2006, 44) explains the importance of fashion magazines and paid particular 
attention to Vogue as a primary example of a fashion magazine, “Obviously, Vogue 
qualifies as a classic example for the worldwide marketing of a successful magazine 
brand originating in the US, and with its four branches it represents one of the 
earliest globalised media outlets”. Today, Vogue has 18 editions worldwide, which 
are published in Australia, United States, United Kingdom, France, Italy, Greece, 
Turkey, Spain, Portugal, Japan, Taiwan, China, India, Russia, Germany, Korea, 
Brazil and Mexico. This extensive reach has supported extensive analysis of the 
Vogue brand. Various studies focus on Vogue (Mirabella and Warner 1995), 
including special issues of Fashion Theory, an academic journal edited by Valerie 
Steele. In these issues, Anna Konig explores fashion writing in British Vogue (2006) 
by analysing fashion writing, magazine text and the changing language of fashion. 
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Konig draws on the theories of Barthes to demonstrate her argument that fashion 
journalism has changed and is now multidimensional. Another example is Laird 
O’Shea Borrelli’s Dressing Up and Talking About It: Fashion Writing in Vogue from 
1968 to 1993 (1997), which discusses past and present Editor-in-Chiefs of Vogue, 
analysing their style in writing in much the same way as Konig. Hartley and 
Montgomery (2009) trace the links between Western and Chinese fashion by 
following the launch of Vogue China. Using Vogue as a common denominator, this 
study seeks to identify best practice through a discussion about exemplar fashion 
publications. Here it can be noted that no studies have been conducted into 
Australian Vogue except for the novel The Fashion Pack (2005), which is inspired by 
the life of its author, Australian Vogue ex-Editor and journalist, Marion Hume. 
Therefore to develop an understanding on the Australian publication as part of this 
thesis, Hume is interviewed. Her views of the Australian fashion industry and where 
the country’s journalism strengths and weaknesses lie are outlined in Chapter 5. 
 
Vogue’s global reach acts as a starting point for understanding national identity, 
which places fashion into the context of relating people to place, time and space 
(Gilbert 2000, 13-19). Theorist, George Simmel was among the first to question the 
self compared to the metropolis in The Metropolis and Mental Life (1969). This 
prompted other researchers to explore and expose, in particular, fashion’s role within 
the city, and allowed people to read cities through fashion texts (Hartley 1996; 
Johnson 1995; de Certeau 1984; Donald 1999; and Tay 2007). Successive editions of 
Elizabeth Wilson’s Adorned in Dreams (1987) explore fashion developments from 
grunge to boho chic in the 1990s, through retro to the meaning of religious dress, and 
the pink-varnished toenails of English soccer star, David Beckham. She identifies 
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that fashion needs to be explored as a “cultural phenomenon, as an aesthetic medium 
for the expression of ideas, desires and beliefs circulating in society” (1987). These 
ideas are what fashion publications report. 
 
From exemplar publications to leading practitioners, fashion journalism is now 
established as a discreet media field, with its own growing body of critical 
scholarship, not least by the very people who contribute to its success. Edwina 
McCann – the ex-Fashion Editor of The Australian (which is a model of professional 
best practice of fashion journalism in Australian media today) and now Editor of 
Vogue Australia – has written articles that provide an answer to the news industry’s 
lack of confidence in the reporting of fashion. One in particular, Style Journo? 
Forget the Manolos (McCann 2003), is a feature that described her involvement with 
a University of Queensland (UQ) conference on fashion, dress and appearance. The 
crux of the article describes the industry and misconceptions of the general fashion 
audience. Following McCann’s contribution to the education system, Georgina Safe 
– who took over from McCann as Fashion Editor of The Australian and is now the 
Fashion Editor at the Sydney Morning Herald – continues to champion fashion 
journalism in the academic arena by delivering a presentation about Newspapers 
Compared with Magazines (2007) to a group of Queensland University of 
Technology (QUT) students. 
 
David Frankel’s film The Devil Wears Prada (McNair 2010, Weisberger 2003, 
Brosh and Weisberger 2006), also makes a significant contribution to the way in 
which fashion and its purpose is now properly understood. “The film is not a 
‘feminist’ text, then, or even a post-feminist one, but it embraces one of the lessons 
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of the post-feminist era – that style journalism is a valid object of interest, a 
fascinating subject, an honourable trade” (McNair 2010, 110). The film allows 
viewers to see that while content at times may seem frivolous the decisions made by 
fashion media professionals influence the business dramatically through a specialised 
fashion language. 
 
Language: Fashion Meets Journalism 
Any study of fashion that seeks to understand how the meaning of clothing is 
produced and circulated needs language as a tool. Roland Barthes provides a 
common theoretical thread to most research conducted in the fashion field by 
applying semiotic and linguistic approaches to the system of fashion in Systeme de la 
Mode (The Fashion System) (1983). These approaches have been used by many 
theorists, and apply directly to the study of fashion magazines (Jobling 1999, 
McCracken 1988). Barthes describes the language of clothes and what they say, and 
identifies the economic importance of consumption, which explains the luxurious 
disposition of the fashion magazine. “Calculating, industrial society is obliged to 
form consumers who don’t calculate; if clothing’s producers and consumers had the 
same consciousness, clothing would be bought (and produced) only at the very slow 
rate of its dilapidation” (Barthes 1976, xi). On the other hand, Veblen (1994) argues 
that clothes are worn “both for physical comfort and for dress”, arguing that “the 
element of clothing, the quality of affording clothes, was from the beginning, and to 
a great extent continues to be […] some sort of afterthought”. However the meaning 
of clothing and the message it sends out is something defined by more than words 
alone.  
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Malcolm Barnard (1996, 2), in particular, acknowledges Barthes use of the fashion 
language as he explores how fashion is embedded in communication, culture, 
clothing and society, “most obviously, then, fashion and clothing are forms of non-
verbal communication in that they do not use spoken or written words”. Jobling 
(1999) parallels this argument with his analysis on the importance of fashion 
photography and its place in the media industry. By focusing on select magazine 
titles, Jobling illustrates the transforming attitudes toward culture and the 
representation of society. This concept applies heavily to the use of fashion 
photojournalism in magazines.  
 
In fact, Olivier Zahm (2003, 263) champions the importance of fashion photography, 
“the fashion image is a meta-image that totally transcends its object (clothing design) 
and specific context (fashion magazines) and, as such, has its circumference 
everywhere and its centre nowhere”. Furthermore, Hartley (2007, 2) suggests that “in 
high-end periodicals, canonical like Vogue or cutting-edge like the Face, fashion 
photography was a dynamic agent of change and renewal in the national cultural 
image”. The presence of fashion photojournalism (Hartley 2006, Hartley and Rennie 
2004) is pivotal to the existence and credibility of fashion journalism, although 
Barnard (1996) recognised, however briefly, the current state of the industry by 
noticing the disapproval of fashion journalism by mainstream news journalists. This 
study expands on the approach developed in Barnard’s Fashion as Communication 
(1996) to focus on fashion writing and the study of the magazine industry.  
 
Another text that has been introduced to the body of research, is Fashion Speak by 
David Meagher (2008). Even media professionals find it to be a “comprehensive and 
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authoritative tome” according to the Sydney Morning Herald Fashion Editor, 
Georgina Safe (2008, para. 3). The book “goes deeper into the fashion industry than 
hemlines and colour. In its intellectual rigour, Fashion Speak is a beacon in a 
landscape largely bereft of serious fashion journalism, which in this country is 
sometimes an oxymoron” (ibid.). Ultimately, the use of the fashion image is a 
powerful tool in the translation of an industry across two platforms, photography and 
journalism, visually and textually.  
 
The study of language has played the same enabling role within journalism studies as 
in fashion studies. Bowles (2002, 80) argues,  
… that in order to think clearly about what we see in front of us, we must 
return to the very principles of language construction which enable us to 
think in the first place […] the idea of something as well organised as 
language being arbitrary in its relationship to the real might initially seem 
confronting. However, this is precisely what makes language adaptable to 
different cultural and historical circumstance and this is also what makes 
it obvious that meaning exists in the specific ways in which language 
reconstructs the physical real at any given time or for any given 
community, rather than any essential characteristic embedded in the 
material world itself.  
Fundamentally, fashion and journalism both communicate meanings; indeed they are 
systems that translate social, cultural, historical and political relationships into 
meaningfulness. Whether they do it as a language, like a language, or merely by 
using aspects of verbal language is not the important point; what is important is to 
identify the generative mechanism and practical means by which both journalism and 
fashion ‘make sense’ to an audience. In the case of this research, the audience 
comprises Australian consumers. 
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Gender in Fashion and Journalism 
Gender brings together two debates: the study of journalism (feminised space) and 
the study of fashion (the body). The ideals of modern journalism, as outlined above, 
concern the important economic and political affairs of the abstract public space of 
the nation. This space was (and often still is) predominantly occupied and shaped by 
male decision-makers. The value system of modern journalism has accorded a much 
lower status to fashion journalism, which attends to the softer pleasures and secrets 
of more feminised, private spaces of the home. 
 
Historically, fashion was also associated with men – the dandy, flâneur and ‘man 
about town’ of the Regency era in the UK, or the jeunesse d’orée in Revolutionary 
France – yet the contemporary fashion system is gender-biased towards women. 
Feminist theory has drawn attention to the role of the body – especially the female 
body, which has always been a contested site – in social communication (Entwistle 
2003, 133-150). In The Face of Fashion: Cultural Studies in Fashion, Jennifer Craik 
(1994) explores the relationship between high-end fashion and everyday fashion, and 
examines avenues such as media promotion. In particular, Craik draws on the work 
of Marcel Mauss to identify modes of fashion including the social body in 
association with dress codes, as well as various movements within the clothing 
industry such as the rise of celebrity branding. These include the study of feminism, 
the female body, and icons of femininity, masculinity, photography, cosmetics, 
lingerie, and swimwear. Craik also explores gender and consumer culture as the 
emergence of fashion in society. According to Mauss, body technique – a term he 
coins in the context of pre-modern societies – is a form of self-presentation that 
individuals copy from members of their social group who are deemed behavioral 
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models (Craik 1994, 9; Mauss 1973, 73-75; Berry 2001, 460). This notion of 
behavioural models, which applies in particular to celebrities today, sees magazines 
use the notion of the idealised body to sell an idea and, in turn, their publication and 
the products it promotes. 
 
The use of the female body has played a large part in defining fashion studies (Wolf 
1991, the Frankfurt School). Barbie Magazine and the Aesthetic Commodification of 
Girls Bodies by Ingeborg Majer O’Sickey (1994) argues (alongside others, including 
Lumby 1997; Craik 1994; Entwistle 2003; McRobbie 2000 and 2009; Winship 1987; 
Wolf 1992; and Ouellette 1999) that magazines use the body to sell to a consumer 
audience. “Barbie Magazine’s primary function is the production and reproduction 
of images of certain kinds of femininity in order to train girls to become perfect 
consumers of beautifying commodities” (Majer 1994, 23). Ann Hollander (1975, 
xiv), supports this argument, noting that fashion works to “contribute to the making 
of a self-conscious individual image, an image linked to all other imaginative and 
idealised visualisations of the human body”. The media has adopted this trend, and 
Angela McRobbie – a specialist on young women and British popular culture – has 
written numerous articles about teenage sexuality, magazines, the role of feminism, 
and the politics of feminist research, which seek to place the gendered body into a 
social context. Notably, the media industry was launched by men, and reporting on 
fashion has been left in the women’s domain, so to speak.  
 
Brian McNair (2010, 105) discusses journalists in film as a way to highlight the 
stereotypical issues surrounding the male and female domains in media, and touches 
on “the enduring sexist assumptions which act as a kind of ‘glass ceiling’ limiting the 
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progress of women in journalism”. Originally, says McNair (2010, 95), “the 
conventional narrative about women in liberal journalism goes something like this: 
historically, women have been subordinated in art and culture, and in journalism 
especially, which has been a male-dominated profession from the beginning”. 
Fashion is still considered to be an authoritative realm of females, much like good 
housekeeping and child rearing. The changing debate today is that, while women are 
accepted in the media field, their involvement brings with it a devaluation of serious 
news with an increase reporting on lifestyle and consumer culture.  
 
Today, it seems that even though fashion magazines are not just produced and 
consumed by women, the word fashion still attracts a level of skepticism, 
superficiality and cynicism. Samantha Grice argues in Crimes of Fashion (1996, 1) 
“many journalists believe the words fashion and journalism don’t belong in the same 
sentence”, that “the field often doesn’t attract good writers” and “the result is 
coverage that is heavy on service, press release journalism and thinly disguised 
advertorial while light on in-depth, well-written stories”. These problems become all 
the more pressing as the field expands, and its economic and social significance 
grows. 
 
Magazines, were once a forum that showed readers how to translate fashion’s 
complex relationships as Vogue intended, which was also considered a source of 
self-empowerment by Ita Buttrose (Creswell and Trenoweth 2006). Today, however, 
contemporary magazines often lack credibility and cultural depth. Sarah Hoare, 
author of Talking Fashion (2002, 1) supports this argument from the point-of-view 
of a producer by describing what it means to work in the contemporary industry:  
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Why does the response ‘I’m a fashion editor’ induce rolling eyeballs in 
immigration people, scanning looks from fellow women, and smiles of 
patronage from chauvinistic business men? Oh, of course: aren’t we 
meant to be a bunch of hysterics screaming Think Pink, and lugging 
trunks of frocks across exotic landscapes? Sure…but seriously, the fact is 
that we form part of a global business which generates a multibillion 
dollar annual turnover – which happens to be called Fashion.  
So what is Fashion? In plain English, it is clothing which lives in the 
moment.  
What’s the vehicle? It is the fashion magazine, driven by a variety of 
editors – all exploring, defining and predicting fashion’s news in its 
myriad cultural and social guises. If the essence of fashion lies in novelty 
through change, then its existence is clinched when a consumer wants to 
buy it, and this is where a fashion editor comes in. He/she must have the 
right ‘hunches’ about which key looks to pick each season, and how best 
to portray them in photographic form, so that quick imprints spark a 
reader into wanting to buy before tossing the magazine aside. This 
compulsion is what keeps fashion alive and fuels its acceleration.  
Australian journalism (Bonney and Wilson 1983, Conboy 2007) does little to change 
this perception, however journalism studies in Australia and worldwide offer an 
insight into the cause and effect of magazines and women’s publications (Winship 
1987; Hermes 1995; Weiner 1999; Craik 1994; Hartley and Rennie 2004; and 
Lumby 1999). Specifically, Australian studies that enlighten the field of journalism 
studies include work conducted by Hartley. “Mainstream journalism has a history of 
neglecting new social movements” (Hartley and McKee 2000, 32). Here the authors 
refer to the marginalisation of the women’s movement in news from the 1960s 
through to the 1980s. By drawing attention to the neglect of a massive cultural 
phenomenon, they open up a debate for identifying other areas of fragmented 
reporting in the media. 
 
Australian Fashion Journalism: The Beginning  
The history of Australian journalism – in particular women’s journalism – has been  
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pioneered by some of the nation’s greatest male and female journalists. One woman, 
in particular, who set the stride for women’s publications was Alice Jackson.  
When the Women’s Weekly was launched by Frank Packer in 1933 
Editor-in-Chief George Warnecke hired Jackson as his second-in-
command and announced: “When the Australian Women’s Weekly sees 
genius it goes after it”. In 1939 she was formally made editor. By this 
time the circulation had reached 400,000 and the Weekly was Australia’s 
leading magazine, a distinction it still holds. The Weekly under Jackson 
became a national magazine that bonded Australian women together. It 
provided news, gossip and glamour, fashion, recipes and household hints. 
Most importantly it helped to forge an identity for women.  
(Creswell and Trenoweth 2006, 393)  
The Australian Women’s Weekly currently has a circulation of 470,331 and a 
readership of 1,873,000.  
 
It was over 100 years after the first newspaper was published in Australian – in 1803, 
British convict, George Howe published Australia’s first newspaper, the Sydney 
Gazette and New South Wales Advisor – that another one of the first female media 
crusaders stepped onto the scene when Cleo was launched in 1972. Ita Buttrose, who 
was dubbed the Liberated Editrix, was also a key figure in journalism.  
She began working on Packer papers as a women’s columnist, in the days 
when the few female journalists there only worked on the social pages 
and were paid, until 1972, much less than male journalists on the same 
grade. Ita Buttrose’s big break came in 1972 when she was charged with 
creating a magazine that reflected the new woman of the post-feminist 
era. The magazine was called Cleo. It was the first mass-market 
publication to discuss sex in a frank way and it featured a male centrefold 
as well as other items of interest to the readership – the modern woman 
who was in control of her destiny in a way that her mother never had 
been.  
(Creswell and Trenoweth 2006, 381)  
In 1975, Buttrose became the Editor-in-Chief of the Australian Women’s Weekly, 
while remaining in charge at Cleo. In 1981, the editrix moved on to edit the Daily 
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Telegraph and the Sunday Telegraph. “She is the only woman to have held such 
senior positions in newspapers” in Australia (Creswell and Trenoweth 2006, 381), 
and was the youngest person to ever have been appointed the editorship of the AWW. 
In the same year that Cleo was launched, Ragtrader entered the market. Two years 
prior to that in 1970 the teen magazine Dolly launched. Then the number one fashion 
magazine in Australia, Marie Claire, was launched in 1995 by Jackie Frank, who is 
still at the helm of the publication today. A full description of the current Australian 
fashion media market is mapped in Chapter 4. 
 
Frances Bonner (2000) argues that as a nation, Australians buy big in the consumer 
magazine department – Australians (and not just women) are renowned as the 
highest per capita consumers of magazines in the world. In the twelve months to the 
end of June 2000, 233-million magazines were sold in Australia (McIntyre 2000, 
13). So, far from being unimportant, magazines are both a core part of most people’s 
media consumption practices, and an integral part of the media industries in 
Australia (Bonner 2000, 188). However in the decade from 2000-2010, consumption 
decreased annually with Magazines.org (2010) confirming that Australians now buy 
230-million magazines every year, an average of 13 publications purchased by each 
individual over 14 years of age. Which is summised by Roy Morgan (2010) who 
reports that 80.6 per cent of Australians are reading magazines. Hence female 
journalists play a large role in the production and success of Australian media and 
the outputs of their professional practices are governed by bodies such as Roy 
Morgan. 
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Journalism: A Professional Practice 
Within media studies, one of the more persistent debates is about journalism being a 
‘professional practice’. Everett Hughes (1958, 45) suggests that “it is not important 
to argue about which occupations qualify as a profession [however] what is 
important is to ask what is meant for an occupation to claim to be a profession”. In 
theory, a professional practice is one that has a “select group of high-status 
practitioners administering specialised services to members of the community” 
(Tumbler and Prentoulis 2005, 58). Technically, this is exactly what journalists do, 
whether they specialise in reporting on fashion, politics or sport, they provide 
information (a service) to readers (the community). However, the debate still stands 
about the craft/profession dichotomy within journalism (Dooley 1997; Carr-Saunder 
and Wilson 1964; Millerson 1964; Bonham-Carter 1978). According to Geoffrey 
Millerson (Millerson 1964 cited in Perkin 1985, 14) there are 23 characteristics that 
constitute a professional practice, six of which are deemed common practice across 
professions:  
1. A skill based on theoretical knowledge. 
2. Intellectual training and education. 
3. The testing of competence . 
4. Closure of the profession by restrictive organisation.  
5. A code of conduct. 
6. An altruistic service in the affairs of others.   
Based on these points, journalism can be categorised as a professional practice. The 
problem herein lies that blogging can perhaps be seen to take the form of a craft, yet 
there are fashion journalists who also blog; so the two forms need to remain 
separated for the purpose of this thesis. The other issue lies with university 
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education. While most journalists have a university degree (others are trained on the 
job), not all journalists have a degree in journalism. 
Courses in media and communication studies began to be established in 
Australian universities from around 1970, often in departments of 
education, sociology and political science. Because these social scene 
disciplines were themselves being developed under the influence of US 
models, this was reflected in much of the early work which was 
produced. 
(Sinclair 2002, 30)  
However, as a field of academic study, university curricula are being updated to 
support specialist fields of journalism (Skinner, Gasher and Compton 2001), such as 
fashion journalism, which further supports its position as a professional practice. 
 
Journalism started in 1900s America as a way to organise and consolidate a group of 
writers (Schudson 1978; Schiller 1981). At the same time, the “processes of 
professionalisation began for journalism” (Tumbler and Prentoulis 2005, 58). The 
field itself has since changed dramatically, but the purpose of the profession still 
remains the same: to deliver news. From newspapers to magazines and online 
publications, the breadth and depth of journalism continues to grow, in theory and 
practice (Randall 2007). The origins of reporting, print magazine’s communication 
methods, and new publishing practices set forth by bloggers and e-zine editors have 
seen journalism in the twenty-first century significantly shift towards citizen 
journalism – user-generated reporting on a wide range of topics including fashion. 
This change supplements, even if it has not yet supplanted, the established Fourth 
Estate model – the ideology that sees journalism as part of the national constitution. 
In doing so, this transformation has provided the backbone for legitimising 
journalism as a professional practice.  
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Journalists assert that they have the authority to perform an important 
function in our democratic society: to truthfully report the news and to 
inform the public. This authority depends on the trust of the publics that 
the news media serve. American journalists say the defining 
characteristics of their work are that it is true, accurate and in the interest 
of the audience – yet these are irrelevant unless the audiences believe in 
the truthfulness and accuracy of journalistic accounts. If the public 
believes in the accuracy of journalism, then journalists gain authority – 
the authority to tell the news.  
(Rosen 1999)  
This also sets a benchmark for which publications are better able to report the news 
by adhering to criteria that can clarify journalism as a professional practice as set out 
by the code of ethics (a code of practice). The same applies to fashion journalism. 
 
“Journalism is both a privilege and a responsibility, as most working journalists 
acknowledge” (Molly and Janson 2004, 66-67). Elissa Blake, the former Editor of 
Rolling Stone magazine, Australia, summed it up as follows:  
Journalism is all about communication. I find it fascinating and a 
privilege to be a person who can find out for myself what is going on in 
the world and communicate that to other people who are not in as a 
privileged a position as me. They might be living in a country town and 
they want to know what’s going on in Sydney or what’s the new thing 
and I’m in a position to find out for them and communicate it in a way 
that gives them as much information as they need. I’ve always seen 
journalism as communication and – really – a community service. Some 
people choose to become journalists to make a difference in society. 
They want to highlight the social injustices and let the voices of minority 
speak. For example, they might work for a better society by exposing 
corruption.  
(Molloy and Janson 2004, 65-66)  
 
Journalists, in particular those in fashion, are given access to doors usually closed to 
the general public such as front row, and backstage at Fashion Weeks, designers’ 
showrooms, and access to celebrities for interviews. This endows journalists with the 
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very powerful tool of a ‘license’ to deliver news and information on the multi-
million dollar fashion industry. 
 
As a professional practice, news must be reported “as a mirror” (Zelizer 2004, 31) 
without bias in order that the reading audience gains a true account of the event. This 
act of reporting is ‘a service’ to the community (Eisenhuth and McDonald 2007). 
These practices apply directly to fashion journalism and its subjects, including but 
not exclusive to trends, business reports or celebrity culture. As such, for fashion 
journalism to be a professional practice, the texts should be relevant to the 
publication’s audience by utilising a relevant peg or local angle. This in turn reflects 
the credibility of a publication and ensures their survival. 
 
There are also regulating bodies for media, for example the Australian Press Council 
(2008), which promote reporting guidelines for journalists and act as a guide to help 
writers adhere to correct methods of reporting; for example some recommend how to 
deal with letters to the editor, suicide reporting and the alteration of images. 
However, the guidelines also advise on advertorials to ensure a publication remains 
honest with their public. “Advertorials should be identified by such terms as 
advertisement, advertising feature, special feature, sponsored feature and the like, so 
that readers are not led to believe that their content is based on editorial news values 
free of commercial influences” (Australian Press Council 2005, para. 3). In fashion 
and lifestyle publications they are often referred to as advertorials, which are often 
written and designed to look like editorial, but are signposted as ‘advertorial’ or 
‘advertising’. By notifying the reader, the publication is also disclosing the fact that 
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the space was paid for and the reader can trust that the magazine is not littered with 
hidden ads or undisclosed cash for comment. 
 
Journalists and editors – whether educated at a tertiary institution or on the job – are 
professionalising the industry through the daily practice of producing specialised 
content for a specific audience. This thesis analyses how journalists, specifically 
fashion journalists, draw on current practices, and interpret and use them to improve 
the industry. 
 
Implications for Fashion Journalism 
This consideration of the origins of fashion media and journalism helps us to identify 
some of the problems associated with contemporary fashion media and the tensions 
surrounding the possibility of fashion journalism as a valued branch of journalism.  
 
The notion that fashion is of insignificant value to journalism could be seen as a 
result of the modern versus postmodern media debate. The modernist movement 
gave rise to journalism, while the postmodernist movement gave rise to tabloid and 
lifestyle publications. This thesis rethinks this distinction between significant and 
trivial, hard and soft, modern and postmodern journalism as it applies to fashion 
journalism. “The necessary rethinking of the nature and function of journalism 
includes a need to move beyond pejorative comparisons between ‘modern’ and 
‘postmodern’ forms; between ‘serious’ and ‘sensational’; and between investigative 
‘newspapers of record’ and entertainment tabloids” (Hartley and McKee 2000, 32).  
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Like fashion journalism, news and television journalism faces many of the same 
problems. Molloy and Janson (2004, 63) note,  
Sandra Sully points out that it’s not usually enough to look glamorous – 
you also need journalistic skills to survive […] It disappoints me that 
people really chase the personality of television […] a lot of graduates 
just want to be a news presenter and they don’t want to learn the craft. 
You can’t just sit there unless you know what to do with the information 
when it comes to you, you have to learn that. Not every journalist is 
going to be a presenter but these days fortunately just about every news 
presenter is a journalist.  
Fortunately the professionalisation of journalism, in particular fashion journalism, is 
excelling at a crucial time as the industry expands.  
 
Today, the study of culture is a shifting paradigm that displays how theory and 
practice act towards developing history, and in turn defines a nation’s future. Such 
was the case with the shift between fashion and journalism which, relatively 
speaking, is still a developing form within journalism studies. The two industries that 
were once symbiotic – playing out a basic react-and-report relationship (fashion 
reacts to culture through design and media reports on that) – have formed a 
partnership based on mutualism to redesign how fashion and media are consumed in 
today’s cultural sphere. This overlapping sets forth new cultural patterns in which 
technology plays a massive part. Sophie Woodward (2007, 762-763) sums up the 
foundations of fashion writing in much the same way, concluding that from the 
recent studies of fashion and media within journalism studies comes a solid plethora 
of literature on which to base new findings, “As a result of its previous 
marginalisation from much mainstream academia, it has now become a rite of 
passage for the writer of fashion to outline why it is important for academics to 
research fashion”. From the importance of dress, to consumer culture and 
technological innovation, fashion and media now have a niche academic path – 
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fashion journalism. However, while literature on fashion journalism is not considered 
new, the topic is new in Australian literature, and this research uses specific methods 
to elucidate the findings of this field. 
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CHAPTER 3. RESEARCH METHODS 
 
Three methods familiar to journalism studies inform this study of Australian fashion 
journalism: mapping; interviews; and textual analysis. Industry mapping performed 
here has been adopted to make the case for Creative Industries, but is also an 
empirical mainstay of political economy and, as such, has been widely used in media 
studies (DCMS 2001). Interviews and textual analysis are familiar methods in 
journalism studies. These methods allow us to examine how communication is 
‘caused’ by producers and ‘conveyed’ through texts (Barker and Galasinski 2000). 
For this reason this mixed-method research approach suits the purpose of this thesis 
discussion. It also helps to open up new and as yet unexplored ways to draw 
information about Australian fashion journalism from research. Also, the methods 
support an interdisciplinary analysis, focusing on media, journalism and fashion 
studies. 
 
In terms of the industry, Australian fashion media is historically and geographically 
mapped. It was compiled by seeking as many magazines and sites of fashion 
journalism as possible that are ‘locally’ produced and those which are imported 
(refer Appendix 1 and 2). The media map also generated a typology of forms 
(photography, PR, advertising), even though the purpose of this thesis limits detailed 
analysis to fashion journalism in its written and printed form. The interviews with 
producers, who are leading practitioners in the field of fashion and journalism, 
inform the task of fleshing out discussions and themes of the ‘best’ professional 
practices as they might apply to fashion journalism (refer Appendix 4). Finally, 
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textual analysis is used to identify how fashion journalism shares the same generic 
qualities with journalistic practice, and asserts its own principles and values.  
 
Thus the overarching research question, ‘what is Australian fashion journalism’ is 
broken down into three more specific questions:  
1. What are the sites of Australian journalism, and what is the extent of fashion 
media from the point of view of production?  
2. What do leading fashion media practitioners count as best journalism practice 
– and how do these values apply to the professionalisation of reporting on 
fashion? This research also considers whether fashion journalism 
incorporates other professional communication values; for example, 
public relations and advertising – and if so, is such usage unique to 
fashion journalism, or in fact shared with journalism in general?  
3. How do the values they are informed by compare to the practices and values 
of best professional practice theorised in journalism scholarship and 
articulated in the interviews?  
 
These three questions are the basis for identifying and analysing Australian fashion 
journalism. Research findings are reported in this thesis in two stages, despite the 
three-stage method of data capture. However for the purpose of documenting the 
research method, the three stages are outlined below. 
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Research Design 
Stage 1: Media Mapping 
Comprehensive data collection has been used to identify the Australian fashion 
media, which includes Australian-produced publications (refer Appendix 1) and 
imported titles (refer Appendix 2). Defining the field in terms of all publications 
available in Australia helps to identify and analyse the impact of local and 
international influences on professional practices associated with those titles which 
are deemed to be industry leaders. The mapping method generates a profile of a 
creative industries sub-sector comprised of different media forms and extends from 
fashion media (publications) to publications that include fashion journalism (content 
published within more general publications). This then provides the basis for a 
typology of fashion journalism. 
 
In Stage 1, empirical data about the Australian fashion media market is collected,  
including the publication title, publisher, publishing company, ownership, editor, 
medium, content, market demographics, contact details, circulation, readership, 
production schedule, retail agent, price, year of launch, and availability (refer 
Appendix 1 and 2). Data about all forms of Australian fashion media has been 
collected including magazines (fashion, street press, listings magazines, trade 
journals), fashion journalism in newspapers, television segments, blogs and e-zines. 
Categorising data by medium contributes to a highly textured picture of the 
Australian fashion media market. However, while this media map shows that fashion 
journalism takes audiovisual, digital and print forms, the analysis within this research 
is limited to print forms. This reflects a particular interest in journalism studies on 
the professional practice of print journalism (McIntyre 2000). A more 
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comprehensive analysis of this process continues in Chapter 4. In Chapter 5, a range 
of titles that are emblematic of current Australian fashion journalism are selected 
from the media map for closer analysis of professional fashion journalism best 
practice. 
 
The Australian Fashion Media Map also provides the empirical basis for the second 
and third stages of this study. These identify the range of professional production 
practices that can be associated with Australian fashion journalism to show that 
Australian fashion journalism is now cosmopolitan and that its forms are dynamic 
and in process of transformation and professionalisation. 
 
Stage 2: Interviews 
Interviews (refer Appendix 5) with leading industry experts in the fashion journalism 
field are conducted to identify, from a producer-centric point of view, the current 
state of Australian fashion journalism, and the prevailing cultural and professional 
values. The interviewees provide answers that shed light on current industry 
practices, weaknesses in the field, and more importantly, what professional fashion 
journalism should be. By sourcing the opinion of these producers, it is possible to 
explore expectations and standards of best fashion journalism practice based on 
professional norms and values. In turn this supports the case for considering fashion 
journalism to be a specialist professional journalism practice.  
 
Interviews were conducted with twenty-two journalists, editors, stylists and other 
leading fashion industry practitioners, both inside Australia and overseas, to 
understand the impact of the constraints of production upon ideals of journalistic 
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quality and to consider how dominant established standards of best professional 
practice apply, and how they are being adapted to fashion journalism. These 
opinions, from both national and internationally based experts, have also been sought 
in a bid to gain a rounded view of the Australian media industry and Australian 
fashion journalism. The size of this sample allows the expertise of these practitioners 
to be influential in providing important information to the research process, either in 
face-to-face or email contact. 
 
The self-selected sample of professionals whose willingness to participate was based 
on their availability and their interest in commenting on the industry in which they 
work. From Vogue and Harper’s Bazaar to Cosmopolitan, Esquire and Cleo, to 
newspaper journalists, model bookers and stylists, a broad range of relevant opinions 
is collated. Interviewees include:  
• Alistair Mulhall, Fashion Editor, Esquire, Middle East  
• Anita Quade, Editor, HELLO!, Middle East  
• Anonymous, Freelance Journalist, Vogue, Australia.  
• Chloe Quigley, Michi Girl  
• Chris Shaw, Director, Finnwear, Australia  
• Danielle Whitfield, Fashion Curator, National Gallery of Victoria  
• Heather Cocks, The Fug Girls, New York Magazine  
• Helena Frith Powell, Editor, M Magazine, The National  
• Jessica Morgan, The Fug Girls, New York Magazine  
• Joanna Barry, Lifestyle Editor, Cleo  
• Jo Wheaton, Deputy Editor, Fashion Journal  
• Kate Carter, Life and Style Editor, The Guardian  
• Kate Erwin, Stylist  
• Katie Trotter, Fashion Director, M Magazine, The National  
• Kerrie Simon, Editor-in-Chief, Cosmopolitan, Middle East  
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• Marion Hume, International Fashion Editor, The Australian Financial Review 
and contributor to The Financial Times, The Daily Telegraph, The Saturday 
Telegraph Magazine and The Gentlewoman.  
• Mimi Spencer, Freelance Journalist  
• Rachel Sharp, Editor, Women’s Fitness, Australia and Ex-Deputy Editor, 
  Harper’s Bazaar, Australia  
• Sara Allen, Model Booker, Bareface  
• Sarah Joan Ross, Fashion Director, Emirates Woman  
• Simon Lock, Managing Director at IMG Fashion Asia Pacific and Founder of 
 Australian Fashion Week  
• Tracey Porter, Editor, Ragtrader 
 
Only one interviewee opted to remain anonymous, and they have been quoted and 
referenced using the pseudonym, ‘Anonymous’. Each participant has been asked the 
same series of sixteen questions, which focus on practical questions regarding what 
is their perception of best fashion journalism practice. The specific questions asked 
of each individual are in Appendix 4.  
 
The interview questions are formed to draw conclusions about Australian fashion 
journalism and the professional practices of Australian fashion journalists and 
editors. Respondents identified problems the industry faces, including what 
‘standards’ need to be improved. These responses expand on knowledge of fashion 
media in Australia helping to define the field by providing a professional perspective 
on its current state of development. Industry issues, including bad reporting practices 
and a lack of intelligent features, are also highlighted.  
 
The interviews are undertaken from an ‘insider’ perspective, rather than that of an 
‘outsider’ because of my own professional experience in fashion journalism and 
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media just as “a researcher who shares the same gender and racial, ethnic and social 
class background as the subject is considered to be an ‘insider’” (Pierce 1995, 190). 
Hence I am not able to adopt the sociological subjectivity of the ‘outsider’. This 
approach has been taken by other journalists when using interviews to research a 
topic. “Because I know the journalistic discourse and am aware of certain similarities 
in news production and newsroom culture across Australian newspapers, there is 
more opportunity to explore the nuances” (North 2009, 29). The same approach is 
adopted with Fashion Meets Journalism. In my case, my professional background 
helped me gain access to interviewees who might otherwise have been unaccessible. 
Semi-structured interviews – posing the same sixteen questions to all interviewees – 
allowed the practitioners to offer their views on the professional practices of fashion 
journalism as it pertains to their role as an expert in the field, in a manner familiar to 
their practice.  
 
Stage 3: Textual Analysis 
Textual analysis is used as a conjoining method to the interviews to read Australian 
fashion journalism, identify the methods employed and establish its success as a 
journalistic field. As a “method of data analysis that closely examines either the 
content and meaning of texts or their structure and discourse” (Lockyer 2008, 866), 
this textual analysis is paramount in studying a text-based field. “Texts, which can 
range from newspapers, television programs, and blogs to architecture, fashion, and 
furniture, are deconstructed to examine how they operate, the manner in which they 
are constructed, the ways in which meanings are produced, and the nature of those 
meanings” (Lockyer 2008, 866). By reading current texts against a number of 
questions drawn from both academic and professional sources, this part of the study 
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aims to identify why fashion journalism has been undervalued historically, and how 
it has developed into its own specialist media field. It also allows for a description of 
what constitutes ‘good’ (understood as ‘professional’) fashion journalism, as 
measured against the standards articulated in classic journalism texts, and evaluated 
against the findings of the interviews.  
 
This process results in a set of parameters being developed from the field of fashion 
journalism, and applied to recent samples of fashion media for the purpose of 
understanding the current state of the industry in Australia and the range of forms 
that it encompasses. Additionally, so-called ‘hard news’ values are pitted against 
fashion journalism to demonstrate that mainstream media practices can be just as 
flawed as specialist domains. This stage of research also explores the 
tension/relationship between print and online, and their differences in approaching 
text, to consider the impact technology will have on the future of fashion journalism. 
 
Academic Voice 
Whilst writing up these research findings, I conduct myself as a scholar with a 
critical interest in the field of fashion journalism and media. However, given my 
professional training as a journalist, this study is pragmatically packaged using a 
journalistic voice to convey scholarship. This approach to tone of voice is deliberate, 
informed by a commitment to making knowledge accessible and a commitment that 
arises at the intersection of professional journalism practices and media studies 
scholarship. Interviews with leading practitioners also channel this ‘voice’, as a 
majority of the interviewees were journalists and magazine editors. This produces a 
different kind of academic voice and extends the heteroglossia of media studies. This 
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communication method of journalism and the method of scholarship are not that far 
apart. Both act ethically towards sources, and on a philosophical level both aim to 
educate, yet the conventions and voice are different. 
With reference to academic voice and signature, we propose that 
heteroglossia offers a particularly useful heuristic for making sense of the 
multiplicity of (academic) voices within the apparent unity of any 
particular academic idiolect (language of specialisation). As such, 
heteroglossia embraces more than academic linguistic diversity. It refers 
to the coexistence of multiple academic voices within a particular field of 
specialisation but then specifically as it pertains to their coexistence in a 
state of discursive tension and (academic) competition. 
 (Potgieter and Smit 2009, 218) 
Therefore, academic voice as it pertains to this study of fashion journalism, is used to 
approach and ultimately supplement these new findings in the field. 
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CHAPTER 4. AUSTRALIAN FASHION MEDIA  
 
Australian journalism is practiced on a series of media platforms (publications) with 
producers (editors) at the helm curating content (fashion journalism) for an audience 
(consumers). Fashion journalists play a large role in both informing consumers and 
acting as producers of content (Moeran 2006). This framework is used to chart this 
field, which comprises of all of the titles and editors, as well as the leading industry 
publications and sites of professional fashion journalism practice. In addition, media 
ownership, and the current implications of recent changes in control, are discussed to 
produce a map of the Australian fashion media.  
 
In the first instance, the Australian Fashion Media Map captures all national and 
international print and electronic fashion media with an Australian market presence. 
In the second instance, the map focuses on how the industry uses circulation and 
readership statistics to legitimise its professionalisation. This chapter also details the 
problems associated with compiling a thorough fashion media landscape, and 
identifies current issues for fashion media – including the impacts that photography, 
PR and advertising have on the industry – and concludes in a typology of fashion 
media and journalism forms. Moreover, the media map contributes to the 
identification of professional practices of exemplar publications which is outlined in 
order to highlight best practice within print forms of fashion journalism. 
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Mapping Fashion Media  
The first part of this research aims to determine the size of the fashion media field. 
This is achieved by drawing upon recent developments in creative industries research 
– where media is a core creative industry – that seek to map empirically those 
industries that rely heavily upon creative inputs. According to the UK Government 
Department for Culture, Media and Sport (DCMS 2001, 4), creative industries are 
“those industries which have their origin in individual creativity, skill and talent and 
which have a potential for wealth and job creation through the generation and 
exploitation of intellectual property”. Creative industry fields identified within 
Australia include writing, publishing and print media, advertising and marketing, and 
film, television and radio (Higgs 2005).  
 
A survey of mapping methods of various creative industries reveals two different 
approaches that can be described as the top down and bottom up methods of data 
collection. An example of top down mapping is provided by the Creative Industries 
National Mapping Project, coordinated by Peter Higgs (2007). Higgs uses an 
approach that starts from large sets of pre-existing national quantitative data, to drill 
down to the sub-sectors comprising the creative industries in Australia, and ascertain 
their value in terms of labour cost and size relative to the national economy. This 
research generates insights about the level of employment and value of the creative 
industries to the national economy. However, this information is not immediately 
apparent from the current organisation of national statistics. In an earlier study, 
Higgs (2005) uses national data sets to identify and “determine more accurately the 
size and the impact of the employment with the creative industries and of creative 
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talent in other industries” by examining specific creative fields, including those 
mentioned previously.  
 
Cathy Henkel (2000) offers a different approach to creative industries mapping in a 
study of one creative industries sub-sector in a specific location. Henkel used a 
bottom up approach to map Screen Industries in Northern New South Wales. The 
data in this mapping study was collected by a variety of means, including a direct 
survey of screen industries participants in the region. In this way, Henkel mapped 
from the ‘bottom up’ to form a picture of a dynamic and rapidly developing creative 
industries cluster in one geographical location. The purpose of this work was to 
“quantify the number of people working in the film, video and multimedia 
industries” and to “gain a more complete picture of the size and scope of creative 
industries in the region” (Henkel 2000, 11). This is essential in calculating, for 
instance, how many producers, consumers and outputs exist in a field. 
 
The mapping of the Australian fashion media uses elements of the ‘top down’ and 
‘bottom up’ approaches. In aiming to generate a national picture of fashion media 
and journalism, it is ‘top down’; however, the focus on fashion media also 
necessitated a snowballing approach (Henkel 2000) to data collection that is 
characteristic of the ‘bottom up’ approach. In the first instance, my professional 
knowledge of fashion media contributed to identifying the field. Other expert 
informants that I encountered throughout this research alerted me to relevant media 
that I may have been unaware of. In this respect, the method used to generate the 
Australian Fashion Media Map is similar to that used to generate the Brisbane Media 
Map (2000). This directory of online media was created by final year media students 
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at the Queensland University of Technology as an aid in transitioning these students 
from university into professional work placement in the media fields. Students 
follow their own interests in deciding what to include in the directory and what to 
leave out. In this way, the Brisbane Media Map is not merely a directory but also 
serves to define the field of media and communications for and by students. Other 
types of commercially produced media maps and directories important to all of these 
studies include the Australian Media Guide (Gee 1991), the Melbourne Media Map 
(2003), and the Kidon Media Link (1995).  
 
Empirically through mapping the field of fashion media the fashion media industry is 
defined. This highlights an important function of mapping to this project: improving 
the visibility of fashion journalism.  
Like maps in general, Media Maps are usefully understood as complex 
cultural technologies. That is, they are not only physical objects, tools 
and artefacts, but also information creation and distribution technologies, 
the use and development of which is embedded in systems of knowledge 
and social meaning.  
(Spurgeon, Foth, Severson and Collis 2006, 2)  
This thesis provides another model of ‘mapping up’, by qualitatively profiling a 
creative industries sub-sector – fashion journalism.  
 
The Australian Fashion Media Map  
From March 2007 until March 2011, an audit of fashion media in Australia was 
undertaken. Over this time, each title was closely monitored for changes, including 
closure of publications, changes in editors, or alterations to their content or target 
market direction. Then, between 2011 and May 2013, publication titles were added 
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and subtracted to ensure changes were noted during the economic recession along 
with its subsequent impact on the media industry. All changes are detailed in this 
chapter. Also the media map is summarised in tables (refer Appendices 1 and 2) to 
show how all forms of Australian fashion media are added to the survey, including 
magazines (fashion, women’s interest, men’s interest, teens, bridal, lifestyle and 
hair), and fashion journalism in newspapers, television segments, blogs and e-zines. 
Data on international magazines that currently circulate in the Australian market are 
also collated. However, international and national fashion media – determined by 
ownership and editorial control – are differentiated to support a sharper focus on 
Australian fashion media.  
 
Data for each publication was collected on a range of categories, including 
publication title, publisher, parent company, editor, address, suburb, state (district 
and country for international titles), post code, phone number, email, website, 
medium, circulation, readership, market demographics, content, production (how 
often it’s produced), retail agent, price, year of launch, and the Australian state in 
which the publication is sold – Queensland, New South Wales, Victoria, Western 
Australia, South Australia, Northern Territory, Tasmania and/or the ACT (refer 
Appendix 1). Hartley (1996, 33) identifies the importance of acknowledging areas of 
journalism publication, production and distribution in that, “cities tend to be 
progressive centres where journalistic practices are intensified”. In essence, city-
bound publications (for examples those published in Sydney) are epicenters for 
contextualising fashion’s role in society through fashion journalism. “Specifically, 
fashion journalism and the city invoke a way of seeing that potentially affects how 
the urban space is imagined and mapped, one that is influential in shaping how the 
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public imagines its social relations and city to be” (Tay 2007, 95). Tay (2007, 282) 
continues, arguing “as a locale of consumption, cities anchor global fashion images 
to its local readerships, and as a site of production it offers a means of investigating 
the local and national contexts”. These contexts are further explored by industry 
publications. 
 
The information for this map was collected from various sources, and often relied on 
large archives of media coverage amassed as part of research conducted by the 
National Title Tracker (2011), Gordon and Gotch (2011) and Libraries Australia 
(2011). Information was also sourced directly from publications’ websites, magazine 
media packs, and the publishing houses that own the titles. No single archive 
contained all of the necessary information. In the event of a gap in the map, the 
abbreviation INA (Information Not Available) indicates that the information was 
searched for but was not available at the time of constructing the Australian Fashion 
Media Map.  
 
A total of 357 fashion media outlets were identified in this process (refer Table 1). In 
an overall assessment of the fashion media market, these 357 titles account for over a 
third of “the total number of Australian cover-priced magazine titles [which] is 
estimated at more than 1100” (Australian Bureau of Circulations 2011). The same 
report estimates that the total number of magazines rose to be approximately 4500 
when international titles were included in the count, of which fashion happened to be 
of a smaller proportion. However, other reports suggest that magazine numbers were 
as low as 3000 titles (Ricketson 2004, 7), so there was discrepancy which the market 
accounts of itself.  
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TABLE 1. THE AUSTRALIAN FASHION MARKET  
Types Australian  International TOTAL 
Number 178 179 357 
Example Vogue Australia Vogue US  
 
In order to make the data more manageable, it is organised into various categories. 
This allows the filtering of types of media that are not of primary concern to this 
research without excluding them from the map. As Table 1 indicates, the first filter 
applied differentiates between fashion media that are Australian (produced and 
controlled in Australia) and those that are not. Definitions of ‘Australianness’ are 
highly problematic and controversial. Some approaches emphasise the ownership 
and control status of a media outlet, while the emphasis on others is on the question 
of creative control. The latter is applied in audiovisual media for the regulatory 
purpose of deciding what is and is not Australian content – for example, the 
Productivity Commission (Cryle 2000). If Australians occupy key creative positions, 
then the product is deemed to be Australian. This is a similar approach to that taken 
for ascertaining the ‘Australianness’ of film and television productions. The rules for 
TV content demonstrate how tenuous the link can be: an item is counted as 
‘Australian’ if, 
[…] the producers of the program are Australian (whether or not the 
program is produced in conjunction with a co-producer, or an executive 
producer who is not Australian); and either […] the directors of the 
program are Australian or […] the writers of the program are Australian.  
(Flew 2002, 184)  
While it is evident that many Australian fashion magazine titles are owned and 
produced in Australia, there are many that blur the lines; for example, Australian 
Vogue – while still under the banner of Conde Nast – is owned and published by 
 66 
News Magazines (in Australia) a division of News Limited (also foreign-owned). 
Within a national media sphere, ownership is useful to gauge an understanding of 
how the international and locally owned media compete on the newsstands. However 
ownership is not a sufficient basis for understanding the issues of concern to this 
research.  
 
In-house titles compete against each other, as do magazines from other publications, 
which fall under the same umbrella category. Harper’s Bazaar, which is published 
by Bauer Media, and Vogue, which is published by News Magazines, are pitted 
against each other, and are referred to as competition titles. For this reason, creative 
control is taken as the basis for deeming fashion media to be Australian or not. This 
approach foregrounds the importance of the Australian creative human capital that is 
invested in Australian fashion media, and that shapes the professionalisation of the 
field and its future.  
 
By differentiating Australian fashion media in terms of national and imported titles, 
it is evident that publications produced outside of Australia account for almost the 
same number of all of the fashion content available within the country. However, it is 
noted that since the 2008 economic downturn, the recession has had a major impact 
on publication numbers in Australia; these changes are still evident today. In May 
2011, Fairfax announced that they were making significant job cuts and “will also 
take a redundancy charge of $25 million for the financial year” (Zappone 2011, para. 
6). Fairfax’s Chief Executive Greg Hywood then announced they were hoping to 
increase “investment in quality journalism for The Sydney Morning Herald, The Sun-
Herald, The Age, and The Sunday Age – Canberra Times” (Zappone 2011, para. 17). 
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On the same day, Australian Consolidated Press (ACP) announced that their earnings 
were down $15-million to $20-million on 2010 (The Age 2011). Tracking both 
national and international titles over a four-year time span – in which two years 
accounted for the most difficult period of the recession – a significant number of 
publications suffered from a lack of funding and have shut down. This situation 
continues.  
 
In total, 61 publications that were originally included in the Australian Fashion 
Media Map have now been excluded, with the exception of Grazia and Madison. 
Both titles, which were published by ACP before Bauer Media took control, only 
ceased publication in 2013: Grazia on 25 March, 2013, while Madison’s last edition 
was their June 2013 issue, with the website following suit on June 18. Therefore their 
position in the media landscape over the time of this study was crucial (their 
presence in the Australian Fashion Media Map is marked with a ✮). Fifteen of the 
excluded titles were Australian-produced, including: Chik, the surfer’s magazine 
published by Morrison Media on the Gold Coast; the Perth-based Shimmer; ACP title 
Slimming and Health; News Limited title Notebook; Lino; Clay; Vive; and Summer 
Winter. The other 46 discontinued publications were overseas titles imported into 
Australia, including: ELLE Girl and Jane from the US; Sugar from the UK; Pulp 
from New Zealand; and 20Ans from France. While there were other publications that 
folded in the subsequent years, the titles listed had a significant impact on the 
national media market.  
 
However, in light of these closures, Bauer is set to launch another influential title: 
ELLE. The French-originating publication will be led by the former Editor of Shop 
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Til You Drop, Justine Cullen, and will launch with the October issue. In an 
announcement on January 23, 2013, by the Bauer Media Group publisher Peter 
Holder said, “ELLE Australia provides a unique opportunity to innovate and develop 
the brand across multiple platforms. ELLE will lift the bar and set new standards – 
challenging every notion of what a magazine can do and be” (Bauer Media 2013, 
para. 4). The publication will also launch with a digitised version, making it the first 
publication to launch print and online simultaneously. Another two titles that 
launched on the Australian fashion market recently were 10 and 10 Men, by former 
Harper’s Bazaar and Grazia Editor, Alison Veness-McGourty under her own 
eponymous publishing company. As these publications have only recently arrived on 
the market, they have not been included in the Australian Fashion Media Map.  
 
Looking at the current oligopoly of the media, it is important for new titles to 
understand the market in which they are entering, especially with the ability for 
syndicated publications to storm a national or local media ground from overseas. 
This is often used as a strategic move by international media to expand brands 
including Grazia, Harper’s Bazaar and Vogue, which is evident in the Australian 
Fashion Media Map. It is also a strategic move that has not adapted to the changing 
market.  
In 2003, journalist Alan Ramsey reflected on the loss of Munster 
(George), Fitzgerald and the Nation: A lot of Australians used to moan in 
the 1960s that with four major media groups this country’s mass media 
was the least diverse in the English-speaking world…Forty years later we 
have what is, mostly, only two major newspaper groups – Murdoch and 
Fairfax. There are no independents and nothing like Nation any more. 
(in Creswell and Trenoweth 2006, 407)  
Seven years on, the industry is witnessing another major transformation in media 
ownership with James Packer selling out and Rupert Murdoch now sharing the stakes 
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with CVC – a London-based private equity firm that owns the Nine Entertainment 
Co. – and Bauer Media, a German-based media conglomerate that owns publications 
previously belonging to ACP and Publishing & Broadcasting Limited (PBL). Where 
three powerhouses own the majority of the market, there can be problems for new 
and emerging magazines that want to position themselves in a niche space that sees 
them effectively in no space at all. These publications ultimately compete on the 
newsstands with other magazines that have already established themselves in the 
same niche. Armand Mevis (2002), graphic designer of Another Magazine echoes 
the view of many about current publishing practices:  
As a reader, I am not really interested in magazines. Week after week, 
month after month, the popular magazine publishers try to seduce us into 
buying their wares. The content of what you buy doesn’t matter because 
you buy it to confirm, over and again, what you already know. The same 
subjects crop up repeatedly in the same magazines. They follow the trivia 
of the glamorous and famous and keep us informed about what they are 
up to, where and with whom. A newly published magazine does its best 
to stand out as unique, but after a few issues, it invariably becomes 
obvious that the advertisers, not the editors, pull the strings.  
In contrast, magazines like Oyster and Frankie entered the market with a vision that 
was neither unique nor naïve, but perfect in their blend of structure and style, which, 
to date has guaranteed them success in the business. Following on, the fashion media 
identified as Australian were further classified by medium (refer Table 2). 
 
TABLE 2. AUSTRALIAN FASHION MEDIA  
Types Magazine Newspaper Television Internet 
Number 131 38 4 5 
Example Curve The Australian The Closet Tales of 
Australian Fashion 
Sassy Bella 
 
This research reveals that it was evident that the Australian fashion media is not 
solely comprised of fashion magazines. However, because magazines account for the 
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largest type of fashion media, they attract closer attention in the analysis. In fact, 
there are almost as many fashion magazines on the market as there are fashion 
segments in newspapers. According to Swanson and Everett (2008, 69) “newspapers 
have been reporting fashion stories since the 19th century”. A majority of the 
national newspapers – for example, The Australian, The Australian Financial 
Review, The Age, The Sunday Times, the Sydney Morning Herald and The Telegraph 
– all contain a fashion segment, as do most local papers – for example, The Gold 
Coast Bulletin, Northern Territory News, Newcastle Herald and MX. In particular, 
The Australian not only has a segment dedicated to fashion every Wednesday, but 
also features a fashion lift-out eight to ten times a year. Overall, Ricketson (2004, 6) 
observes that “Australia has two national daily newspapers, ten other metropolitan 
dailies, 37 regional dailies, 250 weekly suburban papers and 66 multicultural papers, 
and each capital has a Sunday paper”. Georgina Safe (2007) notes that the 
“influential fashion writers are on newspapers”, an observation that clearly identifies 
why it is so important to recognise fashion journalism that is produced in 
newspapers.  
 
Another medium that offers a different account of fashion journalism is television. 
An image-driven focus lets viewers visually interact with fashion journalism, which 
the pages of a magazine do not allow. In Australia, there are few programs and 
television specials dedicated to the subject of fashion. Those that are – such as Park 
Street – offer a fly-on-the-wall perspective, in this case detailing the 
professionalisation of the fashion magazine industry by following its professionals, 
including: Cleo Editor, Gemma Crisp; Madison Editor, Elizabeth Renkert; 
Cosmopolitan Editor, Jessica Parry; Dolly Editor, Tiffany Dunk; and Shop Til You 
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Drop Editor, Justine Cullen. The program proved to be a success in getting behind 
the editorial desks of Australia’s biggest selling fashion publications, despite the 
premiere episode being deemed a failure, with only 6289 viewers nationwide tuning 
in to watch the show on the television station, Arena (Courier Mail Confidential 
2011).  
 
Specials dedicated to fashion designers include The Closet Tales of Australian 
Fashion (2007), which was produced by the Australia Network and broadcast on the 
ABC. The four-part special was a behind-the-scenes look at four Australian fashion 
designers, Akira Isogowa, Peter Morrissey, Kit Willow and Lover designers Nic 
Briand and Susien Chong. Not only was the program about Australian fashion 
designers, but it was also produced and consumed by a national audience. This 
differs to programs with cross-media ownership or creative directorship, such as 
Australia’s Next Top Model, which was produced by Granada (UK) until ‘the Sarah 
Murdoch slip-up’ where she announced the wrong contestant winner in Cycle 6. 
Creative control here is now purely Australian with Sarah Murdoch’s Room 329 
Productions taking over in conjunction with Shine Australia, the company owned by 
her sister-in-law, Elisabeth Murdoch. Further afield is Fashion TV, which is 
produced in Israel, despite having an Australian content producer. The popularity of 
television is measured by OzTam and ThinkTV, who provide the ratings for cross-
comparison between paid and free-to-air television channels. Since most fashion 
programs do not have a dedicated channel – with the exception of Fashion TV – the 
analysis of program success rates proved inconsequential because there are so few on 
air at any one given time.  
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The Internet is another field that provides problems for this mapping exercise, 
because of the open-ended possibilities of its publications. Comparatively low 
barriers to market entry mean that the number of online fashion media can be vastly 
greater than offline media. The problem with discovering these publications, 
however, is also of a different order, with the vast scale and scope of the Internet to 
consider. In 2006, Swanson and Everett (2008, 297) recorded that the number of 
online blogs was estimated to be 27-million. During the same year, Corcoran (2006) 
notes that there were two million fashion and shopping blogs in circulation. 
Therefore trying to locate every online fashion blog, magazine, e-zine, or any other 
form of web-based content coverage is difficult; for this reason, the estimate of eight 
Internet-based Australian fashion media indicates the number of prominent online 
fashion media that are published and accessed within the national market, but not 
limited to it.  
 
To support this logic, Tony Marlow (2008) – Associate Research Director, Asia 
Pacific Nielsen Online – observes that “on average, Australians are spending 84.4 
hours per week across a range of media and leisure activities, up to 71.4 hours in the 
previous 12 months”. This indicates that not only are vast amounts of time spent 
searching through what must be hundreds of thousands of websites, but that the 
scope of these websites must be just as varied. Therefore, pinpointing Australia’s 
most read fashion blogs is almost impossible because readership data is often 
censored too. Also, Internet World Stats (2010) notes that in terms of access to 
technology, Australian Internet participation has reached maturity with only a one 
percent increase of uptake in the past 12 months to 80 percent. This is well above the 
global Internet participation rate of just 20 percent. The boundaries of the 
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blogosphere are rapidly changing daily, and their influence on the current media 
industry is still being explored. Hence, at this point in the study it is important to 
acknowledge their presence and their persistent ability to change the media 
landscape, but the full impact of their presence is still yet largely unknown.  
 
The Australian Fashion Media Map reveals that in the field magazines hold the 
greatest number of references to fashion journalism. The research returned to this 
medium to classify the types of magazines in the Australian market that contain 
fashion segments (refer Table 3).  
 
TABLE 3. AUSTRALIAN FASHION MAGAZINE TYPES  
Types Example Number 
Fashion Harper’s Bazaar 26 
Lifestyle Frankie 21 
Women’s Interest AWW 9 
Men’s Interest Zoo Weekly 7 
Teen Dolly 9 
Photography Poster 2 
Hair Australian Hair and Beauty 2 
Celebrity Famous 6 
Bridal Bride To Be 50 
 
These magazine types may not necessarily be fashion magazines, but they still report 
on fashion, and thus can be classified as sources of fashion journalism. Each title 
listed, for example, clearly represents its type of magazine by coverage and 
ownership. The criterion for type-based selection originates with the magazine and 
how they classify themselves. The search has been limited to the categories listed, 
and not expanded to areas such as beauty, cosmetic surgery, or sport magazines, 
because their coverage pertains to the body, and not what goes on the body. By 
focusing on those national and international magazines that are sites of fashion 
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journalism, an analysis is conducted on circulation and audience. This data is then 
used to compare Australian fashion media with their syndicated parent titles – 
namely those in America. 
 
Media Markets: America Versus Australia  
The American magazine market has always been a precursor to the Australian 
market in terms of publication type, and while English magazines are also relevant 
comparisons, the largest publishing companies – Hearst, Time Warner and Conde 
Nast – are based in the United States. More specifically, Swanson & Everett (2008, 
69) note that “in the United States, fashion magazines came into existence over 150 
years ago with Godey’s Lady’s Book, edited by Sara Joseph Hale”, and claim that 
“Godey’s Lady’s Book, which is no longer published, set the stage for the leaders of 
the fashion field today, including such magazines as Vogue, Harper’s Bazaar, ELLE 
and W”. All of these publications are now available in the Australian market. From 
syndication to quality control, a majority stake of Australia’s market is saturated with 
American content, and therefore is considered a comparative factor in terms of 
magazine analysis. However, there are certain elements that cannot be compared, 
such as readership and circulation figures, since the demographics are different in the 
current media climate in each country. Overall, however, it is interesting to note the 
change in the American market compared to Australia. Table 4 shows the top 25 
magazines in America from 2009 to 2010.  
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TABLE 4. TOP 25 AMERICAN MAGAZINES  
Magazine 2010 
Circulation 
Change from 
2009 
Percentage 
Change 
American Association of 
Retired Persons (AARP), 
The Magazine  
23,748,475 -623,162 -2.6 
American Association of 
Retired Persons (AARP), 
Bulletin 
23,574,132 -468,471 -1.9 
Better Homes and Gardens 7,677,497 55,711 0.7 
Reader’s Digest 5,533,037 -1,581,918 -22.2 
Game Informer Magazine 5,073,003 1,267,965 33.3 
National Geographic 4,493,024 -2,907 -0.1 
Good Housekeeping 4,418,398 -234,506 -5.0 
Woman’s Day 3,895,814 -70,600 -1.8 
Family Circle  3,841,651 18,398 0.5 
Ladies’ Home Journal 3,837,286 -21,487 -0.6 
People 3,602,006 -11,896 -0.3 
Time 3,314,946 -14,483 -0.4 
Taste of Home  3,253,392 38,164 1.2 
Sports Illustrated  3,174,355 -27,169 -0.8 
Cosmopolitan  2,905,659 -96,253 -3.2 
Prevention  2,900,365 172 0.0 
Southern Living  2,846,757 9216 -0.3 
AAA Via 2,740,435 -26,629 -1.0 
Maxim 2,528,569 14,835 0.6 
O, the Oprah Magazine 2,506,037 26,315 1.1 
AAA Living 2,469,830 7,041 0.3 
Glamour 2,307,714 -140,405 -5.7 
American Legion Magazine 2,306,231 -4,855 -0.2 
Parenting 2,237,158 49,935 2.3 
Redbook 2,232,476 6,775 0.3 
(Pew Research Center’s Project for Excellence in Journalism 2011, para. 5)  
 
Cosmopolitan and Glamour are the only two ‘fashion-packed’ publications that make 
the top 25 list. Within the Australian market, Cosmopolitan is produced nationally, 
therefore while the American version is not on the shelves nationwide, the 
syndicated title is still a successor. However, Glamour is imported, adding to the 
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influx of international titles. It is also interesting to note how the revenue of 
syndicated publications. Eight out of Australia’s top 10 fashion publications 
(according to the data captured in this study) belong to one of the three publishing 
conglomerates including Vogue (Conde Nast) and Harper’s Bazaar (Hearst) of 
which Bauer Media and News Limited own the Australasian licenses. Marie Claire 
and InStyle are published by Murdoch’s Pacific Magazines, while his News Limited 
division publishes Vogue. Myer Emporium, Cleo, Cosmopolitan and Harper’s 
Bazaar are published by Bauer Media. 
 
As Figure 1 indicates, the American companies still have a concentrated ownership 
over the most read fashion media both directly and indirectly in relation to the 
Australian market – directly because Conde Nast, Hearst and Time Warner own the 
magazine licenses, and indirectly because CVC, Bauer Media, and News Limited 
hold the rights to publish such titles in Australia. These companies earn a significant 
portion of their revenue from magazine sales through syndicated rights. Two other 
big publishing houses in the US include Hachette Filipacchi – which owned ELLE 
and Women’s Day before Hearst acquired the media house in 2011 – and Meredith 
which owns More, and still supplies a portion of the international fashion-related 
publications to the Australian market. However, their impact was not as substantial 
because they do not supply licenses for publishing rights. The total magazine 
revenues of the three biggest publishers worldwide between 2002 to 2009 are shown 
in Figure 1. 
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FIGURE 1. MAGAZINE PUBLISHING COMPANIES COMPARATIVE REVENUE 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
(Pew Research Center’s Project for Excellence in Journalism 2010, para. 3)  
 
Returning to the syndicated publications, Table 5 highlights a comparison based on 
the media maps (refer Appendix 1 and 2) of four Australian versus American titles, 
and the advertising ratios per magazine. Syndicated publications warrant such heavy 
synthesis because each version is structured to cater to the country in which they are 
produced and consumed, thus exposing the influence the nation’s identity has on 
fashion, and the parallel differences between each overseas market. The cover 
celebrity, retail price, and the total number or pages and advertising pages of Vogue, 
Harper’s Bazaar, InStyle and Marie Claire are compared. Throughout this thesis it is 
Vogue, in particular, which elicits a response from industry experts, as does Harper’s 
Bazaar (which launched in 1867 as a weekly, and was titled Harper’s Bazar with 
one ‘a’ before relaunching as the monthly Harper’s Bazaar in 1901). In this 
Australia versus America comparison, the glossy magazine’s September issues are 
chosen because historically these are the magazines with the highest volume of sales 
per magazine each year. Typically, they include the most amount of advertising, and 
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generally have the highest reader influence because advertisers capitalise on 
consumer buying habits at that time of year, which includes Christmas shopping. 
This is also the same time of year that summer/winter collections – depending on 
which side of the hemisphere the reader lives in –  and new season beauty products 
hit shelves. 
 
TABLE 5. THE GLOSSY BOX OFFICE SEPTEMBER 2010  
Australia  
Glossy Cover Star Retail 
Price 
(Australia) 
Total 
Pages 
Ad and 
Advertorial 
Pages 
Percent of 
Magazine 
Vogue Catherine 
McNeil 
$8.50 282 130 46% 
Harper’s 
Bazaar 
Elle 
Macpherson 
$9.50 372 187 50% 
InStyle Angelina Jolie $7.95 242 87 36% 
Marie Claire Kylie Minogue $8.20 428 136 32% 
 
America  
Glossy Cover Star Retail 
Price (US) 
Total 
Pages 
Ad and 
Advertorial 
Pages 
Percent of 
Magazine 
Vogue Halle Berry $4.99 726 532 73% 
Harper’s 
Bazaar 
Jennifer 
Aniston 
$3.99 508 302 59% 
InStyle Hilary Swank $3.99 600 403 67% 
Marie Claire Mary-Kate 
Olsen 
$3.50 282 156 55% 
 
These comparisons draw attention to the competing markets, yet highlight how 
different the two sister syndications can be. From the amount of ad space sold, which 
almost doubles in the American market, to the local cover celebrity (the Americans 
chose American actresses, while Australians chose Australian faces except for the 
syndicated version of InStyle) there was a comparable difference in the magazines. 
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Koblin (2011) notes that the country in which the magazine is sold will often 
determine the celebrity an editor chooses to put on the cover. Each country has 
certain faces that can guarantee a sale. While Anna Wintour’s muse and Gossip Girl 
star, Blake Lively has graced the cover of US Vogue twice, she has never been a big 
seller for the publication. In fact, her June cover was the second-worst selling issue 
of Vogue US of all time next to Anne Hathaway’s November cover. However, Lady 
Gaga’s Rolling Stone cover in June 2010, tripled the magazine’s figures, while her 
April issue of Cosmopolitan was also the best selling issue for the magazine in 2010.  
 
The introduction of celebrities on magazine covers, which has never been more 
prevalent than it is today, is a specific change that rippled throughout the media 
industry and in turn, has helped shape its evolution. Executive Editor of Women’s 
Wear Daily, Bridget Foley (in Wilson 2010, para. 6) noted the effect of celebrity 
status, “Absolutely, John Fairchild revolutionised this paper [WWD] by making 
designers celebrities, but what surprised me was that there were designers who were 
treated as celebrities even before that. Poiret was the first designer the paper 
covered”. Clearly celebrity culture has been an eminent part of fashion journalism 
for some time now. 
 
Aside from American media mogul, John Fairchild, the main players in Australian 
print media are ACP (owned by Rupert Murdoch), Bauer Media Group (an 
international publishing house) and CVC Capital Partners (a private equity group). 
PBL – once owned by James Packer, who inherited the company from his father 
Kerry Packer – no longer exists, after James Packer sold his publishing dynasty.  
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These media companies oversee publications whose titles provide relevant content 
that seeks to answer the value of living for targeted audiences. The same can be said 
for other publications, whether they are owned by smaller publishing houses, 
including Morrison Media, which publishes magazines such as Frankie, or 
independent titles such as Oyster. Regardless, Australian media producers are at the 
forefront of shaping an industry that is consumed by millions of people daily. Not 
only are they privy to using the best tactical communication devices in the country, 
they are also able to diversify content to address niches in readers’ wants and needs. 
They also use commercial media research services to determine how their words 
impact their audience.  
 
Commercial Media Research 
Media are monitored to gauge how much of an impact each title has on the market 
and to regulate the media production process. Audited titles are analysed on two sets 
of data: circulation and readership. Circulation is the number of printed and 
distributed copies of one particular magazine. These circulation figures are measured 
by two separate bodies the ABC (Audit Bureau of Circulations) and the CAB 
(Circulations Audit Board). “The ABC measures paid copies of consumer magazines 
that are sold at newsagencies and supermarkets” (ACP 2010, para. 3), including 
consumer magazines such as The Australian Women’s Weekly, Dolly and Cleo. “The 
CAB measures titles with controlled distribution” (ibid.), – those magazines 
distributed to members of a society, or to people on the street – including The Open 
Road (NRMA magazine), Qantas the Australian Way, and local newspapers. Audit 
figures are released twice yearly, and indicate the average number of copies sold in 
the six-month period prior to the audit release. ABC figures are released for the 
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periods January to June and July to December. CAB audits cover the periods April to 
September and October to March (ACP 2010).  
 
Readership measures how many of those circulated copies are read by a certain 
amount of people. Anecdotally, if one purchased copy of Harper’s Bazaar Australia 
out of the total 52,520 printed that month is picked up and read by five people, then 
the circulation of this single magazine is multiplied by five. This figure is then 
averaged out according to calculated studies coordinated by agencies such as Roy 
Morgan, and a total readership figure of 262,600 can be confirmed for that 
publication. While a magazine may not print as many copies as a publication with a 
higher print run, it may have a greater audience reach, and in turn a higher readership 
than a magazine with a bigger print run or vice versa. Australian readership figures 
are calculated through a series of processes conducted by Roy Morgan Research (the 
industry currency) through a survey,  
conducted nationally, via face-to-face interviews at the respondents’ 
home with people aged 14 plus and over. Over a 12-month period 
approximately 60,000 interviews are conducted. Data is then weighted to 
ABS population data to provide estimated numbers in the thousands for a 
range of demographic, psychographic and product purchase variables. 
Readership figures are released quarterly and are based on a 12 month 
rolling database.  
(ACP 2010, para. 4)  
 
However, not all magazines are audited because, they are independent or produced 
by small publishing houses that does not have the budget to be charted. This 
highlights another problem when trying to validate the success of a publication and 
determine its rank on the newsstand. 
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The data captured reveals that The Australian Women’s Weekly was and still is the 
number one monthly title, reaching 50.6 per cent of women and 49.4 per cent of men 
inclusive of the overall Australian population. In 2007, the publication announced 
that, “The Australian Women’s Weekly [was] celebrating 74 years as the country’s 
premier magazine […] and is still Number One”. Woman’s Day was the number one 
weekly, with a readership market of one out of five women readers. The reach of 
women’s titles is an important reason why these titles have warranted attention in 
literature (McCracken 1993; Hermes 1995), however this research concerns how 
women’s titles in Australia compare on the newsstands to fashion titles.  
 
In terms of women’s lifestyle under the ACP banner, Cosmopolitan and Cleo 
compete on a regular basis for first and second position, with Cosmopolitan edging 
slightly ahead with a circulation of 151,213 (ABC January 2010-June 2010) and a 
readership of 544,000 (RMR October 2009-September 2010); while Cleo had a 
circulation of 120,051 (ABC January 2010-June 2010) and a readership of 411,000 
(RMR October 2009-September 2010). On the global scale, “Cosmopolitan is the 
world’s number one magazine for young women with 61 editions in 27 languages 
speaking one voice – a voice that is worldly, adventurous and of course, sexy” (ACP 
2009, para. 1). During this research, the Editor of Cosmopolitan Middle East, 
Australian expatriate, Kerrie Simon was interviewed; her opinions are detailed in the 
following chapter.  
 
Closer to home, Cosmopolitan Australia, now a Bauer publication, has developed its 
own accent. “Cosmopolitan is the superbrand of magazines, it’s a market leader in 
every single one of the 55 countries in which we publish – that makes Cosmopolitan 
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the most authoritative voice on women’s issues” (ACP 2009, para. 1). Elsewhere, 
PBL competitor Madison stated they did deliver news from a different point of 
authority. They claimed to be “a title which will excel in top quality journalism” 
(Ryan 2004, para. 8). Dolly is the number one youth title (ACP 2010). Zoo Weekly is 
the number one men’s lifestyle publication for males aged 18-34. Finally, Marie 
Claire is “Australia’s number one fashion magazine” (Marie Claire 2011, para. 1), 
although competition follows closely from Harper’s Bazaar and Vogue, the latter 
labelling itself as “Australia’s number one prestige fashion magazine” (News Space 
2011, para. 1).  
 
The Australian media landscape currently consists of print and digital media. In 
2008, the estimated worth of digital media in Australia was said to be $17.9 billion. 
Bodey (2012, para. 2) notes that in 2011, the industry’s worth rose to “$24.8 billion, 
a figure that is expected to rise to $29.1 billion by 2015”, although offline media is 
set to dominate until 2015, as it is “still expected to account for 86 per cent of 
revenues in the sector”. Aside from the overall media market grossing well over the 
billion-dollar mark Media Publishers of Australia (2010, para. 3) note that “average 
net paid sales of fashion titles also edged higher, up 0.5% in total on the previous 
period to June 2009”, basing their figures on audited magazine calculations by the 
“Audit Bureau of Circulations from the period of July through to December 2009 for 
monthly magazines and weeklies with Average Net Paid Sales (ANPS) less than 
25,000 and October to December 2009 for weekly magazines with ANPS above 
25,000” (ibid., para. 6). In the 12 months to June 2007, gross copy sales of ABC-
audited consumer magazines were around $223 million. The retail value of consumer 
magazine sales was estimated to be more than $1.06 billion. Twenty-three of 
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Australia’s top 100 audited consumer magazines have net paid sales in excess of 
100,000. Six of the top 10 weekly magazines have sales in excess of 200,000. With 
fashion publications enjoying a large share of that profit margin, a clear indication 
emerges of the value of the Australian Fashion Media Map. 
 
Janice Breen Burns (2005) notes that the dynamics of Australia’s fashion magazine 
market is changing by introducing publications such as Madison, which was 
launched in February 2005, and updating old magazines such as Marie Claire, which 
speak to their audience instead of at them. “Magazines such as Madison and Marie 
Claire occupy the middle ground of a media sector still dishing frocks – one way or 
another – to the female masses. At the lofty end of the sector, aspirational glossies 
such as Vogue softened their directorial lines” (Breen Burns 2005, para. 6). Editor of 
13 years, Kirstie Clements (ibid.) argued that the magazine remains upmarket,  
We had the pressure in the 1990s – people saying, “I can’t afford 
anything in there”. A lot of magazines tried to be everything to 
everybody. We changed too, but we also had to realise we own that top 
end and we’re not embarrassed about embracing it. People want luxury, 
but we also keep it contemporary.  
Carolita Johnson (2006, 308) in her critique of In Vogue a book about Vogue by 
Vogue notes,  
the contradiction the magazine has always struggled with: It professes to 
be for and about its readers (‘real women’, Mirabella insists) but what 
we’re actually enjoying is, of course, real models prancing and posing – 
and, as in the iconic Mirabella-era photo of Nastassja Kinski, sometimes 
wearing nothing but an enormous python.  
 
Today’s magazine culture has replaced models with celebrities, and the class 
difference between high and low fashion. Australian fashion magazines – while in 
some instances are largely influenced by their American and European counterparts 
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in terms of delivery methods and in the embracing of celebrity culture – have also 
materialised a homegrown formula for survival that is evident in their continuing 
success.  
 
According to Welters and Lillethun (2007) the role of the media, in any market, is 
seen as a bridge between a designer’s collection and the introduction of that fashion 
to the consumer:  
The media’s influence on fashion consumption can be divided into two 
categories: the first is media used by the fashion business to promote 
fashion to consumers (e.g., magazines, Internet style websites and 
television style shows); the second is media in which certain people 
capture the imagination of the public, whose signature styles are then 
appropriated for the fashion business and repackaged for consumers. […] 
many magazine subscribers cannot afford to buy the clothes they see in 
the magazines but by purchasing a magazine like Vogue or Harper’s 
Bazaar, they are participating in fashion.  
(Welters and Lillethun 2007, 275-276)  
Welters and Lillethun (2007) continue, describing publications available in 
developing countries, and the connection these subscribers have with fashion. In 
Australia, this means not only identifying the difference between high fashion and 
street fashion and those who can afford what, but in essence explains a niche market 
for shopping, street and celebrity magazines, including Shop Til You Drop, Madison 
and Grazia. Since the economic downturn, it is evident that high street magazines 
have capitalised on this new audience demographic. Yet a new shift is taking place 
as the audience of these magazines move online, which ultimately affects the 
survival of this genre. However with the current data that was accessible and 
available, this research identifies the top 10 of each sub-section in print – newspaper 
magazines, newspapers, magazines and fashion magazines – according to readership 
and circulation figures.  
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TABLE 6. TOP 10 AUSTRALIAN MAGAZINES CATEGORICALLY  
Publication Circulation Readership 
Newspaper Magazines 
Sunday Magazine 720068 2116000 
Sunday Life 673650 1234000 
Good Weekend 622541 1635000 
U on Sunday 498673 1224000 
STM The Sunday Times Magazine 354000 554000 
Q Weekend 305215 890000 
The Age Melbourne Magazine 195900 659000 
Wish 101052 360000 
Paradise 62210 178000 
City News 49980 57000 
 
Newspapers 
The Age 659000 195900 
Sydney Morning Herald 659000 738000 
Sunday Herald 618000 1600000 
Herald Sun 530000 INA 
Weekend Australian 305000 847000 
The Sunday Age 231000 689000 
Courier Mail 227000 INA 
The West Australian 203304 INA 
Australian Financial Review 74733 255000 
Sunday Tasmanian 57283 133000 
 
Magazines 
Australian Women's Weekly 486179 2228000 
Bmag 425904 1101000 
Women's Day 385016 1999000 
New Idea 316527 1443000 
Cosmopolitan 175455 694000 
Cleo 160137 517000 
Dolly 141026 428000 
OK! 140826 328000 
Family Circle 120532 INA 
Women's Health 93959 469000 
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Fashion Magazines 
Emporium The Myer Magazine 248000 INA 
Marie Claire 115500 497000 
Madison 97632 252000 
Shop Til You Drop 75017 200000 
InStyle 60128 221000 
Harper's Bazaar 53531 258000 
Grazia 53511 173000 
Vogue 51827 347000 
Fashion Journal 40000 180000 
Attitude 40000 160000 
 
The above readership and circulation figures reflect the 2011 audit. Unfortunately 
not all of the figures for each title were available at the time the survey was 
conducted, therefore the top 10 of each publication type reflects those titles in the 
market, which had transparent and visible data (readership and circulation figures 
may also have altered since this study was conducted). This in turn foregrounds those 
magazines that have strong readerships and a greater ability in terms of 
communicating to particular audiences through professional fashion journalism 
practices, as measured by market indicators such as readership and circulation 
figures.  
 
The significant impact of fashion magazines on the Australian landscape can be seen 
in these key statistics. Additionally, the statistics demonstrate that, fashion 
journalism is a significant contributor to the evolution of society as a business and as 
a profitable sub-sector of the creative industries. The economic value of print and 
online media are important and vital to the success of several key industries that orbit 
them, including photography and fashion design. Marketing, public relations, and 
clothing manufacturers also contribute significantly to jobs in retail, material 
warehouses, and manufacturing. Additionally, millions of jobs feed directly and 
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indirectly into the fashion business, from textile designers, couriers, and billboard 
designers to advertising executives. Far from being unimportant, fashion and media 
directly and indirectly affect the livelihoods of a milieu of professionals.  
 
Typology of Forms 
A fashion magazine aims to fulfil three primary roles: to inform readers of the latest 
fashions; to provide a venue for advertisers to reach those readers; and to appeal to 
the fashion world by displaying and critiquing their work. Hence there are key 
industries that cohabit media within fashion journalism: photography; public 
relations; and advertising. These fields, when produced in a magazine, affect the 
value of fashion journalism, which is why a typology of forms is essential for 
understanding how fashion journalism forms its own professional practices based on 
how journalists and editors interpret the information from photographers, public 
relations personnel and advertisers. This thesis focuses on written forms of fashion 
journalism, but first, other influential forms are discussed in order to bracket them 
off from the main discussion, specifically photojournalism, PR and advertising.  
 
Photography  
The idea that fashion photography is a form of fashion journalism is still debatable. 
While a large part of the documentation of style, fashion photography is still its own 
niche. From fashion spreads to behind-the-scenes snaps, it arguably remains well 
within the realms of photojournalism. From the beginnings of photography when 
fashion was captured in family portraits or candid images on the street, its history is 
steeped in style. Breward (2003, 278) argues that while “never a straightforward 
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representation of real garments, the published fashion image during the first 200 
years of its evolution was clearly primarily intended to function as a fairly reliable 
record of the coming mode” before discussing the “imaginative potential of 
‘lifestyle’ and ‘art’ as promotional tools in which the magazine came to play a 
central role.” Magazines in particular not only use photos to illustrate stories, but 
they become the method of storytelling in the case of a fashion shoot.  
 
As long as fashion magazines have existed so, too, has the reporting of clothes 
through photography. From the days of Anne Scott-James’s editions of Picture Post, 
when women were snapped dressed in fashions from the 1940s while they had tea 
parties, eighty years later, the high-end glossy shoots of contemporary fashion reveal 
just as much about design as earlier styles – for example, the recent introduction of 
hi-lo fashion. Each decade of dressing has seen an equal and opposite reaction to 
society over the last century. While rebelling against certain movements – the 
beginning of the feminist movement, which was thought to have begun in the 
eighteenth-century and continued into the beginning of the twentieth-century, 
through the First World War and Second World War, and to the recent world 
economic recession – fashion has used world disaster and the human condition to 
make a statement. 
 
With the developing forecast of fashion across varying genres came a whole new 
level of communicating style. 
The increasing engagement of fashion photography with the subcultural 
interests of the urban young and the gradual exposure of such genres in 
the pages of established titles like Vogue also point to the importance of 
the independent style magazine as a generator of innovative aesthetic 
commentaries on fashion culture in the late twentieth century. Beyond 
 90 
the distinctive high cultural rhetoric of Vogue and Harper’s Bazaar, 
journal readers had always had recourse to more popular or niche-
marketed titles which appeared to respond directly to their economic and 
social circumstances and their intimate aspirations.  
(Breward 2003, 280)  
Breward (2003, 281) discusses the new consumer culture of the 1960s, and the 
emergence of magazines that sought to accommodate their styles and interests, in 
particular the move towards men’s magazines, “It was from this blurring of 
mainstream and underground categories that the distinctive style journalism of the 
1980s and 1990s emerged, particularly in London and other British cities”. This 
included Australia, whose media market saw the launch of Oyster, Ragtrader, Cream 
and Fashion Journal.  
Now the gritty “hyper-real” contemporary fashion image, as purveyed by 
Elaine Constantine, Robert Wyatt, or Hannah Starkey is much more 
likely to critique and question the industry which supports it; to the extent 
that the pictorial rendering of desire for fashionable clothing takes second 
place to an exploration of the alienation and neuroses that inevitably 
attend the purchase and display of dress, but generally remain unspoken. 
While the fashion image has always operated as a benchmark for 
standards of taste and beauty, rarely has its message so challenged the 
very premise upon which fashion culture is built. 
(Breward 2003, 281) 
While fashion journalism can give the reader a textualised vision of style, it has not 
always been able to compete with a seemingly graphic portrayal. This, in a sense 
marks the differences between the two forms and in turn, can render fashion 
photography not journalism per se, but its own unique form of communication – 
fashion photojournalism. Given the depth of field that positions fashion photography 
alongside fashion journalism, rather than one in the same, this research has not 
deliberated on the topic further. 
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Public Relations  
The field of public relations (PR) has formed a symbiotic relationship with 
journalism. Whether examining the PR departments within government agencies or 
those in fashion houses, the information that is circulated within industries is often 
sourced from marketing and public relations professionals. Any information that falls 
outside of this bracket occurs from real-life ‘unbaked’ scenarios. PR within fashion 
journalism follows a very meticulous pattern, where PR agencies feed journalists and 
editors, who in turn feed consumers; in other scenarios, journalists contact PR 
agencies, who are often seen as the ‘gatekeepers’ to designers, creative directors and 
celebrities. PR also monopolises the industry, creating an information hierarchy. 
Simon Lock (personal interview, June 20, 2011) of IMG Fashion, Asia Pacific 
explains,  
Just take Louis Vuitton for example; just go to a Louis Vuitton show in 
Paris and figure out where all the journalists are, how close they are to 
the catwalk shows, you’ll know exactly the pecking order as to what 
Louis Vuitton thinks of the Tokyo Daily or the Sydney Morning Herald 
versus French Vogue. I think that’s a pretty good test as to where you sit 
as to your stature in the world. 
This hierarchy can also determine which magazines and journalists are afforded 
exclusives. 
 
In Public Relations and Journalism: The Unquiet Relationship, White and 
Hobsbawn (2007, 284) discuss the current and somewhat negatively charged 
interdependency that PR has with journalism, “The PR–journalist relationship is 
often soured on both sides by the preconceptions or prejudices with which both 
groups approach the other”. Interviewees in this research acknowledge the tension 
and express irritation towards the ‘push-pull’ relationship between both fields. In her 
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capacity as Fashion Editor of the Sydney Morning Herald, Georgina Safe (in Wood 
& Manning 2011) explains the media side of the relationship:  
The fashion PR industry, I suppose, is like any other PR industry, or any 
other industry, for that matter […] you’ve got your good eggs and you’ve 
got your not good eggs, and obviously that goes for the journos as well. 
But the best fashion PRs in Australia are incredibly hard-working and 
professional and, most importantly, really know the brand they represent 
inside out and will pitch a story according to a particular publication and 
particular label. There are some very respected fashion PRs here. 
White and Hobsbawn (2007, 289) also discuss how the ‘mutually beneficial’ 
relationship should work as a best practice: 
Against this background, there is a need for a new realism in the 
relationship between public relations practitioners and journalists. This 
will need to recognise that their interests may not be the same, but they 
face the same threats and operate in the same context. They bring certain 
principles to the selection of information, such as – according to the 
nascent codes they follow – commitments to honesty and accuracy in the 
use of information. Journalists also select from information in the 
interests of their employing organisations, and according to certain 
principles, ideally presented as the pursuit of truth, service of the public 
interest – a commitment that public relations practitioners also make […] 
Journalism is, as recent research shows, increasingly dependent on public 
relations practice as a source of information, despite journalists’ views of 
public relations practitioners, especially as more demands are made on 
them to produce new kinds of material for new channels of 
communication. Journalism probably needs to go through an evolution 
similar to that through which public relations is now passing, to reach a 
new maturity freed from the constraints to traditional forms of media, and 
from prejudices from earlier days of practice. 
This evolution has occurred, and the interviewees in this research acknowledge the 
need for journalists to be accountable for their sources of information. This is not to 
say that journalists will no longer call on PRs for information, but the practice in 
which they thrive together now will be one that involves effective communication. 
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Advertising 
A magazine is a business. In order for it to run and ultimately survive as a product, it 
needs to generate revenue. Such revenue comes in the form of cover price but most 
importantly, advertising. Advertising introduces a range of tensions for journalists 
working in fashion media. Editor of Ragtrader, Tracey Porter (personal interview, 
May 19, 2008) explains:  
I think revenue generation is playing an increasingly bigger part in both 
business and consumer press and that is to the detriment of both the 
reader and the publication concerned. It is for this reason I always insist 
on calling myself a journalist whose current role it is to cover the 
business of fashion. I do not consider myself a fashion journalist. 
Journalism was a career choice – fashion journalism is the particular 
round I happen to be covering.  
The greatest problem facing magazine editors and publishing houses is producing 
content that is ostensibly unaffected by the fashion and beauty dollar. Yet when it 
comes to magazine advertising, advertisers try to extract the maximum value for 
their advertising dollar out of editors. They hope that their product will be shot for 
the magazine’s fashion pages, or that beauty editors will endorse the latest products 
released on the market, and advertorials will praise brands. Simon Lock (personal 
interview, June 20, 2011) explains:  
Look, Kirstie Clements is a good friend of mine, who’s the editor of 
Australian Vogue. She is not going to solely put something in the 
editorial pages because that person is a good advertiser. There needs to 
be merit in it, and it needs to have a reason to be in there, and it’s her job 
to do that. Certainly the publisher might be going, “Please, please, you’ve 
got to put this new thing in because they’ve just spent a fortune with us”. 
Today in advertising there is, to a certain extent, editorial integrity 
amongst Australian magazines […] If Ralph Lauren is a continual 
advertiser in Vogue, of course the editorial staff and the fashion girls are 
going to pull Ralph Lauren pieces to be in a story, but I don’t think there 
is anything wrong with that. If they’re relevant and they’re meant to be 
there then everybody’s happy. Do I know of examples where designers 
have gone to the editor and said, “Right, I’m only going to give you 
advertising dollars if I’m in this next shoot?” I mean really, if people said 
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that to Kirstie, and I’m sure they have, then she’d probably very politely 
smile at them, and probably never want to work with them again. I think 
she’s fairly typical of Australian editors.  
 
However, the divide between editorial and advertising needs to be highly 
identifiable, despite the close-knit relationships between editors and fashion 
designers. “A less prominent magazine may include more advertorial as a means of 
encouraging a fashion house to advertise – ‘We’ll give you a page in the editorial 
section if you buy a page of advertising’” (ibid.). But interviewees argued that 
magazines should be aiming to separate ads and editorials more than they do, as 
Susan Spencer (personal interview, August 8, 2010) of Woman’s Day USA explains:  
It should be clear where the line between editorial and advertorial is – in 
the UK, the page needs to be clearly labeled by law so that the issue 
cannot be confused. That said, plenty of fashion editors have very close 
relationships with design houses – which means the handbag of the 
season generally finds its way to their hotel room during the collections. 
More pernicious in my view is the hold the big houses have on magazine 
editorial because of their advertising spend. All glossies have to be 
prepared to accommodate the needs of their advertisers; it’s their 
lifeblood. Readers don’t necessarily recognise this. 
This differs around the world. According to fashion director of Emirates Woman, 
Sarah Ross (personal interview, August 8, 2010), there is a huge difference between 
editions, “I think there is a higher percentage of advertorials and more ‘sales deals’ 
in the Middle East. In London and New York there is more of a focus on producing 
good, unbiased editorials”. The findings of this research indicate that Australia aims 
in this direction. 
 
The professionalisation of the field correlates with the notion that fashion journalists 
should not bow down to advertising demands. In order not to appear in the pay of a 
brand, a magazine will label a paid feature to alert the reader that the page was sold. 
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However when it comes to photoshoots, as Lock (personal interview, June 20, 2011) 
explains, this practice is not always regulated, and brands that have paid for ad space 
will often have their labels featured. Alongside magazines, many mainstream 
publications distribute yearly supplements on specific topics – fashion, accessories 
and bridal – that allow advertisers to target specific niche audiences and boost 
revenue.  
 
In order for magazines to communicate their messages accordingly, strategic 
methods can help package this content in a specific way. The process of constructing 
an issue for a publication starts with a flatplan (refer Appendix 3), which is a list – in 
a box or spreadsheet format – designed to place articles, fashion photoshoots and 
advertising into a specific pagination. Once the flatplan has been confirmed – it 
generally changes throughout the lifespan of that particular issue, due to advertising 
requirements – the articles and fashion shoots are then written, photographed and 
laid out on a page. Each flatplan starts with a cover. In-house advertising teams 
dictate the pagination of a publication, which is then allocated space by the editor. 
More ads increase the pagination and vice versa.  
 
The journalists and editors interviewed pinpoint how much of a publication is 
dedicated to factual features, editorial, advertorial, hard news and soft news and 
whether they feel the deciding breakdown of coverage affects the quality of 
journalism. The luxury fashion magazine market, according to Women’s Fitness 
Editor, Rachel Sharp (personal interview, April 21, 2009), is broken down to mostly 
editorial. Advertorial represents about five per cent of the magazine, features account 
for about 60 per cent of editorial (which includes shoots), soft news is about 25 per 
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cent of editorial, while hard news is about 15 per cent of editorial. However, as Anita 
Quade (personal interview, April 22, 2010) – Editor of HELLO! Middle East – points 
out, 
This really all depends on the publication that the story appears. With 
consumer titles many of these stories can be advertorial based to drive 
commercial value so the percentage would be higher. More fashion 
industry magazines are concerned with reporting the hard news of 
fashion and the state of the industry and rarely rely on advertorials.  
There is a large discrepancy from title to title as to how much content is influenced 
by the advertising dollar. Jo Wheaton (personal interview, June 11, 2008) explains 
that in her work as Deputy Editor of Fashion Journal, “our advertising/editorial ratio 
is 50:50. Newsstand/paid-for publications should contain far less advertising than 
street press publications, but they often don’t”. It is therefore obvious that 
publication type affects not only the style of fashion journalism produced, but the 
amount of advertising, which in turn provides a view of the typology of advertising 
and the forms that it takes. 
 
Advertising space consists of the following components:  
• inside front cover (IFC) gatefold spread,  
• reverse gatefold double page spread (DPS),  
• IFC DPS,  
• first DPS,  
• second DPS,  
• third DPS,  
• fourth DPS,  
• fifth DPS,  
• opposite the contents pages,  
• opposite the masthead,  
• opposite the editor’s letter,  
• inside back cover (IBC),  
• outside back cover (OBC),  
• single pages one to ten,  
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• single pages first 30 per cent,  
• single page run of paper (ROP),  
• DPS six to ten, and  
• DPS ROP. 
 
Each section will come with a different advertising rate card. As well with single 
page ads, the right hand page is more favourable, as it is deemed the first page 
consumers view. Editors often want their feature to start ‘on a turn’ which means the 
first page appears on the right; however, the sales department want their ads on the 
right because it is more favourable for the client. A balance is often struck with 
strong features receiving the right, and high interest ads also receiving the right. 
When a house ad is placed in a magazine – this will advertise a publication for the 
media house, an event hosted by the magazine, or to drive traffic to their website – 
they generally fall on the left hand page because they have not been paid for. Online 
sales work in much the same way. However, unlike magazines, where advertisers 
can pay for a page, allocated ad spaces online are called – depending on their 
position on the web page – a leader board, eye blaster, page peel, MPU (mid page 
unit), interstitial, E-blast, branded background, smart link or space banner. Online 
sales teams also sell Facebook and Twitter space and updates. 
 
In web publishing, the lack of advertising hold over editorial makes a distinct 
difference to the content produced. Online journalist, Chloe Quigley aka Michi Girl 
(personal interview, July 7, 2008) reveals that working online means not bowing 
down to the beauty or fashion dollar, “I work in my own head without any 
advertorial. We don’t write about things we don’t like”. This notion correlates with 
how advertisers currently view online. In an article in the Advertising Age Media 
Industry Newsletter, Ives (2007, para. 2) notes that, “the fashionistas kept leveraging 
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their tactile and emotional appeal against the web’s inelegance, for January-through-
October gains of 6.1% at Vogue (No.5 on the A-list), 6.9% at Elle (No.9), 17.9% at 
Harper’s Bazaar (No.10) and 11.6% at W”. While this observation referred to the US 
market, the implication for the international industry means that while online 
continue to attract readers en masse, magazines continue to attract the big advertising 
dollars. When it comes to websites and profit margins, the number of pageviews per 
day, week and month determine the rate at which ad space is sold online. Advertising 
is a necessity, but hopefully not to the detriment of the content. 
 
The relationship between advertising and media can be advantageous. Heather Cocks 
(personal interview, April 22, 2010) of The Fug Girls and New York Magazine 
explains: 
I think in lots of ways that scene in The Devil Wears Prada really nailed 
it. […] The Miranda Priestly character talks about how her new assistant 
seems to look down on what they’re doing as being shallow, but in fact 
the nuances they’re discussing are a massive part of cultural trendsetting. 
And she’s right. Fashion magazines and their advertisers, working either 
together or apart, do a lot to consciously and unconsciously influence the 
way people spend their money and what they decide they have to have, 
and when.  
Certain editors and journalists around the world command and dictate what is 
considered in consumer culture and those decisions impact heavily on the economy.  
 
Photography, PR, and advertising all affect the projected outcomes of not only media 
but the economy. They all take up different forms within publications, and hence are 
responsible for shaping and steering the discrete field of fashion journalism and its 
revenue share. Titles such as Vogue, which have launched the careers of many 
international fashion photographers and brands through PR and advertising, meld 
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these fields together seamlessly, and in doing so, shape contemporary fashion 
journalism’s ‘best’ practice. 
 
Exemplar Publication Professional Practices: In Vogue 
While many case studies have examined different fashion magazine titles Vogue is 
one of the more predominant because of its status as the international standard bearer 
and trendsetter for fashion media and journalism. Vogue was launched by Arthur 
Baldwin Turnure as a weekly magazine in 1892, and in 1909, Conde Nast took over 
the fashion title following Turnure’s death. Fashion theorist Christopher Breward 
(2003, 122), discusses Thomas Conde Nast’s vision for the style of Vogue when it 
was first launched under the Conde Nast banner in 1909, “Setting his horizons 
beyond the more parochial concerns of the old-style woman’s magazine, Conde Nast 
looked to the philosophical and moral ideals of high modernism as a means of 
energising the pages of his journal”. Vogue’s imagery often centered on surrealism, 
which allowed readers to draw complex relationships between clothing, identity, 
image and desirability. This connection is illustrated by stylists. Sarah Mower’s 2007 
book Stylist: The Interpreters of Fashion detailed the contribution of 16 stylists to 
the fashion industry including then Vogue Paris Editor, Carine Roitfeld and Vogue 
Creative Director, Grace Coddington. The creative vision of these industry experts, 
along with that of Anna Wintour, are perhaps the reason why Vogue is one of the 
most predominant titles worldwide today. Vogue knows who it is and Vogue knows 
who its readers are. 
 
In 1988, Anna Wintour started working for Vogue US, and under her editorship 
Vogue was named the world’s most influential fashion magazine by the New York 
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Times in 2006. The daughter of Charles Wintour – Editor of the London Evening 
Standard – and the sister of Patrick Wintour – Political Editor of The Guardian – 
Anna Wintour comes from a very traditional journalistic dynasty, some of whose 
values she has carried over into Vogue US. She discusses this in R.J Cutler’s 2009 
documentary The September Issue, crediting her father with her decision to move 
into fashion journalism. However, Wintour (2010) explains that even her start in the 
industry was met with reluctance, “I did some work for American Vogue, ah, it was 
not successful. I eventually managed to get a job at Harper’s Bazaar. I did a very 
short period there. They fired me. They told me I would never understand the 
American market […] I recommend that you all get fired; it’s very much a life 
learning experience, you go back, you re-evaluate who you are, what you are and 
what you wanted”. Wintour’s path within fashion media, where she went on to 
dominate the industry, is almost derivative of the industry and how it failed to 
foresee fashion’s potential power. 
 
Another influential figure who knew how to position and proposition a successful 
title was Anne Scott-James, the first Women’s Editor of Picture Post (1941) and a 
pioneer of women’s journalism. The former Assistant Editor of Vogue – who later 
became Editor of Harper’s Bazaar – gave an introduction to her then Picture Post 
readers stating her intentions as the editor. Scott-James (1941, 32) explains that her 
features will cover stories about fashion, beauty, decorations, sewing and knitting, 
cooking, gardening, ideas for comfort, economy, warmth and pleasure, and 
continues:  
I’d like to stress the words beauty and comfort. Because many people 
today make a fetish of ugliness and discomfort, under the impression that 
they are necessary evils of war. Yet, nothing’s more untrue. Nothing’s 
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more unpractical. Ugliness definitely lowers your morale and discomforts 
your efficiency.  
Scott-James identified in her readers a need to reconcile their circumstances with 
their instincts. She sought to answer the question of how fashion relates to the 
business of living and she did. Other legendary women in fashion journalism include 
Edna Woolman Chase, Carmel Snow, Diana Vreeland and more recently Suzy 
Menkes and Hilary Alexander (who retired from her post at The Telegraph in June 
2011 and was replaced by Lisa Armstrong).  
 
Faye Hammill (2007) uses the literary work of Dorothy Parker, Anita Loos, Mae 
West, L.M. Montgomery, Margaret Kennedym Stella Gibbons and E.M. Delafield to 
discuss how celebrity culture and writing emerged in the 1920s and 1930s. Moving 
from how modernism affected middlebrow culture, to discussing celebrity authors 
and the power struggle between the genders. Hammill (2007, 2) draws parallels with 
the first recognised female writers who made way for the first female magazine 
pioneers and the topics discussed by magazine writers today:  
The same cultural discourses surrounding sophistication, urbanity, and 
the economics of female survival in a man’s world informed the work of 
all these women; and the same literary networks and systems of celebrity, 
centering on particular magazines, publishing houses, literary prizes, 
theaters, hotels, and Hollywood studios, structured their public images 
and professional lives.  
Now, contemporary titles home in on celebrity culture as a means to answering the 
business of the social realm, much like the readers Hammill discusses.  
 
Hartley (1999, 47) argues that a magazine should “act as a style guide to social 
norms speaking to different ‘style tribes’”. This is often done in particular reference 
to celebrities. Today’s celeb-obsessed society is fascinated with the lifestyles of the 
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rich and famous, resulting in a myriad of reality TV shows, and prompting fashion 
magazines to use celebrities as endorsements in selling stories. For example, a 
feature headline might read, ‘Kate Middleton: The Queen of High Street – Get Her 
Look Now’. Even high-end designers have utilised the celebrity name. After leaving 
Gucci and Yves Saint Laurent, Tom Ford decided to launch his first spring/summer 
2011 women’s ready-to-wear collection in September 2010 by choosing celebrities – 
including Beyoncé and Julianne Moore – to model the range. Labels such as Puma 
have also used celebrities such as David Beckham and Katy Perry to sell a lifestyle. 
In turn, celebrities have parlayed their fame to launch clothing labels, including 
Victoria Beckham, Nicole Richie, Lauren Conrad, Lily Allen, The Olsen Twins, 
Paris Hilton, Kim Kardashian, Katie Holmes and Jessica Simpson, who has one of 
the most successful celebrity endorsed and designed clothing lines in the world. The 
Jessica Simpson collection earns over US$1-billion dollars in revenue each year. As 
a ‘style tribe’, celebrities lead the pack, and magazines push their profile to sell a 
lifestyle.  
 
Titles from Vogue to Cosmopolitan pegged their features on celebrities, from ‘how to 
get the celeb look’ to ‘drop five kilos in five weeks with Jennifer Aniston’s diet’. The 
recent recession also saw a change in the way fashion and lifestyle were covered – 
‘how to shop for less’ features were ramped up, and Topshop was a key inclusion in 
high-end fashion shoots. It also became evident that those titles that survived the 
world economic recession, used glamour to overcome a dark ditch in the money 
market. Magazines and newspapers were able to turn the drab fashion landscape into 
something more inspiring for readers to believe in – even if it was on a budget. This 
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proved that fashion magazines as a business model were able to change to cater to 
the market. 
 
Influential Publications and Journalists 
Leading industry publications and journalists set the standard, giving impetus to the 
professionalisation of the international fashion journalism field. A minority of these 
publications and journalists are Australian, which is indicative of the argument that 
Australian fashion media and journalism standards are substantially on par with 
those internationally. Table 7 indicates, according to the experts interviewed, which 
publications and journalists they considered influential in the field and, in some 
cases, highlights those titles and journalists that are wedded together. A total of 45 
publications – magazines, online fashion news websites and television stations – are 
identified, with 19 journalists and editors recognised as industry leaders. 
 
TABLE 7. INFLUENTIAL PUBLICATIONS AND JOURNALISTS 
Publication Journalist 
British Sunday Times Colin McDowell 
Daily Candy   
Details   
Drapers   
ELLE France   
ELLE UK   
Esquire Tom Chiarella 
Evening Standard Brian Sewell 
Fashion TV   
Harper’s Bazaar Australia Jamie Huckbody 
Harper’s Bazaar UK   
Harper’s Bazaar US   
Hint   
iD   
InStyle UK   
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International Herald Tribune Suzy Menkes 
Marie Claire   
Net-a-Porter   
New York Magazine  
(Go Fug Yourself and The Cut) 
Heather Cocks and Jessica Morgan 
Numero   
Nylon   
Pop   
Radar   
Ragtrader   
Russh   
Style.com Sarah Mower 
Tank   
The Australian Marion Hume/ Stephan Todd/ 
Damien Woolnough 
The Guardian Jess Cartner Morley 
The New York Times Cathy Horan 
The New Yorker   
The Telegraph Hilary Alexander 
The Times UK Lisa Armstrong 
V Magazine   
Vanity Fair   
VICE   
Vogue Australia Marion Hume 
Vogue France   
Vogue Japan   
Vogue UK Alexandra Shuman 
Vogue US Anna Wintour 
W   
Wall Street Journal   
WGSN   
Women’s Wear Daily (WWD) Patty Huntington 
 
NB: The shaded boxes indicate that the publication is influential and not one particular journalist or 
editor. 
 
The interviewed professionals were then asked why they thought these publications 
and journalists in particular were so influential. The findings focus on magazines and 
newspapers.  
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When the New Yorker magazine do a fashion issue, they do really 
fascinating stories about fascinating people, about movements, about the 
history of an Italian family that has been making bags for like five 
generations. […] Then I also really love things like New York magazine – 
they have The Fug Girls – they make jokes out of everything and I love 
that as well. 
(Anonymous, personal interview, December 12, 2010) 
Carter (personal interview, June 30, 2011) also admires The Fug Girls: “Not sure I 
really have a favourite, but I particularly like New York magazine’s The Cut blog. 
And Go Fug Yourself, because like me, they refuse to take it all too seriously”. The 
Fug Girls’ Morgan (personal interview, April 22, 2010) admits, “I am biased, 
because we work for them, but I think NYMag.com’s The Cut blog has a good blend 
of news, gossip, and opinion pieces. A little something for everyone”. However, 
report-based sites of journalism are also beneficial to industry professionals.  
I always check WGSN for fashion news. It’s updated by a global team of 
fashion-specific journalists who travel to shows and are able to properly 
analyse what they see. It covers everything from trade shows to catwalks, 
updates what’s in stores globally and has a “city by city” review. It’s 
written by fashion journalists for fashion journalists, so it has that 
credibility that you need. 
(Simon, personal interview, January 21, 2009) 
Trade publications are often the go-to guides for industry experts, in much the same 
manner as consumer publications cater to the mass market. 
 
Trotter (personal interview, December 8, 2010) notes that, “I enjoy Esquire for 
feature writing – it is witty, informative and beautifully written – Esquire’s Writer-
at-Large and Fiction Editor, Tom Chiarella for fiction, and Suzy Menkes for fashion 
news”. There are a handful of publications the editors turn to for both fashion and 
good writing. “On a global scale my favourite publication would have to be Vanity 
Fair for the writing, and for fashion, Vogue. I think Anna Wintour has an incredible 
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eye, and her team has done an amazing job not just with the fashion angle of it but 
also features-wise, every month is a great read”, says Quade (personal interview, 
April 22, 2010).  
 
The UK and US editions of Vogue appear to be at the top of the reading list for most 
interviewees, while the French and Australian editions Vogue also earn admiration in 
the fashion department. “I really believe that American Vogue have a fantastic 
opinion and way of writing and delivering fashion reports”, says Mulhall (personal 
interview, May 17, 2010). Simon (personal interview, January 21, 2009) also admits 
that her “favourite international magazine is US Vogue”. Vogue’s online counter 
publication Style.com is also recognised as a good source for immediate fashion 
news. “For consumers? Style.com’s runway reports each season. Everyone in the 
industry refers to these. They can make or break a collection”, says Sharp (personal 
interview, April 21, 2009). Spencer (personal interview, April 6, 2010) and Porter 
(personal interview, May 19, 2008) agree that Style.com is a superior source of 
information. “For me, you can’t beat the collections issues”, says Ross (personal 
interview, August 8, 2010), which is a large part of what Style.com focuses on. Ross 
(ibid.) also agrees that “Vanity Fair has the best writers in the world”, but she turns 
to “Vogue, W, [and] Numero for editorial shoots”. The overseas publications prevail, 
especially in terms of their fashion writing.  
 
While it seems that Vogue US is a popular read on the overseas market there are 
national publications that draw a strong readership. “My favourite Australian 
magazine is Marie Claire, as it mixes fashion with global issues and continually 
makes an effort to celebrate Australian designers as well as international designers, 
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such as the February 2009 issue, labelled ‘The Australian Issue’”, says Simon 
(personal interview, January 21, 2009). Quade (personal interview, April 22, 2010) 
also agrees that there is a mix of good local content being produced: “I think 
Australia has some great credible fashion titles and stories”. Shaw (personal 
interview, March 23, 2011) notes that Ragtrader is, “probably more serious in its 
treatment of fashion, the industry and its personalities”. From Vogue to Ragtrader, a 
myriad of top publications are considered noteworthy by industry insiders. 
 
Newspapers – as one of the oldest forms of non-verbal communication – are still 
influential in their fashion coverage, however some fashion editors are more 
recognised for their commentary than the paper itself.  
Obviously, some of the best and most authoritative fashion journalists in 
the world (Lisa Armstrong – Fashion Editor of The Times in the UK; 
Sarah Mower – Style.com; Suzy Menkes – the Herald Tribune UK) work 
for non-Australian newspapers and online – mediums very different to 
magazines. I can’t think of a single Australian-based fashion journalist 
who dominates the international media reportage in the way Armstrong, 
Menkes do. 
(Anonymous, personal interview, December 12, 2010)  
These fashion editors demonstrate exemplar professional practices which 
garners them with such recognition. 
It’s those iconic global mouthpieces that are reporting from a point of 
view of seeing all of the collections [that are most interesting…]. What 
Suzy Menkes does write in the Herald Tribune is great. When she 
reviews a collection, she’s not just omitting the ones that she doesn’t like, 
she’s happy to call it how she sees it. Her description of the trends, and 
her journalism skills in being able to describe things are phenomenal.  
(Lock, personal interview, June 20, 2011)  
A newspaper generally has less influence from the advertising dollar, allowing its 
fashion contributors the freedom to comment on fashion in the unbiased sense 
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discussed above. While fashion in a newspaper may not be allocated the same 
editorial space that a magazine has, their features tend to hold more weight and 
interest.  
I’m wedded to the Guardian’s fashion coverage, Fashion Editor, Jess 
Cartner Morley is a brilliant writer – and it’s the paper I read every day. 
[…] I love Cathy Horyn on the NY Times. And Sarah Mower at 
Style.com. Lisa Armstrong on the Times UK is great. And I love Suzy 
Menkes for her sheer tenacity, longevity and hard work.  
(Spencer, personal interview, April 6, 2010)  
Whitfield (personal interview, September 22, 2008) and Anonymous (personal 
interview, December 12, 2010) identify the same journalists as being worthy of 
reading. These people have the power to set in motion changes to ensure that the 
Australian fashion media is put on the fashion map, so to speak. 
 
Fashion as a material object is promoted through reports on social and cultural values 
to its readers through party pages, where to go, do, eat and wear. This harks back to 
the studied gaze of the flâneur – looking is a part of participating in the city – 
flicking through a magazine, driving by billboard signs, and looking at another’s 
clothes is considered a part of participating in modern life (Sennett 1990). Not all 
journalists fight on the front row for originality and exclusive features, but those who 
fly the flag for dedication and determination warrant the attention of their readers. “I 
operate from the assumption that journalism matters not just to journalists, but to 
everyone: good journalism provides the information and opinion which successful 
democratic societies depend” (Hargreaves 2003, 25). Within Australia, there are also 
specific publications read by consumers who identify themselves within the 
country’s democratic society.  
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The Melbourne Age is read by the people who run the country. The 
Canberra Times is read by the people who think they run the country. 
The Sydney Morning Herald is read by the people who think they ought 
to run the country. The Financial Review is read by the people who own 
the country. The West Australian is read by the people who think the 
eastern states run the country. The Hobart Mercury and The Melbourne 
Sun are read by the people who think the country ought to be run the way 
it used to be run. The Adelaide Advertiser and the Brisbane Courier Mail 
are read by the people who think it still is.. 
(Australian Trade Union Archives 1995)  
With this observation in mind, it is evident that the mindset of these publications and 
their journalists matches the mindset of their respective readers.  
 
Another publication on the list – Women’s Wear Daily (WWD) – recently celebrated 
100 years on the printing press. The US-based magazine prides itself on being at the 
front row of fashion, and has done so for ten decades by ensuring they entertain 
without sacrificing quality journalism. Founded by the Fairchild family, John B. 
Fairchild has seen the publication continue its success in the twenty-first century. In 
his opening statement in the 100th issue of WWD – published on November 1, 2010 
– Edward Nardoza, WWD Editor-in-Chief, discusses a lunch date with Fairchild 
where he spoke about Coco Chanel, Saint Laurent and Christian Dior, but more 
importantly gave the reader an insight into what matters to the publication and, 
furthermore, what matters to the magazine’s staff. Nardoza (2010, 43) also talked 
about “how people are far more compelling than body coverings or cold business 
facts”; how a newspaper has to be unique to survive; how reporters have to “bring 
home the bacon”; and how “fashion makes people feel good about themselves and 
needs no more defense than that. And how there’s one ingredient more essential to 
success than any other: fun” (ibid.). Aside from articulating the importance of 
fashion, WWD speaks with the certainty that fashion actually matters and is 
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important to their readers. “Every year, you see more avant garde, underground 
magazines, fanzines, blogs and websites springing up to cater for people who really 
love their fashion and take it very seriously indeed”, says Erwin (personal interview, 
June 6, 2010). Therefore, after analysing what was mentioned as not currently 
available in the market, it would seem there are two gaps – the first is the beautiful 
glossy collectors’ magazine (a gap predicted to be filled by 10 and 10 Men), while 
the second is the intelligent online magazine.  
 
Conclusion  
Mapping fashion journalism in Australia clearly identifies the extent of fashion 
media nationally, and provides an important benchmark for the longitudinal study of 
fashion media. This is achieved by recognising a sizable, growing, and dynamic (but 
neglected, misunderstood and wrongly classified) component of the overall media 
mix available in Australia. By locating the context in which fashion journalism is 
produced and consumed, a foundation on which to further develop the area of study 
has been built; in doing so, this study has considered the question, What are the 
fashion media? The research will continue to be developed in the following 
chapters, by considering the views of producers in fashion and media contexts, and 
identifying areas for improvement. Leading on from the initial stages of this 
research, it is then considered whether magazines or newspapers are the predominant 
medium that publishes fashion journalism. This research also shows that the content 
of fashion journalism can far outweigh the content of most forms of writing 
including art and sport in all forms of media, but this is an analysis for a broader 
study that would need to delve into the other areas of interest as well. The size of the 
categories, while they maintain an in-depth look at related fashion publications, 
 111 
could still demand further exploration, by categorising all publications within 
Australia. However the Australian Fashion Media Map (refer Appendix 1) confirmed 
that the media industry, in which fashion journalism is a sub-sector, is a legitimate 
professional field with its own monitoring and regulating systems. Overall the media 
map has successfully produced a view of national media products that forms a vital 
backbone for delving into fashion journalism (refer Chapter 5) and for understanding 
industry implications (see Chapter 6). 
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CHAPTER 5. AUSTRALIAN FASHION JOURNALISM 
 
While this thesis develops a broader theoretical view of fashion journalism in the 
Literature Review, this chapter focuses on professionals and their practical 
experiences to shed light on current industry practices. The industries of fashion and 
media are linked through a range of intersecting professional communication 
practices, including journalism. Fashion journalism is a field of media practice that 
shares the generic qualities of journalistic practice, as well as having its own specific 
principles and values. Just as mainstream media faces concerns about invasion of 
privacy, phone hacking and libel, fashion reporting faces its own criticisms such as 
PR-led regurgitation. According to current industry practices, the reality is that 
Australian fashion writers and journalists employ the same skill sets as journalists 
worldwide. However, the values being deployed by Australian fashion journalists 
often lack critical perspective. While Australian fashion journalists might not be able 
to comment on a deep-rooted history of fashion like the English, the market is 
blossoming to the point where it warrants strong recognition.  
 
For instance, Australia is known for its homegrown high street stores, even though 
this history is comparatively recent. For example, it was not until 1948 that 
Sportsgirl opened in Melbourne, then Country Road was also opened Melbourne in 
1974, following with JAG in 1972. While Australia still does not have the more 
successful high street brands such as Topshop or H&M, Spanish brand Zara opened 
its first Australian doors in Sydney in April 2011, demonstrating that the market is 
viable enough to sustain this type of high-turnover fashion and the subsequent 
reporting of it. Within Australian fashion media, topics of interest to the ‘Australian’ 
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consumer include politics and the dress sense of Catherine Middleton, and which 
Topshop dress she is currently sporting, to the wardrobe of the Prime Minister, Julia 
Gillard, and before that, First Lady Therese Rein (wife of former Prime Minister, 
Kevin Rudd), sports and the new designer Olympic uniforms, and business, health, 
education, the arts, lifestyle, travel and even crime and science. Consumer 
publications and the preferred feature type and structure that fashion journalism 
adopt is discussed by industry experts and analysed through texts. Professionals also 
detail the values of fashion journalism and highlight the function of the field. 
 
Each country has its own unique history of both fashion and journalism, which helps 
create a national identity. In particular, Margaret Maynard (2001) details the history 
of Australian dress from 1788, describing social classes, Aboriginal-colonial 
relations, gender distinctions, etiquette, stereotypes, the sources of fashions and 
materials and the clothing of the mythological ‘real Australian’. Her studies 
document the dress history of a particular culture, which can often be translated to 
personal identity. Other examples of studies that link fashion to national identity 
include Antonia Finnane’s (2007) work on fashion in China. Meanwhile, much of the 
general work on fashion by notable theorists from Valerie Steele in the US to 
Elizabeth Wilson and Angela McRobbie in the UK is drawn from, and links most 
directly to, particular national contexts. Similarly, the history of Australian 
journalism – and fashion journalism – shows a particular cultural take on a global 
phenomenon, in which national identity is both reflected and shaped in the way in 
which it is taken up by individuals. 
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Journalism acts as a form of communication and a social lifeline (Tay 2007; Hartley 
1996). Magazines act as guides, with DIY didactic formulae for readers to emulate 
(Winship 1987; Craik 1994; Hermes 1995; Weiner 1999; Hartley and Rennie 2004; 
Tay 2007). In order not to conflate fashion journalism (text) and fashion media (the 
vehicle and shell) this chapter focuses on fashion journalism, its forms, values, and 
the professional practices of fashion journalists. In foregrounding the practices of 
fashion journalism, what practitioners consider best fashion journalism practice is 
discussed. This discussion occurs through a series of interviews, and emphasis was 
placed on the written word for practical reasons. Glasser and Marken (2005, 264-
265) argue,  
Any effort to ‘make journalists better’, we believe, must begin with a 
commitment to prepare journalists to talk openly and eloquently about 
what they do and why they do it, an articulation of the purpose of the 
press that amounts to more of an explanation of journalism than a defense 
of journalists.  
This chapter synthesises these insights, starting with current industry practices and 
the forms fashion journalism takes, then moving into a discussion about the structure 
of fashion journalism, and finishing with an analysis of Australian fashion journalism 
standards. 
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Current Industry Practices  
With the changing market, there is a priority to establish a framework for evaluating 
current industry standards for fashion journalism with a view to improving 
opportunities for continued expansion.  
Fashion has moved on from being simply a woman’s pastime to having a 
tangible purpose within society and fashion journalism should reflect 
that. Fashion is now used as a vehicle to raise awareness about issues 
such as breast cancer, the anti-fur movement and eating disorders (such 
as photographer Oliviero Toscani’s provocative photographs of a nude 
anorexic woman which were displayed throughout Milan during Fashion 
Week in 2007). Fashion journalism can be, and is, taken seriously by a 
generation and demographic that is able to look past the brand and 
appreciative initiatives that that brand may be associated with.  
(Simon, personal interview, January 21, 2009)  
 
Moreover, there are female editors who are changing the face of fashion journalism 
through foresight and intelligent reporting styles on such issues. These editors 
include Georgina Safe, Patty Huntington, Edwina McCann, Jackie Frank and Melissa 
Hoyer. They have also positively boosted one aspect of the nation’s current industry 
profile: women in the news.  
As subjects in the news, women primarily interest women; over the last 
two centuries, they have been widely assumed to be of interest to men 
only in the context of sexually titillating stories. Even so, women’s 
capacity to generate advertising revenue has been crucial to the success 
of both print and broadcast news organisations.  
(Chambers, Steiner and Fleming, 2004)  
Together, these editors promote a positive and commercially viable field and 
professional practices. 
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Another producer-centric change in the current mediascape has been the emergence 
of an eminent breed of bloggers who break down traditional journalism borders and 
in doing so gain street and industry credibility. All sub-sectors of journalism are 
currently under challenge from user generated content, and it is in this respect that 
fashion journalism is directly comparable to other sectors. In an interview with 
Marie Claire (Warne 2010, para. 2-3) about the new breed of online writers, Patty 
Huntington, one of Australia’s most reputable and original bloggers, argued:  
Bloggers are the new black. […] They embody a revolution occurring 
across the publishing industry. You’ve got this new generation of gung-
ho, passionate independents going up against an old generation of 
digitally twitchy reporters. Consumers aren’t stupid. They are fashion-
savvy and cynical, and they want information quickly and with authority. 
Bloggers are the tour guides, if you like, to this new frontier.  
These influential bloggers include Scott Schuman from The Sartorialist, Bryan Boy 
and Tavi, who challenge the profession of fashion journalism though blogging to 
become trendsetters and arbiters of taste.  
 
The blogosphere has also transferred online into the physical space. Marion Hume 
(personal interview, March 22, 2011) notes that, “Blogging is, I think, a different 
creature. Bloggers have brought tremendous energy to fashion reporting, however it 
is a different kind of energy”. Regardless, this new species of writers are contributing 
in a significant way to the body of fashion writing being produced in the 21st 
century. Yet bloggers aren’t just writers, they provide viable commercial platforms 
too and they have been introduced into the shopping environment to spur advertising 
and campaigns. Sportsgirl introduced their “favourite online personalities to 
customers via blogger-inspired window installations and guest editing spots in its 
instore magazine” (Warne 2010, para. 6). Marie Claire interviewed Prue Thomas, 
Sportsgirl brand strategy manager, who said that “the fact is that style bloggers are 
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becoming powerful brand advocates that customers trust and respond to directly”. 
They are not the only brand to capitalise on this forum. Mecca Cosmetica asked 
bloggers from across Australia what their favourite Mecca products were, bundled 
them and repackaged their ‘it’ items, so customers could buy the products as a form 
of professional advice.  
 
From shops to fashion spectacles, there is an resurgence of new reporting tribes. 
Fashion Week is the pinnacle of displays in the clothing world, and the one time 
when reporters gain respect and recognition. The Sartorialist brought his popular 
US-based blog to Sydney Fashion Week. Bryan Boy, Tommy Ton and Tavi were 
also sighted in the front row at Fashion Weeks all around the world solidifying their 
power as online fashion commentators (Jade Warne 2010). Above all, there is a 
direct need for online blogs, and they are able to keep up with fashion at the speed 
that it needs to be delivered to survive – in real-time. However, there is also a 
difference in the scope of writers who blog.  
Bloggers aren’t journalists, and journalists aren’t necessarily bloggers. 
An interest in style, an opinion and a MySpace page do not a fashion 
journalist make. But you’d never know it from the Toronto media lounge: 
the hottest ticket in the tent, evidently. Sponsors, VIPs, stylists and newly 
accredited fashion bloggers (and idle media, too) clogged the space and 
hogged the meals earmarked for those of us who had to be there for 10 
hours straight, especially our long-suffering camera guys. Starving, 
cranky and cramped, it’s a wonder the actual working media choose to 
cover Fashion Week at all. Montreal Fashion Week set up a number of 
lounges to filter out the posers from the real pundits and the media room 
hummed with happy posts and productive journos as a result.  
(Atkinson 2008, para. 5) 
There is often a lack of accountability by bloggers towards the professional practices 
of journalism, not least by the PRs and event organisers who are encouraging their 
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presence. At the same time, the competition for creative voices will increase and spur 
on new ways of communicating to a global audience.  
 
 WWD’s Executive Editor, Bridget Foley (in Wilson 2010, para. 7), spoke to the New 
York Times’s Eric Wilson about bloggers: “Anyone can have a blog, and we see 
designers and executives paying attention to that direct consumer feedback”. This 
new and open link between bloggers and designers has created a transparent fashion 
platform from which to reach consumers and clients at a much faster speed, which is 
ideal for designers promoting a collection, but also directly interferes with the 
standard of professional communication. “I think we are starting to feel a little 
backlash toward the whole immediacy of things” (ibid.). A blogger’s skill-set within 
journalism does not sit within a professional practice for several reasons; the traits 
that constitute a profession include, theoretical knowledge, training and education, 
competence, organisation, a professional code of conduct and altruistic service 
(Greenwood 1957; Tumber and Prentoulis 2005; Dooley 1997; Freidson 1983; 
Johnson 1972; and Millerson 1964). Most bloggers do not maintain some or any of 
these qualities, in particular altruistic service.  
 
This paradigm shift to differentiate different types of media (bloggers, journalists, 
photographers) helps to elucidate the practice of fashion journalism. As a participant 
in fashion and media, fashion illustrator and blogger, Danielle Meder (2007, para. 5), 
has observed the difference between journalists and bloggers: “Sometimes I feel that 
as a blogger I am juxtaposed next to journalists, but I don’t think that is a fair 
comparison. I do think I belong under that catch-all umbrella of ‘media’, but the 
work I do is exhaustively researched but not documented, my audience is made up of 
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individuals I know and not a demographic”. The definition here then, between 
bloggers and fashion journalists (whether they write for print or online publications) 
is crucial in understanding the complex differences between journalism as a “craft, a 
trade or a profession” (Tumber and Prentoulis 2005, 58). Therefore in this research, 
bloggers have not been conflated with journalists, much like fashion photographers. 
This allows for a thorough study of fashion journalists and fashion journalism. 
Moreover, from what began as a way to tell stories within isolated communities, has 
become one of the world’s most popular, widespread and influential industries, and 
the next decade will deliver a whole new set of characteristics that will define 
journalism across all sub-sectors, including fashion.  
 
Global media is experiencing a dramatic shift. “The media world I first entered, long 
before the Internet, was as far from today as the ox-cart to space travel”, notes Hume 
(personal interview, March 22, 2011). In fact, the media revolution has been an 
evolution that has continued over centuries from 1474 – when the first pages were 
printed on William Caxton’s printing press – to the digitisation of print in recent 
decades. Print, however, has progressed to become the most universal medium of 
written communication to date. Theoretically, however the field of fashion 
journalism is still underdeveloped. Texts such as Marian France Wolbers’s (2009) 
Uncovering Fashion: Fashion Communications Across the Media undertake close 
analysis of the nature of fashion media deconstructing the makeup of a magazine, 
examining the roles of people involved in the fashion business, and acts as a guide to 
aspiring journalists by providing them with a perspective of the industry, from 
terminology to critiquing runway reports.  
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However the scope in documenting the developments of the industry is still lacking.  
In Australia, the cinema, the press and television continue to attract 
strong academic interest, but there are significant gaps in our history and 
understanding of radio, advertising, music and magazines and little 
sustained academic attention has been paid to them.  
(Cunningham and Turner 2002, 3)  
This research aims to fill a gap in knowledge about Australian fashion journalism by 
focusing on challenges facing the field, its practitioners and their professional 
practices. 
 
Fashion Journalism  
Fashion journalism is newsgathering and reporting on fashion written by journalists, 
who are at the forefront of the latest fashion shows and fashion collections ranging 
from ready-to-wear to haute couture. They also conduct runway reports that 
showcase the latest looks straight off the catwalks of Milan, Paris, London, New 
York and in Australia, Sydney, Melbourne and Brisbane. Moreover, fashion 
journalists conduct interviews with leading local and international designers, scout 
designer shops, source must-have brands, and are trend forecasters at the forefront of 
the ‘fashion as commodity’ industry. “There’s this three-way relationship that is 
going on between ready-to-wear designers, fashion buyers and fashion media, and 
they need each other desperately”, says Lock (personal interview, June 20, 2011) 
before continuing that, “The retailers need the designers, but the retailers need 
customers, and it’s the media that drives customers in store”. Therefore fashion 
journalism is definable in two ways: by those who write it, and by its subject. 
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The purpose of fashion journalism as a resource, like journalism more generally, is to 
inform, educate, and entertain, and it must do these things in a structured and 
mediated manner. As McNair (2005, 28) states, “It has been required to be at least 
three things, often at the same time: 
1. A supplier of the information required for individuals and groups to 
monitor their social environment; what Denis McQuail (1987) has 
characterised as a medium of surveillance.  
2. A resource for, support to and often participate in public life and political 
debate – in liberal-democratic societies particularly, the discursive 
foundation of what Habermas (1989) famously called the public sphere. 
3. A medium of education, enlightenment and entertainment – what might 
be grouped together as its recreational or cultural functions”. 
 
Fashion journalists reporting on a specialised field use the same techniques, 
communication methods, and professional practices as journalists. As both a 
journalist, editor and voice for the other contributors, Rachel Sharp (personal 
interview, April 21, 2009) notes:  
[…] fashion journalism is intended to inform and to entertain. To do both 
of these things, it needs to be done to a high standard (of photography, 
story idea gathering, originality and execution). So I’d like to see a 
constant improvement in standards and the expertise/credibility of 
fashion journalists.  
Fashion journalism as a field needs to maintain its values, and the standard in 
Australia clearly needs to continue to adjust for the field to maintain its valued niche. 
 
One reason that fashion journalism has formed its own niche is that it has a specific 
focus and purpose. In essence, according to Mimi Spencer (personal interview, April 
6, 2010), “The act of fashion journalism is clear – to elucidate the workings and 
wonder of an industry to those who don’t work within it, to promulgate and 
disseminate the ideas at the heart of fashion, to engage in a dialogue with consumers 
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of fashion. To feed dreams”. It is also about the people and places making news, and 
the fashion journalists who turn that news into fashion journalism, which in turn 
shapes culture, globally. Fashion journalists are essentially the aggregators, which is 
why their expert opinions are so important to this study. Carter (personal interview, 
June 30, 2011) concluded that the purpose of fashion journalism is to, “help present a 
clear picture of what’s happening in the world of fashion for readers to make an 
informed decision about what they might wear, buy or look at”. Essentially then, 
fashion journalism acts as an important cog that enables consumer culture to 
maintain momentum.  
 
The magazine packages the message. Jacobi (1991, 77) explains his perception of the 
magazine: 
Someone likened the magazine article to a moving van, a conveyance 
with much room to hold things which nevertheless has to be packed just 
right. A conveyance with a place to go and a reason to get there. 
Structuring means packing properly and heading the article in the right 
direction.  
Aside from the article itself, many articles packed within a magazine are packaged 
behind a glossy front cover that dictates what the issue is about (James 2005). Both 
the cover illustrations and the cover lines are designed to hook the reader into 
buying/participating in fashion. The table of contents follows, identifying the feature 
stories and departments that the magazine focuses on. For example, Fashion Road 
Trip is highlighted in the contents page of the January 2008 and 150th issue of Marie 
Claire. The feature is an exemplar of Australian journalism pushing the boundaries 
of fashion’s intelligence by photographing a range of designers with their creations 
in iconic outdoor Australian settings, while at the same time launching out a sun-
smart campaign to demonstrate commitment to an Australian cause. The interview 
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confirms that the journalist had spent significant one-on-one time with the designers, 
and also demonstrates that the journalist has sufficient familiarity with the industry 
and its players to know what to ask. The combination of interview and imagery is 
original and captivating. Terry Biviano is pictured in her signature stilettos and bikini 
on Bondi Beach, while Easton Pearson poses having high tea outside a caravan. The 
feature is informative, entertaining and original. After the contents page comes the 
editor’s page. Here, the editor’s tone and topic of conversation presets the entire 
issue. The anatomy of a magazine is complex, and its manipulation often not 
thoroughly taught to journalists until they reach the point of becoming a section 
editor. This is why specialised on-the-job training is still essential. 
 
Fashion Journalism Forms  
Fashion journalism as a niche field inhabits different forms across different 
platforms. While ‘objective’ reporting in mainstream newspapers was seen prior to 
the 1990s, and was plain and uniform according to Carolyne Lee (2004), a more 
entertaining style emerged in the 1960s, and was labeled as New Journalism. This 
new form allows for specialised fields of journalism, in particular fashion journalism 
to break away from ‘hard news’ models and take on new forms. Now, according to 
industry practitioners, a clear spectrum of ‘models’ follows a specific form, and from 
their discussion a basic five-point checklist was created to identify these forms: 
 
1. As with all fields of journalism, news and features was the first method and model 
identified. These stories tend to be a no-holds-barred look at the world of fashion 
from a factual, non-fictional, straight-to-the-point perspective. News and features 
writing, as part of fashion journalism, use traditional news values to cover stories 
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that include political, economic, social and business news. These features can extend 
to investigative reporting of problems, conflicts, exposés, wrongdoing and business 
development. This form of fashion journalism is mostly found in magazines 
including Marie Claire or newspaper magazine supplements such as The 
Australian’s ‘Wish’. Marie Claire will use news journalism to cover breaking 
national and international news online, which they cannot instantly report in their 
monthly magazine. This practice ensures the title never looks dated when it goes to 
press. An example of this practice followed the announcement on 22 June, 2011, that 
Donatella Versace would be the next designer to create a range for the high street 
store H&M. Marie Claire (2011, para. 1) uploaded the news story to their online 
magazine instead of waiting to publish the news in their print publication:  
Despite once stating she would “never” collaborate with a chainstore, it 
seems Donatella Versace has had a change of heart, with the designer 
announcing today that the Versace for H&M collection will hit stores 
internationally on November 17.  
In the first sentence of the short news piece, the reader is told who, what, when, 
where, and why. The how is described in the continuing paragraphs, which detail the 
materials to be used, the look, and the inspirations for the collection. There are also 
images of a model-fitting to supplement the piece. Using the 5Ws and the H is a 
practice associated with news and feature writing. 
 
This type of feature also highlights one important change in direction for consumer 
magazines – the now accepted decision to feature high street brands on the same 
page as high end brands. This new trend catapulted the creation of designer hybrid 
ranges and capsule collections, and the introduction of less expensive versions of 
their namesakes (‘less expensive’ refers to the types of materials used, and the price 
point) to a lower price-point market. Designers such as Stella McCartney and Josh 
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Goot have created ranges for Target, while Lanvin and Jimmy Choo have partnered 
with H&M, and Kate Moss has designed a number of ranges for Topshop. In 
Australia, this trend signaled a change in the local fashion market, translating the 
notion that high street designer wear is a key factor in the national shopping culture. 
This leap between Australia’s chain stores and a successful marketing strategy was 
first realised in the Australian market when Target introduced designer wear to the 
average shopper. Until this development, Target was seen as a place to buy Bonds or 
Loveable underwear; now the chain is considered a niche shopping destination, a fact 
reported by fashion journalism. 
 
2. The review, critique, analysis fashion feature also derives from journalism, which 
is used to report about any aesthetic form where supply precedes demand. This is 
also where fashion journalists are proven to be trend forecasters, because they can 
preempt consumer behaviour based on readers not knowing what they want before 
they see it. This also applies to other specialist journalists who are held in the same 
high esteem as experienced fashion reporters – art critics, restaurant reviewers, film 
and play critics. This form of writing relies on authoritative expertise for ‘astute’ or 
‘entrepreneurial’ consumers, who in the fashion world would be deemed to be style-
leaders. High-end style-bibles such as Vogue often fall into this category, which Safe 
(2008, para. 15) defines below: 
Aspiring fashion writers should study Menkes’ reports for the key 
ingredients of a good review. Fashion is not a science, so objectivity is 
not possible. That said, knowledge of a house’s history, its aesthetic, 
archives, key collections and historically significant moments will enrich 
a review of a current collection, which without these things will simply 
skim the surface and in all likelihood veer towards a mere trend report. A 
writer must be able to read what a designer is saying in a collection, but 
not to be so immersed in fashion as to be blind to the rest of the world: 
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fashion is part of culture in general and a fashion writer must be able to 
make sense of it in that context.  
Fashion journalism is also about understanding the cultural workings of a specific 
community. “Fashion, taste, and most importantly, trend patterns are a huge part of 
self-projection and cultural development”, says Trotter (personal interview, 
December 8, 2010). The new trends in fashion journalism are a by-product of the 
emerging interests of consumers. Rachel Sharp (Personal interview, April 21, 2009), 
the former Deputy Editor of Harper’s Bazaar Australia and now Editor of Women’s 
Fitness, says this is about, “conveying the fashion industry’s trends, news, views and 
key influencers to either other industry members or consumers. Fashion journalism is 
intended to both inform and to entertain (in a consumer market)”. In The New Aussie 
Innovators – written for Harper’s Bazaar Australia (2009, para. 1) – the magazine’s 
readers are educated about emerging designers in the Australian market, and 
Harper’s Bazaar’s editors predict that their readers need to know about these 
designers: “Bazaar meets the new generation designers who have been hand-picked 
to show their first collections at Rosemount Australian Fashion Week”. The article 
represents a good example of how fashion journalists can analyse a market to 
produce an insightful yet brief review of the new Australian fashion industry. 
 
Digital journalists, too, are often at the forefront of style-watching. Online fashion 
writers attract vast audiences that log on daily in an effort to remain privy to the 
latest reviews and style news. However, Kate Carter (personal interview, June 30, 
2011), Life and Style Editor at The Guardian notes that most ‘fashion journalists’ 
fail to review much at all:  
I suppose in the simplest terms, fashion journalists are (or should be) 
those who report on trends, analyse the latest industry news, and go to 
shows to write “reviews” (though I would barely describe most of them 
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as actual reviews). However most people in the industry have jobs that 
blur the boundaries between journalism and styling, or editing; so a lot of 
what is written about fashion by so-called journalists isn’t really what I 
would call journalism at all. 
While this model of fashion journalism has a clear disposition, it seems that only 
skilled fashion journalists are able to deliver. 
 
3. The business model of fashion writing emerges from industry trends and insider 
information with a non-biased view of the ups-and-downs of the style world. This is 
considered the classic form of journalism for trade press and specialist papers like 
the Fashion Journal and the Australian Financial Times. Anonymous (personal 
interview, December 12, 2010) observes that, “It’s possibly a multi-million – I 
imagine – billion dollar business, the fashion industry, and I think in that way as a 
form of business journalism, it should be taken very seriously indeed, possibly more 
seriously than it is”. Deputy Editor of Fashion Journal, Jo Wheaton (personal 
interview, June 11, 2008) explains that the content in these articles, “Generally 
includes coverage of fashion events, fashion trends or movements, fashion designers, 
fashion houses, labels, retail outlets and the history of fashion”. Fashion Journal is 
known for skimming over the consumer element of fashion; instead reminding 
consumers why its news is important. In an article by Fashion Journal (2011, para. 
2), the magazine talks about Accompany by Imagery (ABI), a new jewellery label 
that refused to practice offshore manufacturing: 
At a tumultuous time in the global economy, the business of fashion is 
even more fragile. We all remember the controversial decision in 2009 by 
Pacific Brands – the clothing production giant that owns, among others, 
iconic brands Bonds, Berlei, Holeproof and Sheridan – to outsource 
work. Now, more than ever it seems, Australian consumers, and in fact, 
global consumers, are willing to pay for Australian made products. 
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ABI is a label that is reintroducing ‘Australian made’. Because fashion is a business, 
this form of writing is crucial for supporting the economics of the industry and 
should therefore be factual and informative.  
 
Illustrating the idea that industry trends enlighten consumers, Anonymous (personal 
interview, December 12, 2010) explains, “I think that it used to be informative when 
there was a fashion elite and everybody wore the same things; I think that’s what the 
fashion journalists were meant to do, they were supposed to tell you that mini-skirts 
were in or long skirts were in”. However as Pous (2013, para. 3) notes, it is partly the 
democratisation of fashion that has seen an interest in business reports develop: 
The democratisation of fashion largely started when Vogue first pressed 
pages in 1892 and New York rolled out Press Week runways in 1943 to 
divert attention from couturiers in Paris, which was Nazi-occupied and 
therefore impenetrable to the needy stateside fashion world. Its DNA 
partly lies in Anna Wintour’s choice to put Michaela Bercu in jeans on 
the first cover she oversaw at the helm of Vogue and her engineering 
Fashion’s Night Out during the recession in 2009 to encourage full-price 
shopping through red carpet treatment.  
Hence “broader issues such as the strength of the Australian dollar and the US credit 
crunch are starting to have such an impact on the way people live their lives that we 
are starting to see more ‘business-based’ fashion stories emerge out of consumer 
press”, says Porter (personal interview, May 19, 2008). These reports also illustrate 
the inner workings of consumer preoccupation. 
 
4. Consumer reports reflect on the success of a business, or otherwise focus on what 
the industry offers in the marketplace. Often seen in the form of high street 
magazines like Grazia and Shop Til You Drop, the pages of these publications are 
prone to advertorial dictating what is ‘in’ and ‘out’ of fashion. An example of this 
was an article Shop Til You Drop (2011) published about Australian ex-Victoria’s 
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Secret model, Sarah Stephens, who was the face of Seafolly for spring/summer 2011. 
The crux of the article noted that Seafolly were expanding their D-cup range and 
Sarah was the ‘face’ of the campaign.  
While summer may still be months away (sob!), we definitely can’t wait 
for the warmer weather to kick in after seeing the gorgeous shots of 
Seafolly’s latest brand ambassador, Aussie model Sarah Stephens, 
splashing around a deserted beach in the Maldives. The former Victoria’s 
Secret stunner joins the ranks of former Seafolly girls Jessica Hart, 
Samantha Harris, Miranda Kerr and Catherine McNeil as the face (and 
body) of the swim label’s spring/summer 2011 campaign, proving larger 
busted girls (she’s a D-cup!) can find the support they need in swimwear.  
       (Shop Til You Drop 2011, para. 1) 
Shop Til You Drop employs an informal writing style that ‘speaks’ with the 
consumer; within the first two sentences of the three-sentence article, the reader 
immediately knows why the news is important for a projected consumer audience, 
and how it affects the market. The swimsuit, in particular, has been identified as an 
iconic national garment that has put Australian fashion on the world fashion map 
(Schmidt 2008), and is a regular vision in magazines across the national spectrum 
thanks to journalists and stylists. Not only are iconic Australian clothing items 
newsworthy, but Australian fashion designers and models also are gracing 
international publications. However, a national platform for reflexive, industry-wide 
development is still missing within the industry; this research is designed to induce 
such change by articulating the nature and effectiveness of fashion journalism. 
Australian journalist, Kerrie Simon (personal interview, January 21, 2009) – Editor-
in-Chief of Cosmopolitan Middle East argues that for a consumer report to be 
‘good’, journalists should, “have a thorough understanding of the industry and [be 
able to] convey their thoughts on the topic without alienating the consumer”. This is 
a practice seen in Australian fashion magazines. 
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5. Eye candy is what many mainstream newspapers utilise fashion for, which can 
often prove to be a highly contested topic (Muir 2005). This is a technique favoured 
by male ‘chauvinist’ subeditors and picture editors, and fashion editors are forever 
turning up pictures of “girls in bikinis which editors always love” (Safe 2007). Now 
more than ever, newspapers are exploiting a new trend to compete with magazine ad 
sales – showing a model in the paper as a teaser for the online version of the title in 
the hopes of getting readers to become online (paid) subscribers. This type of draw is 
prominent in Murdoch papers, explains National Gallery of Victoria curator, 
Danielle Whitfield (personal interview, September 22, 2008), supporting Safe’s 
claims above:  
Without knowing the limitations placed on journalists by their particular 
employers, mainstream newspaper reportage is by and large problematic 
and uninformative. In a way, it is its own worst enemy promoting clichés 
which feed into narrow stereotypes by offering a limited view of what 
“fashion is”, or can be (it too often focuses on what is on the racks or 
catwalks and does not deal with exhibitions, the industry, socio-cultural 
or gender issues). 
 However as evidenced with Shop Til You Drop’s Seafolly feature – which can be 
considered a crossover between a consumer report and an eye candy feature – ‘girls 
in bikinis’ are a relevant and newsworthy topic of discussion. While sexy images 
may sell, fashion journalism should be clever in its tactical method of copy writing to 
accompany pictures of this nature. 
 
This analysis of the ‘forms’ of fashion journalism – news and features; review, 
critique, and analysis; business; consumer reports; and eye candy – draws attention 
to the specific problems surrounding the industry and the professional practices of 
journalists. These include locating the values of fashion journalism, and identifying 
why the field has been historically undervalued. Identifying the five forms of fashion 
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journalism also provides a departure point for a discussion of what interviewees 
regard as professional practices in fashion journalism. Moreover, they are most 
preoccupied with ensuring that those who label themselves as fashion journalists 
know what the current industry standards and expectations of best practice are.  
 
Types of Features 
Like any news writer or journalist, fashion journalists focus on stories with 
proximity, timeliness, impact, conflict, prominence, currency, human interest or the 
unusual (Ricketson 2004; McIntyre 2012). These facets of newsworthiness, along 
with an adherence to journalistic standards of accuracy, fairness and precision, and 
the underlying use of structure in an article, apply to all styles of writing about 
fashion. The structure of fashion journalism mimics that of journalism. Peter Jacobi’s 
(1991, 60-61) Structure, the Blueprint of an Article identifies “thirteen possible 
approaches to structure: Chronology; inverted pyramid or spiral; hourglass; building 
block; cause and effect; classification; compare and contrast; list; question and 
answer; parallelism; motivated sequence; reinforcement; and compartmentalisation”. 
These styles of reporting are used in fashion journalism in the same manner as any 
form of journalism; the only difference lies in their application, which depends on 
the subject matter or the particular section in which the piece is positioned in a 
publication. Moreover, these professional practices amalgamate to classify fashion 
journalism as its own media field.  
 
Furthermore, Kirszner and Mandell (2005, 30) argue that a written piece should 
satisfy six purposes: 
1. Reflect – express private feeling,  
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2. Inform – convey factual information,  
3. Persuade – convince readers,  
4. Evaluate – make a judgement about something,  
5. Discover – gather ideas or record observations, and  
6. Affirm – express any strongly held beliefs or values.  
 
Hence a journalist should connect with their publication’s audience; however there 
are different roles a journalist can assume to do this. “One of the more senior 
positions, in that it is usually given to journalists with many years experience or with 
particular specialist knowledge, is that of the commentator or critic” (Molloy and 
Janson 2004, 15). There are also general news reporters, specialist reporters, rounds 
reporters, feature writers, commentators and critics, correspondents and freelancers. 
The feature departments of leading fashion magazines – for example, Marie Claire, 
Cosmopolitan, Cleo, Harper’s Bazaar and Vogue – have their writers focusing on 
key issues including careers, health, criminal activity, political concerns and feminist 
issues (associated with women not necessarily in the West). These journalists focus 
on different types of features to convey their story.  
 
• Runway reports come straight from the catwalk, and discuss collections. With 
the advances of technology, contemporary readers are privy to runway 
collections as they debut on the runway in real time in front of journalists and 
celebrities who are sitting front row. It is therefore imperative that fashion 
writers translate the trends as they happen.  
• Trend forecasts are often a summary of the season’s collections. Decided 
upon when the last noteworthy collection has been seen, a sweeping overview 
of the trends is translated to buyers. “To create a trend forecast, you will need 
to research the following five elements: colour; fabric; silhouettes; 
accessories; looks” (Swanson and Everett 2008, 493). It can be a matter of a 
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number of designers being inspired by the military theme, or a particular 
colour such as nude or the mesh trend of 2008. It could be a ‘gold rush’ of 
accessories or a particular cut including the infamous harem pant. Either way, 
these trends are reinterpreted by magazines globally, and re-delivered in a 
myriad of ways until next season’s shows. Such delivery methods include 
fashion shoots to show the reader how the runway version of the outfit can be 
reinterpreted into a wearable look; still-life shoots that include just the 
product being photographed or with other items to, again, show a theme; 
trend reports to showcase which designers sent the look down the runway, 
and how the item in question can be worn in different ways; and style 
features, which use words rather than images to discuss the trend and how it 
can be worn.  
• Features allow for a more in-depth look at a particular part of the industry, 
and can profile a designer or a celebrity who is the new face of a range or a 
brand, or investigate a new material, printing technique or fashion house.  
• Red carpet watch includes not just A-list events but front-of-house attendees 
at Fashion Week. With an increase in the number of celebrities who also have 
their own fashion collections there is a new fascination with the red carpet 
and the designers who dress the A-list. This has also given rise to the 
celebrity stylist like Rachel Zoe.  
Now the simple phrase “red carpet” signifies this type of style-
watching, which has become a form of entertainment in itself. 
Everyone can have an opinion of who’s hot and who’s not, 
regardless of whether or not they wear much more than jeans and 
sweatshirts themselves.  
(Welters and Lillethun 2007, 277)  
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E! Television’s Fashion Police is a well-known source of red carpet 
watching, and is led by fashion critic Joan Rivers.  
• Beauty Reviews are a part of fashion, and it takes an expert to be able to give 
a critique of beauty products. While mascara may just look like a black 
bristly-tipped stick with gunk on the end, a beauty editor will be able to detail 
how the product works. Does it lengthen or curl? Does it thicken or define? 
How does Christian Dior’s Diorshow differ to MaxFactor’s False Lash 
Effect? Does the product actually do what it says it should?  
 
These features – runway reports, trend forecasts, features, red carpet watch and 
beauty reviews – are paramount structuring devices used by fashion journalists to 
convey a story. 
 
Fashion Journalism Structure 
In constructing a story, different types of writing techniques are relied upon, from the 
use of voice to humour.  
With the background I have, we were trained to write every story as 
though the reader was hearing about it for the first time. […] I still 
believe this is the best way to structure a story. I think the biggest piece 
of advice I can offer is to never assume. I have found that people in the 
industry are only too happy to explain things further if you admit you are 
struggling to get your head around a concept or subject. Also, it is 
imperative (where possible) to do your homework before any interview. 
(Porter, personal interview, May 19, 2008)  
It is important to have a grasp on the interview and subject in order to be able to 
draw out the important facts.  
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As with anything, you need to learn it before you can teach it. Journalists 
need to familiarise themselves with the industry as well as those who 
work within it. They need to have a thorough understanding of how the 
fashion world works and set about explaining this to an audience with 
little knowledge. My advice to junior writers is to take their subject and 
try to explain it to their mother – she’s clever, educated, yet may not have 
a firm grasp on the topic at hand. Speak to her like the adult that she is, 
don’t treat her as less than an equal and get your point across effectively. 
(Simon, personal interview, January 21, 2009)  
Effective written communication mimics verbal language.  
Write as you would speak! I think actually vocalising what you think, 
feel and have seen is the easiest way to simplify it…one would never say 
in a conversation some of the wanky stuff written in fashion-oriented 
media but if you ask that same person that wrote the piece to describe it 
out loud in their own words, it suddenly makes sense and doesn’t seem so 
pretentious.  
(Barry, personal interview, June 10, 2008)  
 
This research demonstrates that dictating to a consumer is neither appreciated by 
experienced fashion journalists or by audiences. “Write in an explanatory method, 
not merely dictating to the readers”, says Allen (personal interview, June 2, 2010).  
Sometimes, it helps to think of the one friend you have who’s least 
interested in the topic, and think of a way to tell the story to that person 
that would pique even his or her interest. Because if you can get that 
person to listen, or read on, then you’ve won. 
(Cocks, personal interview, April 22, 2010)  
In today’s multicultural society that one reader may represent someone from a 
multitude of ages, nationalities and from different social standpoints; as Whitfield 
(personal interview, September 22, 2008) argues,  
Write for a larger audience; don’t assume it’s a twenty/thirty something 
female. […] Often the writing is directed towards an audience that is 
especially narrow. Don’t be apologetic or embarrassed to write about 
fashion seriously and intelligently. 
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However, sometimes writing for one person works too and this is a technique largely 
used by Cosmopolitan, who have a targeted reader for every edition of the 
publication worldwide. This ‘reader’ is given a name, biography of likes and 
dislikes, personal characteristics, hair colour, eye colour, nationality and family 
members, and hobbies, as well as the type of people she is likely to be friends with. 
Her profile shapes and influences the tone, voice and articles to be featured in the 
publication. Fashion journalists must learn to mould not only their voice but their 
techniques of communication.  
 
Humour is also a communication tool for reporting on fashion journalism.  
For a consumer market, know your subject. Have an expert 
understanding of the fashion industry and the people in it. Write with 
authority and skill, but still keep humour and a human element to your 
writing style, because after all, fashion journalism is for the most part a 
form of entertainment and escapism, not hard news.  
(Sharp, personal interview, April 21, 2009)  
Ross (personal interview, August 8, 2010) recommends that journalists should, 
“Keep it interesting! […] Inject some humor and you’ll have people coming back for 
more. They will learn something without even realising it”. One writer who offers 
witty and hilariously intriguing features is The Guardian’s Life and Style Editor, 
Kate Carter, who produces the weekly segment Fashion Statement. Even though 
Carter did not come from a fashion background, her intelligent and interesting copy 
is informed by her learned knowledge of the field. One article – Tyra Banks Does 
Harvard Carter (2011, para. 4) – quoted Banks talking about how she had just 
enrolled in a business management program at Harvard saying: “‘It’s pretty 
exclusive. It’s quite expensive’, says our queen of stating the obvious. ‘But, I feel 
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like it is worth it. I feel like it is so, so worth it’. Unfortunately FS was unable to 
ascertain whether she is being sponsored by L’Oreal”. Carter’s clever use of words 
and industry jargon – in this case, echoing L’Oreal’s ad slogan ‘because you’re 
worth it’ – punctuates her story with humour. However Frith Powell (personal 
interview, March 16, 2009) argues, “They are only designers! Don’t deify them. OK, 
you can deify Coco Chanel, but no one else deserves it”. The message is, write 
seriously and critique efficiently. However, Safe (2008, para. 6) describes the 
nuances of what is still wrong with the current standards:  
Fashion-speak in Australia too often comprises stereotypical Ab Fab-
style utterances such as faaabulous! And must-have (or lust-have if the 
publication is feeling racy) in place of the considered criticism crucial for 
designers to advance their careers and for the industry as a whole to be 
taken seriously. The standard newspaper reports give more column 
inches to which dress is hot this summer (for the record, it’s the maxi 
dress) or celebrity-driven fluff – Paris Hilton’s favourite shopping spots 
in Australia or which string bikini Elle Macpherson was wearing at Palm 
Beach – than they do to dissecting the collections of our artisans.  
 
Within fashion journalism, humour, criticism, and commentary have been identified 
as key elements to inject into a feature about brands and designers. These tools of 
fashion journalism need to be used with caution, and come from a point of 
articulation.  
 
Australian Fashion Journalism Standards  
Fashion journalism standards refer to those practices set as a benchmark for 
achieving a professional standard of fashion journalism. These include, but are not 
limited to, researching a topic, questioning subjects, using initiative, and 
communicating in a clear and concise manner. To understand Australian fashion 
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journalism standards, the field is compared, in this research, with those in other 
Western countries, including the United States and the United Kingdom. The 
interviewees were invited to critique the field to pinpoint positive and negative 
practices which include writing ‘bad’ content, casting shallow opinions, and using 
booster journalism. But the biggest criticisms are that fashion journalists lift from 
press releases as a matter of conduct, and that there is an overuse of paid features. 
“Far, far too much is editorial-that’s-really-advertorial, fluffy features, barely 
redigested press releases. I think the vast array of nonsense written about fashion 
does not help present the case that it’s a serious subject, that should be taken 
seriously”, says Carter (personal interview, June 30, 2011). This opinion is echoed 
by Wheaton and Porter (personal interview, May 19, 2008):  
From a negative perspective I think in general Australian consumers are 
being done a great dis-service by most fashion writers who tend to rely 
far too heavily on press releases and publicists for commentary. Even the 
extremely rare harder hitting pieces tend to be paid lip service only with 
the usual “industry rent-a-quotes” being dragged out time and time again. 
There also appears to be way too much commercial influence in much of 
the editorial coverage. Individual agendas also appear to play their part 
depending on the journalist-in-question’s personal allegiances. As with 
coverage of most creative industries there appears to be a reluctance to 
report anything negative – with the exception of (Aussie newspaper 
journo-cum-blogger) Patty Huntington and our own publication that is – 
for fear of upsetting the apple cart. That said, I have heard from fashion 
journalists time and again that it is extremely hard to secure space for 
their fashion coverage in general news with broader industries of health 
and education always taking precedence which perhaps influences the 
way they pitch their stories. 
 
Moreover, journalists need to consider the agendas of PR personnel and therefore 
question what is being communicated:  
The number of times I’ve read by so-called journalists that Louis 
Vuitton’s bags are “obsessively handmade and fashioned by master 
craftsman” when they are mass-produced in a factory…Grr! There 
should be more recognition of the fact that the vast majority of the global 
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population do not, in fact, think that £3,000 ($4,600) is a sensible amount 
to spend on a handbag. 
(Carter, personal interview, June 30, 2011)  
While encroaching deadlines and time restraints can play a part in under-researching 
a story, more attention needs to be paid to interrogation and critique. 
 
Simon Lock (personal interview, June 20, 2011) explains the importance of a 
journalist who can critique:  
When I first started Fashion Week I went to all of the publishers at 
Fairfax and I sat down with them, the chief of staff and the editors, and I 
said, “Guys you’ve got to send our fashion journalists to the collection 
shows in Europe and North America because otherwise they’re not worth 
s*** to me”. They come here and they go, “oh that collection’s really 
nice”. No it wasn’t it was crap, it was a copy of bloody Prada. We need 
our fashion journalists to be critics and to call it how it is and if a 
designer is plagiarising then they should be caught out. 
However, Spencer (personal interview, April 6, 2010) argues that, “Fashion itself can 
be quite consuming, and when you work closely within its grasp, you sometimes 
miss the point, or take yourself too seriously. Brian Sewell (art critic) was a brilliant 
catwalk reporter for me at the Evening Standard many years ago”. Today Australia’s 
fashion journalists are often seen at the international fashion shows. 
 
Australian Fashion Week is designed to showcase emerging and established local 
designers, and attending fashion journalists aim to nurture their own in a bid to 
strengthen the industry. “The fashion coverage is quite supportive of emerging 
designers in the industry given Australia has such a small market”, explains Quade 
(personal interview, April 22, 2010). Not only is Australia’s fashion market small in 
comparison to those overseas, but location often plays a role, “considering the 
physical isolation of the country itself and its distance to the major ‘fashion 
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capitals’”, says Ross (personal interview, August 8, 2010). Australia’s geographical 
location used to be considered a reason that fashion journalists followed an ‘inward 
or closed off’ trajectory. However with less expensive air travel, Australian brands 
conquering the international market, and international brands opening their doors on 
Australian shores, this trajectory is now considered irrelevant. Simon (personal 
interview, January 21, 2009) details the issues that arise from the parochial, inward-
looking profile of the Australian fashion media:  
Having lived out of Australia for two years, I find that I am only privy to 
the goings on in the Australian fashion industry by reading the Australian 
news or specifically setting out to read or uncover specifics, whereas, for 
example, the Fashion Weeks of Milan, Paris, London and New York are 
streamed through the international sites I visit every day. I absolutely 
believe that Australian designers are of the same calibre as those showing 
at these global shows and hence do feel that the Australian media or 
public relations efforts need to investigate different avenues to deliver 
our home-grown designers onto the international stage. I have been 
fortunate to have been invited to the season launches in numerous 
countries, but am yet to be invited to an Australian Fashion Week while 
living abroad. This may simply be a case of Australia not yet targeting 
Dubai, but I do feel that this should be assessed as a means of 
highlighting the Australian industry to international clients, particularly 
as a small amount of those brands are sold here (sass & bide, 
Zimmermann, Nicola Finetti), not to mention last year’s announcement 
that Myer was to open a Dubai store. Having said that, Australian 
designers do receive a lot of recognition within the Australian fashion 
media, saturating the local market, which is a positive.  
 
However, Meder (2007, para. 9) argues there is a “fascinating, fuzzy crux where 
fashion meets journalism and that far too often is the kind of toothless, perfunctory 
boosterism” that is the result of journalists pandering to local designers. Thus, 
Australian journalists are often criticised, says Anonymous (personal interview, 
December 12, 2010), “especially in Australia and New Zealand because it’s a much 
smaller world. You tend to know a lot of the designers personally, you see them 
around town, so people have been critical and said there is no real fashion analysis or 
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the reviews are always soft because everybody’s buddies”. Despite being a writer for 
Australian Vogue, Anonymous does not agree with this view, citing the example of 
Marion Hume’s tenure at Vogue back in 1997, when the English-born Australian 
editor was criticised for her abrupt ‘outside’ judgement of the local industry:  
She basically came to Australia, [said] most of the stuff here is crap, 
which it was, most of the stuff here was derivative and copies of 
European stuff. She questioned why it was even on the runway and she 
was brutally honest. She paid for that by losing her editorship with Vogue 
but Vogue was not the forum to make those comments. However a 
newspaper like The Australian is the kind of forum to make those 
comments.  
Fashion journalists must be critical of the industry, but use journalistic integrity 
through the right communication channels. Safe (2008, para. 10-14) recollects the 
same period:  
In 1998, a six-page review in Australian Vogue by its then Editor, Marion 
Hume, provoked a storm of controversy. The Australian Fashion Week 
collections reviewed by her included those of Peter Morrissey, Lisa Ho 
and Charlie Brown, all of whom copped a thorough and, in Brown’s case, 
well-argued serve. The magazine reproduced, next to three of Brown’s 
outfits, images of the original, overseas designs by Anna Sui, Marni and 
Jil Sander, from which they had been copied (the Sander was virtually 
identical to the Brown). Hume also noted that the production values of 
many of the shows lagged far behind the originality of the clothes and 
reminded Australians of the need to enchant visiting overseas retailers 
and journalists. Not exactly a damning assessment, you might think. Yet 
from the howls of outrage that ensued, it seemed as if Hume had 
launched an all-out pogrom.  
Brown’s office soldiered on, but Ho responded by immediately 
withdrawing her advertising, declaring her clothes unavailable for Vogue 
shoots and banning Conde Nast staff from any future shows. Morrissey 
displayed a kind of extravagant, wounded petulance.  
Admittedly, Hume’s decision to have Morrissey guest-edit a page in the 
same Vogue issue was ill-advised: it looked like she wanted to have it 
both ways. Mainly, however, feelings were hurt because of the lack of 
similar commentary in the past.  
Rarely is anything harsh written about Australian film, theatre or 
literature, much less art or fashion. Critics tend to cloak their criticism 
behind euphemisms such as interesting or ambitious, for fear of 
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appearing too negative about a cultural industry that is still comparatively 
youthful.  
The situation overseas could not be more different. Fashion editors such 
as Lisa Armstrong at The Times in London and Cathy Horyn at The New 
York Times have for years delivered well-argued, well-written and 
sometimes outspoken reviews. But for influence and sheer output, no one 
surpasses Suzy Menkes, Fashion Editor of the International Herald 
Tribune, who each year produces about 300,000 words for the paper.  
 
Returning to the topic of Australian Fashion Week, it is the melting pot of Australian 
fashion journalism, where the industry converges on the catwalk to cover what is 
essentially the Australian fashion industry. From fashion journalists to general news 
reporters, the content that is produced over the course of that week is, in essence, a 
typical display of which journalists and publications display best professional 
practices. As the founder of Australian Fashion Week, Simon Lock (personal 
interview, June 20, 2011), has been privy to Australian journalists reporting on 
fashion for over 15 years. He is also at the forefront of understanding the difference 
between how a fashion journalist will report on an event compared with a news 
journalist:  
Jennifer Melocco, she’s a general news reporter for the Telegraph in 
Sydney. When we see her coming we’re just like “shoot”, because she 
always brings a very, very negative attitude. So it’s always like, “Oh 
Fashion Week is weak, there’s no designers showing, Simon’s done this 
and Simon’s done that”. It’s always a very negative undertone of what 
the industry is trying to do and that’s unfortunate that she’s just a news 
journalist that has a bee in her bonnet about the fashion industry and its 
frivolity. And so we’d much prefer it if we got the regular fashion 
journalists coming down who have an understanding of what it is we’re 
trying to do and to develop an economic benefit of the event.  
Criticism and commentary are key elements of fashion journalism as a professional 
practice; the differences lay in how a story is reported and for which publication. 
Melocco may be free to criticise without backlash as she writes for a newspaper, but 
Hume was ordered to leave Vogue because of her comments. However, industry 
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experts praised Marion’s critiques in The Australian and The Australian Financial 
Review, because these news-based forums now allow for it. 
 
Lock (personal interview, June 20, 2011) explains how fashion journalists critique 
and comment by omission – a practice Hume avoided during her tenure at Australian 
Vogue: 
I was a huge supporter of what she [Hume] did, and at the time I was 
quoted in the media as saying that while she gave the tongue and cheek, I 
will defend her right to the end. But she did do it in a magazine, and it 
was very interesting because magazines usually critique by omission. 
That’s the old school saying, “If you’ve got nothing to say that’s nice 
don’t say it at all”. And their support is also part of their editorial editing 
process. They’re usually catwalk reports, which are a photo essay of what 
they thought was a good collection, and the trends that they thought crap 
are out. And the other way magazines report on collections is they 
incorporate those collections in editorial shoots. Now, Marion took the 
International Herald Tribune or the Financial Times approach that she 
was used to and she just wrote it how she saw it, which would have been 
great in the Financial Times and fantastic in the Sydney Morning Herald, 
but the fact that it was in Vogue. It was a really interesting time in 
Australia. 
The difference between journalists and also fashion journalists who report on 
fashion, is the individual’s pre-disposition to the field, which can lead to an injustice 
to fashion journalism. Lock (personal interview, June 20, 2011) argues that happens 
regularly: 
I see it a lot of times at Australian Fashion Week, where the television 
news, Fairfax, or whatever, will be light on the ground with fashion 
journalists and they’ll send, well, we’ve had everyone from the night 
reporter to sporting reporters, to all sorts of people who don’t have a clue. 
And of course, what they end up doing is playing to the lowest common 
denominator and that’s, “Great, let’s take the easy option here – the 
outrageous outfit at the end of the catwalk show. Let’s take a photo of 
that, celebrities in the front row, or the easy-get story”. Because when it’s 
a general news person, it’s coming from being, “Okay, I’m a consumer, 
what do I find interesting or crazy about this whole fashion getup”.  
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Fashion journalists and journalists reporting on fashion can serve two different 
purposes to the industry but their roles are the same:  
I believe you’re always going to get the highest quality of reportage from 
a fashion magazine. These are writers, photographers and editors who 
live and breathe fashion. They’ve been trained on the job to spot trends, 
know the designers’ styles and motivation and know how to convey this 
to a reader. I believe news mediums are capable of reporting on an event 
(who was there, what happened, the mood) but will be able to give only a 
limited review on the line itself. For example, a news journalist will 
report a Fashion Week runway show in the same way he or she will be 
able to report on a six-car highway accident – with precision, a clear 
rundown of the event and its circumstances. However fashion reporting 
requires more than fact – it calls for an intimate understanding of the 
industry itself. 
(Simon, personal interview, January 21, 2009) 
According to the interviewees, if a journalist engages in writing about fashion, an 
injustice is only done to the media field if these journalists do not use their learned 
skill as a writer to report on the topic soundly. The answer according to Carter 
(personal interview, June 30, 2011) is simple: “If you have a non-expert writing a 
piece about the history of a brand, for example, it might be obvious they don’t really 
know their stuff. However a journalist is a journalist, we should be able to report on 
anything, even if it’s out of our comfort zone”. Marion Hume (personal interview, 
March 22, 2011) notes that she has been in both positions, and it should not make a 
difference to the piece being written:  
A journalist is a journalist. Much of my career has been spent writing 
about fashion, however I also interview actors, sports stars and people 
who are not famous and have never had the attention of a journalist 
before. So there is no reason why journalists from other fields might not 
have something to bring to fashion reporting. The most basic skills of 
reporting are the same, no matter the subject. It is extremely old-
fashioned to silo fashion coverage as something written ‘by girls’ with 
the implication the skill-set is lesser and the subject only of interest to 
‘girls’. The implication here is always that it is a silly subject for those 
with no more in their heads than a desire for the latest handbag.  
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Yet the sweep of fashion journalism is huge. One might be interviewing 
Patrick Thomas, CEO of Hermes about the unwelcome accumulation of 
shares in the company by LVMH titan, Bernard Arnault one day, and 
thus have to understand something of complex financials and the 
movement of markets; then the next week, one might be interviewing a 
woman in a Kenyan slum about how working on the screen printing for a 
bag labeled Vivienne Westwood has enabled her to lift her family out of 
poverty, or one might be interviewing a beautiful model backstage in 
New York who happens to be the child of Rwandan genocide survivors. 
One also might be sipping champagne at a spectacular fashion show on 
the ramparts of the Great Wall of China. Which is to say, this is the job of 
a journalist. No more, no less.  
As a profession, Australian fashion journalism does reach the benchmarks of 
professionalisation because journalists are able to research a topic, question subjects, 
use initiative and communicate in a clear and concise manner. However, as Lock 
(personal interview, June 20, 2011) argues, 
They can’t possibly hope to go in to in-depth criticism or analysis of a 
collection or a point of view on a particular designer, because they just 
don’t have an intellectual property to be able to do that. So they’re going 
to report on the sensationalism or the periphery of what might be more 
valuable. 
Fashion journalism is as much about reporting the truth as it is in news journalism. 
The only difference is the permission for the former to use ‘descriptive’ words. 
While not all fashion writers come from a journalism background – they may have 
learnt the ropes through fashion design or styling – they will no doubt be taught how 
to write properly on the job by a journalist. 
 
While there are issues surrounding the current state of Australian fashion journalism, 
a clear trajectory emerges from the experts about how to enforce effective change in 
the industry. Quigley (personal interview, July 7, 2008) explains: 
Fashion is the kind of industry that has the potential to get stuck looking 
inwards – maybe another perspective is what’s needed to point out 
what’s important and what’s not. For instance, a fashion journalist may 
write about a great knock-off item – a mainstream journalist might write 
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about the 11-year-old slave who was forced to make it. Not to say that 
fashion journalists are shallow, but perhaps it’s easier for the glossy 
publications to skip over minor details like slavery to get to a pretty 
picture. I think the balance of the two is what is useful.  
Simon (personal interview, January 21, 2009) agrees,  
A collection is only going to be as successful as the mainstream public’s 
perception of it, and a news journalist’s opinion will usually be a 
reflection of the average consumer. However, fashion can be fickle and 
women tend to follow a fashion that’s dictated to them. Hence, a 
respected fashion journalist’s opinion will tend to have a stronger, more 
desirable impact.  
In this case, a good fashion journalist will address why certain trends are key for the 
season, and which fabrics are more desirable. This ensures consumers can digest 
more fashion journalism, potentially buy more magazines, and in turn boost the 
discrete media field’s values. 
 
Fashion Journalism Values  
To maintain the professionalisation of fashion journalism, not only do international 
standards need to be met, but values need to be identified and adhered to. Glasser 
and Marken (2005, 270) argue, “To be sure, professionalism means standardisation; 
it accounts not for differences among individuals but for what individuals have in 
common”. Fashion journalism values include reporting the facts correctly. Lock 
(personal interview, June 20, 2011) maintains that standardising fashion journalism 
is about coming,  
[…] from an educated point of view and being able to tell a story or 
comment on what’s happening in fashion, from the point of view of 
having a great understanding or view of the intellectual property that 
surrounds that. It doesn’t matter whether it’s the background of a 
designer or how a trend fits internationally or how a new model is 
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growing within the fashion industry. It comes from a point of view of 
understanding and of knowledge.  
The main concerns echoed by the interviewees are about lifting industry standards of 
practice, which can include, but are not limited to, ethical practices; for example, 
abiding by firm standards regarding cash for comment and gift receiving, principles 
for flagging advertorials, and plagiarism. While one common practice involves 
fashion journalists writing about products that are provided for free, Hume (personal 
interview, March 22, 2011) raises the possibility that this is ‘bad’ journalism:  
‘Bad’ fashion journalism is when you are in the pay of the brand you are 
writing about, whether that means they have given you a free pair of 
shoes or you also act as a consultant for their business – plenty of that 
goes on. But how wrong is that, really? Whatever your stance, it is far 
from unique. Before we condemn fashion journalism as being less moral 
than other kinds; are wine journalists somehow dodgy because they drink 
the wine they write about? Do motoring journalists get deals on cars? Is 
that ‘bad’? I think fashion journalism is often picked on not because it is 
any more or less morally foggy than other areas but because principally, 
it is seen as a ‘women’s interest’, and the insistence that it is somehow 
‘lesser’ has an element of sexism inherent in the judgement. 
 
Judging fashion journalism is based on the same principles as judging journalism. 
There are other distinct issues with the way fashion journalism is conducted on a 
whole. “In all honesty, I think the term fashion journalism is a bit of an oxymoron. I 
think there are fashion writers and there are genuine journalists who write about 
fashion. Unfortunately, the two often get confused – not least by the very people 
involved”, says Porter (personal interview, May 19, 2008). In a similar manner, the 
intellectual, social and business elements of the industry can often be juxtaposed. 
Chloe Quigley aka Michi Girl (personal interview, July 7, 2008) puts it simply: “I 
think unless there is an intellectual discussion, journalism seems a generous word for 
something quite frivolous”. Danielle Whitfield (personal interview, September 22, 
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2008) also identifies the growing concern over writing about fashion, labelling it as 
“lacking discussions of ideas and context”. 
 
Cocks (personal interview, April 22, 2010) highlights another issue facing fashion 
journalism:  
I wonder if it’s hard for fashion writers not to have a tiny bit of bias – 
like, if you’re a big fan of Marc Jacobs, is it harder to turn a genuine, 
unbiased critical eye toward his lines? Movie critics must struggle with 
the same problems. If you love Russell Crowe, does that mean you might 
be inclined to think Master and Commander was a totally awesome 
movie in which he commanded the screen? We run into it a bit with 
celebrities. If there’s someone who rubs us the wrong way, for whatever 
reason, we have a hard time assessing what he or she is wearing. But we 
always cop that.  
This concept of brand favouritism is where the essential basics of a ‘professional’ 
journalist and values of fashion journalism come into play.  
 
As a ‘professional’ journalist it is expected that you do not accept bribes or gifts 
when researching or writing a story; this is not always the case with fashion 
journalists, but a ‘professional’ fashion journalist would not allow that gift to 
influence what they have chosen to write about, and they should deliver a story that 
is honest with fair comment. In the same way that other types of journalism – 
including reviews of food, books and art – give the reader an honest opinion, so too 
can fashion journalism. 
 
Of course, magazines are promotional tools for the beauty and fashion industry. 
“Other culture-producing mass media institutions, such as advertising, public 
relations, and entertainment industries, also communicate to the masses” (Hallin, 
1992 in Winch 1997, 2-3), and often do this through emails, text messages or 
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advertorials. “When these institutions and industries produce messages that appear 
similar to journalism, journalists interpret these events as threats to the boundaries 
and authority of journalism” (Hallin, 1992 in Winch 1997, 2-3). Advertorials are 
often frowned upon by high-brow publications because they are ads disguised as 
editorial, or sometimes even fashion shoots. The positive side to these additions is 
that publications are encouraged to highlight such paid-for pieces, and readers are 
becoming more educated about their purpose. Winch (1997, 1) notes that, 
Once, the borders were clear and inviolate: Newspapers, newscasts and 
newsmagazines covered serious events; pop culture entertained us. 
However in the past generation, the culture sparked by rock and roll, then 
fused with TV and mutated by Hollywood, ran riot over the traditional 
boundaries between straight journalism and entertainment.  
Not only was the style of journalism starting to evolve but so, too, was the printing 
press, and Chris Shaw (personal interview, March 23, 2011) the Director for 
Finnwear, Australia – a fashion label from Denmark with a clothing division in 
Melbourne – explains Australian fashion reporting in “most newspapers and 
magazines [which] devote regular space to fashion even though it’s often in the form 
of soft advertising pushing brands promoted by publicists”. This is why it is 
important for publications to highlight advertorials; while advertising pays a 
percentage of journalists’ wages, its inclusion should not interfere with the 
professionalisation of fashion journalism. 
 
Plagiarism is another practice that severely dilutes the credibility of ‘professional’ 
fashion journalism. In March 2007, Vogue Australia came under fire by Media 
Watch (2007), when then Fashion Editor, Natasha Inchley was accused of pilfering 
celebrity and fashion designer quotes from other international publications. 
Unfortunately, such a public display of bad reporting highlights one regrettable 
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aspect of the industry, which in turn caused Media Watch to accuse fashion 
journalism as the cause for discrediting media as a whole. “Perhaps the best we can 
say is that fashion journalism mirrors fashion itself. There’s the original and there’s 
the knock off. At nearly eight dollars a copy, Vogue readers have been paying a high 
price for the fake”, explained Media Watch (2007, para. 28-30). According to Media 
Watch, Inchley was caught on four different counts of plagiarising. Conversely when 
it comes to celebrity culture, journalists cannot help but be privy to secondhand 
information, which often jeopardises the integrity of a publication, and prompts 
industry ‘watchdogs’ to question the value and quality of reporting.  
 
Professional Fashion Journalism  
Any examination of the criteria for judging ‘best’ professional journalism must 
involve the arbiters of the best in the business. The Walkley Awards identify the best 
journalists in the business, along with the best stories. Journalism excellence is – 
according to the judges – different depending on the category. However, overall the 
criteria comes down to newsworthiness, research, writing, production, incisiveness, 
impact, public benefit, ethics, originality, innovation, and creative flair. Other 
prestigious journalism awards that recognise Australian talent nationally and 
internationally include the Magazine Publishers Australia Awards, Vogue UK 
Writer’s Award, the Jasmine Awards – which recognises the best in fragrance 
journalism – the Sanlam Country Fashion Journalism Awards in South Africa, the 
Council of Fashion Designers of America (CFDA) American Fashion Awards – 
which includes the Eugenia Sheppard Award for Fashion Journalism and the Jackie 
Moore Fashion Journalism Awards.  
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The practice of ‘professional’ fashion journalism is also easy to recognise. Sharp 
(personal interview, April 21, 2009) defines ‘good’ journalism as, “the same as any 
kind of journalism – quality, credibility, originality, entertaining, informative, 
ethical. But in fashion’s case, also easily understood, humorous and entertaining – 
this is, after all, not hard news”. Interviewees also cited several techniques, tropes 
and phrases to avoid. “I hate clichés”, says Spencer (personal interview, April 6, 
2010), and continues: “The word ‘team with’ – as in ‘pumps teamed with Capri 
pants’. Also things like ‘the new black’ or endless adjectives used to describe an 
outfit. Sharp, clean, witty. And observant, that’s the key”. All agree that ‘good’ 
fashion journalism involves well-researched and interesting articles. “‘Good’ fashion 
journalism is providing an accurate article, something that digs a little deeper, and 
shows the reader a new perspective on a subject”, says Ross (personal interview, 
August 8, 2010). There are plenty of lazy journalists out there. Barry (personal 
interview, June 10, 2008), notes that the “worst I guess is those who become 
complacent and lazy – relying on press releases! But, hey – everyone is guilty of 
that!” She continues, arguing that the “best are obviously those who treat fashion as 
any form of news, like Jamie from Harper’s Bazaar”. Jamie Huckbody, the first 
male editor appointed to Harper’s Bazaar Australia in 2008 was later dismissed by 
the publication, and replaced by Edwina McCann in 2009 who is now at the helm of 
Vogue Australia. 
 
Journalists such as Carter, Hume and Safe are examples of good writers in Australia 
today. Whitfield (personal interview, September 22, 2008) offers a précis of 
contemporary Australian fashion journalism: 
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Previously Marion Hume at Vogue was influential. Stephen Todd did a 
good job covering the overseas collections for The Australian. The Age 
does a terrible job. Domestic cross-over magazines (art/fashion/music) 
such as Russh provide decent coverage of local designers and their 
collections. 
Another Marion Hume fan is Quade (personal interview, April 22, 2010):  
I thoroughly enjoy The Australian newspaper fashion section as it’s a 
great mix of newspaper and feature based stories. Marion Hume – ex-
Australian Vogue Editor used to edit this section, and given her industry 
experience and knowledge it was very respected and always made for 
great reading.  
The reason for Hume’s success lies in her ability to report successfully from the front 
row. Hume (personal interview, March 22, 2011) explains:  
I have been covering this beat for 25 years. It has taken me literally 
around the world and exposed me to breathtakingly wonderful 
experiences. Andy Warhol once called the fashion show ‘the best theatre’ 
and to have been a front line witness at the greatest shows created by 
John Galliano has been a privilege. Yet witnessing his ignoble fall from 
grace is the flip side of glamour. Worst? It isn’t stumbling on back room 
rip off factories hidden behind someone’s kitchen in China; that is what 
reporting is about. The worst, frankly is being bored. But I am rarely 
bored.  
The Australian has been identified as an exemplar of fashion coverage in a 
newspaper. In terms of magazines, Vogue is a good source of successful reporting.  
 
Fashion can be subjective, a quality highly evident in the use and interest of street 
style, although ‘everyday’ fashions can often get in the way of decisions on ‘what’s 
hot’ and ‘what’s not’. Wheaton (personal interview, June 11, 2008) argues that, 
“often weekly magazines get it back to front in their worst and best dressed columns. 
The women that work at magazines seem to find boring = fashionable, and risky = 
disaster! Fashion should be all about risk and expression, not paisley”. The so-called 
mix-up in reporting can often be because the journalist reporting on fashion is not 
trained to spot trends, instead focusing on what they know people will wear. 
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Fashion journalism is an important field of writing, but some practices undervalue 
the field. “On a more subjective note, ‘bad’ journalism can be a feature that doesn’t 
flow, or a profile that lacks bite”, says Trotter (personal interview, December 8, 
2010). It seems the boundaries of fashion journalism are in a state of current flux, 
with industry insiders insisting they want more intelligent, informed reporting and 
not sensationalism, but readers are momentarily being drawn to the entertainment 
aspect of fashion journalism. Powell (personal interview, March 16, 2009) explains, 
that it can be taken seriously, “in some senses, yes – if it is well written and saying 
something relevant; but, of course, it is never going to be taken as seriously as war 
reporting”. This research acknowledges the fact that fashion will never be a serious 
topic when compared to war, crime or world devastation, but the reporting of a 
multi-billion dollar industry is important. “Fashion journalism has the ability to bring 
unknown designers to the fore, [and] help build fashion brands”, says Shaw (personal 
interview, March 23, 2011). It is about the triadic fashion relationship where 
producers – in this case, fashion designers – rely on media, who rely on readers, who 
rely on fashion designers.  
 
Story Deconstruction: A Textual Analysis  
To fully understand the way a professionally composed magazine article captures a 
reader’s attention, its purpose needs to be deconstruct. Textual analysis is not just 
about studying a text, it examines how a text, or in this study many texts, are read by 
an audience. The interpretation of an article (one text) or a magazine (a series of 
texts) is paramount in understanding how meaning is formed within media through 
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journalism. According to McKee (2003, 12-13) there are three approaches to 
analysing a text, and this research uses each method:  
Depending on what approach you take to judging different cultures’ 
sense-making practices – the different ways they make sense of the world 
– you analyse texts in different ways. From a realist perspective, you 
look for the single text that you think represents reality most accurately, 
and judge all other texts against that one. From a structuralist 
perspective, you look for the deep structures that aren’t actually apparent 
in the text, but that you can find by specialised training. From a post-
structuralist perspective, you look for the differences between texts 
without claiming that one of them is the correct one.  
While this thesis has produced a qualitative content analysis of many Australian 
fashion media, structuralist in one sense (see Fashion Journalism Structure) and 
post-structuralist in another (see Australian Fashion Journalism Standards), the 
realist perspective of one piece of journalism is examined below, and further 
sharpens the understanding of professional fashion journalism. 
 
As one of Australia’s best sources of fashion journalism, the Australian Financial 
Review – listed in the Australian Fashion Media Map (refer also Table 6: Top 10 
Australian Magazines Categorically) – prides itself on getting to the crux of a story. 
The article Balenciaga, House in Order, was published in the March 2010 issue of 
the newspaper’s monthly magazine, and followed a fashion label showcasing another 
season of design at Fashion Week, while revealing that in the midst of the spectacle a 
new perfume was launched – Balenciaga Paris – the first since 1947. The feature was 
infused with history, and offered a nod to the future of fashion.  
 
Balenciaga, House in Order meets criteria of fashion feature writing. The article 
follows the structure of a ‘good’ piece of journalism, displays newsworthiness, and 
intelligence and, above all, is entertaining. While there are many fashion feature 
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articles mapped in this research, this article answers three criteria. Firstly, it was 
written by Marion Hume, regarded internationally as one of the best fashion 
journalists (refer Table 7: Influential Publications and Journalists). Secondly, it 
demonstrates how and why fashion is of such importance in the business and 
consumer industries. Finally, the story is a typical account of a Fashion Week 
delivered with an insightful, educational and explanatory manner that clearly 
communicates to the ‘fashion-orientated’ and ‘business-minded’ reader of the 
Australian Financial Review why it is important to take note of Fashion Week, 
Balenciaga, and the people directly affected by the event. The story can be seen as an 
exemplar, as it covers one of the biggest annual events in the fashion world, one of 
the biggest fashion houses in the world, and one of the biggest events in the recent 
history of the brand – the launch of a perfume. The article also draws on a consumer 
market, which represents the main profit margin behind the popularity and success of 
fashion’s oldest and newest brands, and piques the interest of the reader.  
 
Hume (2010, para. 2) sets the scene by acknowledging the bizarre world of fashion’s 
participants, who usually get swept up into more column inches than the more 
serious fashion types would care to count, and then explains how Balenciaga is so far 
removed from that scene:  
What about that flock of kookily dressed hangers-on whose feverish 
excitement is the backbeat to every other show? […] Entirely absent 
here; for although, in theory, a handwritten invitation can be forged by 
someone skilled at calligraphy and then waved with the steely nerve 
shown by the couple who gatecrashed a White House dinner last 
November, Balenciaga’s formidable front-of-house team could teach 
even the US Secret Service a thing or two about intimidation.  
Not only does Hume point out that Balenciaga only plays witness to those customers 
who share the design house’s ethos, but she suggest that the way their shows are run 
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is more serious than an official government social gathering. In order to maintain the 
reader’s interest, Hume injects social parallels as a ploy to get the reader thinking 
about the seriousness of fashion.  
 
Hume (2010, para. 1) then begins the article, stating, “You may think you know what 
fashion shows are like, but can I just set the scene at Balenciaga. It’s different, you 
see. There’s no frenzy of “mwaw mwaw” air kissing for the cameras, because there 
are few cameras”. The front of house seemingly resembles the Creative Director at 
Balenciaga, Nicolas Ghesquière, and his aesthetic towards design – serious yet 
stylish. Hume used the words “byronically handsome” and “one of fashion’s greatest 
creative” to describe Nicolas Ghesquière, the 38-year-old designer who is at the helm 
of the fashion label, and who started his career as a “lowly pin-picker”. These use of 
words have been embedded into the reader’s grasp to demonstrate that not only is the 
designer well-respected, but there is a specific need to understand his creations. This 
is something often thought to be far beyond the thought process of the general 
consumer. “But Ghesquière’s rise to the very top – up where the oxygen is so thin 
mere mortals often don’t ‘get’ his creations at all – has been, to say the least, 
unlikely” (2010, para. 3). Hume proceeds to tell the story of Ghesquière’s 
intertwined history with Balenciaga.  
 
The story thus far includes fact and engenders an element of human interest, two 
fundamental parts of feature writing. Hume also discusses the role of Isabelle 
Guichot, Balenciaga President, Chief Executive, mother-of-two, and the business 
behind the brains of Ghesquière – together they succeeded in making Balenciaga a 
brand built on the ‘DNA’ of design and not on the fragrance dollar. Until now.  
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Just two months before Balenciaga sent their autumn/winter wares down the runway 
at Paris Fashion Week in March 2010, the fashion house launched Balenciaga, Paris, 
in January. This is the first fragrance the fashion house has produced since 1947, 
when Cristobel Balenciaga created Le Dix.  
Now, at last, after the inking of a new deal with Coty Prestige – the 
fragrance giant with a stellar track record with Vivienne Westwood, 
Marc Jacobs and the enduring global phenomenon of Calvin Klein – the 
heat of Ghesquière’s Balenciaga has been bottled, literally, in the form of 
an urban perfume inspired by his favourite aromas: violets, gasoline and 
floor wax, (This is, after all, the designer who, when asked what had 
inspired an almost neon green used in his clothing disarmingly replied, “a 
Bic lighter”).  
(Hume 2010, para. 13)  
The four-page feature mixes designs and the brand’s faces, splash them across the 
page in photographs of pieces showcased from the runway. Hume also draws on the 
celebrity element, revealing that Ghesquière used, “Oscar-winning American actress 
Jennifer Connelly, the antithesis of a Hollywood cheerleader” (Hume 2010, para. 5) 
as a model to champion his mood. “If you wanted to get meteorological, you’d say 
Ghesquière’s Balenciaga is a dark cloud passing over the sun and thus is adored by 
those complicated souls who prefer the shade” (ibid.). During the show at Paris 
Fashion Week, Balenciaga sent their anti-school run fashions down the runway in 
front of their lethally loyal customers and exclusive press. Hume explored this 
mythical world, where designers indulge their fantasies, and outfits cost the earth. 
“There’s grey-blue leather jeans as skinny as your wrist, a hoodie of moulded leather 
and nylon, a miniskirt of 3D leather porcupine quills, sky-high boots looped to the 
ankle with laser-compressed strips of cobalt leather” (Hume 2010, para. 6). By the 
time the reader reaches the last sentence, they have formed a clear picture of 
Balenciaga the brand, Ghesquière the designer, and Guichot the brand builder.  
 
 158 
Overall this feature article demonstrates the Australian Financial Review’s 
intellectual fashion voice and the use of powerful, provocative journalism. A strong 
component of the Australian Financial Review’s mix is the engaging interactive 
features propelled by a dedication to service journalism, and aim to always involve 
the reader in every page. 
 
Conclusion  
Australian fashion journalism reports on fashion either produced or consumed in 
Australia, and relies on a set of professional practices and values that are inter-
dependent of other fields of journalism. These practices have been documented by 
drawing on journalism theory and practice. As outlined in Chapter 2 and supported in 
this chapter, a professional practice is one where the practitioners have skilled 
knowledge of a field (fashion and journalism), training and education (a cadetship or 
a tertiary degree), competence (knowledge of writing and communicating a story), a 
governing organisation (the AJA, ABC and the CAB), a code of conduct (code of 
ethics), and provides a service to others (the audience). 
 
The 22 experts approach the interviews from a producer-centric point of view, and 
provide substantial evidence to support the professionalisation of the field by 
highlighting the skill-set required to work in the industry. This includes having an 
understanding of fashion journalism’s forms – news, features, review, critique, 
analysis, business, consumer reports and eye candy models. The current practices of 
fashion journalism reveal that the main avenues in which to use these key skills 
ensures journalists have knowledge of how to write runway reports, trend forecasts, 
general features, red carpet watch, and beauty reviews. Australian fashion journalism 
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standards and fashion journalism values have been discussed to highlight what 
constitutes professional standards of ‘best’ practice for fashion journalists, and 
articulates ethical reporting in regards to gift receiving. 
 
This research also makes the formal discovery that in-depth, investigative and 
informative journalism can function alongside infotainment style features. While 
fashion can be reported by delving into the depths of its multi-million dollar industry, 
the medium can also be entertaining by cleverly poking fun at and mocking those 
areas of the business that are frivolous and fun. Such variety of coverage is necessary 
because fashion media must appeal to a much wider readership than just fashionistas. 
Also important is the matter of how fashion journalism translates the specialist 
knowledge of fashion into terms that will appeal to everyone. 
 
Fashion journalism has previously been undervalued as a field in media studies, but 
the shift from conceptualising the relationship of women’s roles in journalism has 
changed. With this change, fashion journalism has been able to develop into a 
discrete media field, which shares the same practices as journalism but maintains its 
own values. These implications are detailed below in the following chapter. 
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CHAPTER 6. IMPLICATIONS FOR FASHION MEDIA 
AND FASHION JOURNALISM  
 
By focusing on fashion media and fashion journalism, and relating scholarly research 
on the industry to the opinions of industry experts, this chapter foregrounds findings 
for the professionalisation of the field and reviews key themes. This chapter also 
updates the discussion on the role of women in media, online publications, and 
models of best practice. 
 
Specific forms of journalism are often taken to be emblems of journalistic best 
practice: news; features; and investigative reports. These forms contribute to 
‘professional’ journalism in general and in turn, ‘professional’ fashion journalism. 
‘Softer’ forms of lifestyle journalism do not usually figure in popular, or even 
professional recognition as sites of journalistic excellence. Poor practices are not the 
only contributing factor to the tarnished reputation of fashion journalism. The 
industry itself is problematic not just individual titles, stories or forms of journalism. 
 
Recent developments in fashion media and fashion journalism have inflected a once 
negative ‘feminised’ space with a move towards the professionalisation of a 
specialised field of journalism. The significance of fashion journalism, as well as 
associated debates of a professional practice, gender, the public sphere and 
consumerism has been canvassed in the Literature Review. The relationship between 
corporate industry (both fashion and media) and professional practice, was 
reconsidered and updated for the more interactive era of the twenty-first century. 
This was achieved through media mapping (industry), textual analysis (examining 
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fashion journalism as a code of practice) and interviews (eliciting producer points of 
view on the current state of the industry). 
 
Fashion Media Findings 
The fast-paced fashion media have been subjected to various changes, including 
recent media ownership and control changes, and ongoing technological 
advancements. Fashion has also been a driving force in social change. As a format of 
‘soft’ news, fashion has been an important driver of media. Its fragmentation and 
specialisation is what the media industries look to capitalise upon. While the field of 
journalism was slow to address it as a valid form of news, fashion is now considered 
an important site of news and an industry worth billions of dollars. The market has 
also experienced further fragmentation and internationalisation with further changes 
in media ownership. While a percentage of Australia’s media ownership is now 
offshore, fashion media is also drawn into an internationalised field of journalism 
and international professional practices. This is a form of expansion not a 
contraction.  
 
These new developments will shape the context for professional practices for 
decades to come. One change that is evident now, however, is the role of women in 
media, and how key female editors and journalists have established specialist 
professional practices that have allowed the discrete media field of fashion to be a 
recognised and valued field of journalism.  
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The Role of Women in Media 
As discussed in the Literature Review, the role of women in media is typically 
geared towards the negative gendered space and ideologies of the body.  
A dilemma facing women journalists from the start was that the very 
notion of objectivity and impartiality were anchored within a partial, 
male-orientated construction of knowledge, reportage and ‘news’ which 
produced a patriarchal framework for the professionalisation of the 
occupation. News about women’s issues was ignored or sensationalised 
and women readers were widely regarded as interested only in ‘gossip’.  
(Chambers, Fleming and Steiner 2004, 7)  
In one respect women editors have been diagnostic in their approach to the way that 
fashion issues are reported on, namely women’s bodies.  
Almost one year ago, and led by US Vogue’s Editor-in-Chief Anna 
Wintour, all editions of Vogue signed The Health Initiative, a pact 
between the international editors to promote a healthier body image 
within the industry. I take this commitment very seriously, not just as an 
editor but as the mother of two seven-year-old girls.  
(McCann 2013, para. 7)  
In the same news.com.au article, McCann (2013, para. 1) voiced her opinion on the 
issue:  
After seeing shows yesterday in which I thought some girls looked too 
thin, I urge designers and stylists who are casting models for their 
runways to favour healthy looking body-types over skeletal frames. The 
time for change within our industry has well passed. 
 The once negatively-viewed, ‘feminised’ media space is now a professionalised and 
conducive environment for women’s issues and interests. 
 
The media industry is unequivocally an important part of society’s structure, which 
for decades has included women’s fashion magazines.  
 163 
Fashion is one of the fastest moving parts of pop culture and as one of the 
fastest moving parts of pop culture, it could […] tell us what, as a race of 
human beings, we’re preoccupied with or interested in. I think that is one 
purpose that fashion journalism can serve, and as a sociological comment 
it could be taken quite seriously. 
(Anonymous, personal interview, December 12, 2010)  
British Vogue Editor, Alexandra Shulman (2009) says contemporary media is all 
about solving problems for the modern woman. She talks about the need for a plan, 
and analyses why women in particular, turn to magazines for solutions to their 
problems in the form of systems.  
Lists, plans, solutions – we love them all. I think our affection for 
systems accounts largely for why we have such a huge magazine 
industry. Women’s magazines are always suggesting they can provide the 
answers to our problems: the ideal bathroom cabinet, the diet that works, 
how to plan the capsule wardrobe. And we (and no one more than I) 
believe they’ll make the difference. We exist in perpetual hope that there 
is a way to make the perfect life.  
(Shulman 2009, para. 18-20) 
This highlights one important element in the way fashion media is constructed: to 
sell information to consumers. It is also designed to entertain. Moreover, as Spencer 
(personal interview, April 6, 2010) explains, “It always serves as a view of a market 
– a very important market which makes billions of pounds worldwide”. Editors and 
journalists therefore prognosticate about the wants and needs of consumers, whether 
in features about bikinis or an economic crisis regarding fashion. Just as Anne Scott 
James set forth in one of the earliest fashion publications, contemporary journalists 
still address the value of living, with or without the influence of a male-dominated 
sphere. The difference today lays in the fact that the field now is an accepted and 
valued profession. 
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The previous predisposition of undervaluing the field, which has rippled through the 
industry, was something that Spencer (personal interview, April 6, 2010) is able to 
identify with; in doing so she proposes rethinking the industry, based on her personal 
experience: 
I admit to having to overcome some personal prejudices through my role 
as Editor of Ragtrader. My background is actually in daily newspaper 
reporting, where I have at various times covered police, criminal court, 
education, youth affairs and local body politics rounds. One of the 
reasons I initially turned this role down was because I felt writing about 
fashion – even the business of fashion – would be a bad career move and 
I would potentially be damaging my chances of entering consumer press 
at a later time.  
I was also concerned that any staff I inherited would be more focused on 
the glamour side of the industry rather than real journalism. Fortunately 
my experiences over the past three years have taught me otherwise. Many 
of the issues affecting this industry are mirrored in other industries in 
terms of skills shortages and lack of funding. There are also a myriad of 
other issues equally as challenging facing the industry such as outworker 
protection, sustainability and onshore versus offshore manufacturing.  
This experience suggests that much has changed in mainstream media. Chambers, 
Fleming and Steiner (2004, 12) argue women have gone on to “achieve critical mass 
in certain subfields and to break through the barriers to decision-making positions”. 
Women have also expanded and professionalised the field by turning women’s 
interest topics such as fashion, lifestyle and homemaking into profitable themes for 
professional treatment with strong advertising. “Women have used their own 
specialised media to create, defend, explain and celebrate new identities, new roles 
and new worlds for women” (ibid.). These new roles and new worlds include online. 
Through these various processes, fashion journalism has become its own discrete 
media field. 
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The Online Versus Print Debate 
While the online media realm may be flourishing, there is still huge debate about the 
reliability (Deuze 2003; Nossek 2009; Weaver 2006). Thompson (2006) questions 
the accuracy of reports, and asks whether bloggers are being bought off. Perhaps 
they are just whipping up opinion pieces with no critical eye behind the catch phrase. 
When an interviewer asked the then 13-year-old Tavi Gevinson about her Style 
Rookie blog she replied, “I’m tired of the blogs vs. magazines debate, because they 
are good for different things and each has a different goal” (Gevinson 2009, para. 2). 
The goals Gevinson refers to relate to blogs, which are about instant reports; whether 
opinionated or factual, they service a real-time audience that likes to be kept abreast 
of the world. Blogs also do not have editorial restraints. There are no word limits, no 
restrictions on the amount of posts or topics, whether they are picture- or text-led. 
The content is purely at the discretion of the editor or owner of the site, as opposed to 
a print publication, where the size of the editorial is governed by the physical size of 
the publication. There are often restrictions on the number of articles, how many 
pages, and the word count allocated to each article, the picture-to-text ratio, and the 
number of paid articles such as advertorials. 
 
A paradigm shift is starting to take place within the media realm. While print and 
online media have a symbiotic relationship in one blogosphere, they also compete. 
The tension between print and online professionals was illustrated in 2010. Teen 
blogger, Gevinson was invited to sit front row at the Christian Dior show during 
Paris Haute Couture Fashion Week. Dressed with a giant bow attached to her head, 
she subsequently blocked the view of UK Grazia’s Style Director, Paula Reed, 
causing the established writer to start a bloggers ‘war’ (Amed 2010, Mesure 2010). 
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However Gevinson (2010, para. 1) was quick to calm the situation, responding on 
her blog Style Rookie: “I had no intentions of blocking the views of people behind 
me but it didn’t block any views – I’m SHORT”. Gevinson then added: “I am really 
curious as to when news websites will write something interesting, i.e. not what 
someone wore to a fashion show” (Gevinson 2010, para. 3). Gevinson was able to 
defend herself directly and immediately. Print-based fashion journalists have also 
reported that, “senior fashion insiders believe blogs have turned into little more than 
mouthpieces for fashion brands, which are increasingly using bloggers to regurgitate 
their press releases” (Mesure 2010, para. 7). However there are also designers who 
are trying to control the immediacy of online. 
 
Foley (2004) notes that Tom Ford attempted to challenge the rise of digital reporting, 
and minimise the immediate exposure of his spring/summer 2011 collection. This 
was in response to the negative impact that real-time reporting can have on a fashion 
designer. Ford’s audience was restricted to a select and small group of media that he 
trusted to deliver his message without photographs immediately being posted on the 
Internet. The control in his decision ensured that high street brands were not privy to 
his collection, and therefore could not copy it immediately – a reality for many 
designers – and his customers could be confident that what they were buying to wear 
was unique to the Tom Ford brand. However the immediacy and popularity of the 
online environment is unavoidable. “At the end of the day, the way I look at it, and 
I’m no techie whiz, it’s a delivery system. For a long, long time, the paper was the 
fastest delivery system. Then television was the fastest delivery system. We have to 
continue to embrace the possibilities” (Foley quoted in Wilson 2010, para. 12). The 
important point is the way collections are interpreted and delivered.  
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When you are writing reviews, it has always been pretty fast. You don’t 
have a lot of time to let a collection sink in. In a perfect world, it would 
be great to see the show, then see the clothes in the showroom, but a 
show is the designer’s chosen way to put his or her statement out there. 
What I write is largely an emotional response, but that is what fashion is, 
an emotional response. 
(Foley in Wilson 2010, para. 8)  
WWD has made a point of embracing the new technology culture, which is a proven 
magazine technique of the market leaders.  
 
For those professionals specialising in fashion journalism, however, it means 
competition for a placement increases, as fewer jobs exist. The emergence of more 
online publications does not necessarily translate to more positions either, as print 
teams also tend to contribute to digital publications. The trend to move online acts to 
increase the competitiveness of the industry across the digital market, and in doing so 
maintains the impetus for the professionalisation of fashion journalism development. 
However the ever-expanding boundaries and capabilities of online, and the lowering 
of entry barriers complicates the professionalisation of fashion journalism. It also 
raises questions about the future of print. A graduate from UCLA (in Brown 2010, 
para. 4) laments, “It seems that in these times when pragmatism rules, I have dreamt 
up an impractical dream. I have chosen to pursue journalism in a time when print is 
being [considered] post-mortem”. However, while the future of print publications is 
still to be determined, journalism itself is experiencing a change wrought by the new 
digital era. “I think the industry’s a bit confused about the online stuff at the moment 
but I think that’s evolving”, argues Anonymous (personal interview, December 12, 
2010).  
 
 168 
There are publications that simply use their online portal to point to their print 
publication’s editorial; while at the opposite end of the scale, there are start-up-sister-
sites that become bigger than the magazine they were designed to support. Both the 
online and the print versions become completely disjointed, as was the case with 
Vogue US and Style.com. “One is more clearly geared at the entertainment driven 
fashion journalism and the other one is more industry-based. I think there’s so many 
outlets because it’s a popular and lucrative business”, stated Anonymous (personal 
interview, December 12, 2010). Vogue’s solution was to continue Style.com as a 
successful entity in its own right, and launch Vogue.com to support the print 
publication. This highlights a call for an increase in a more strategic plan from media 
outlets to ensure their online publications are above the threshold of ‘average’-
reaching, ‘opinion’-orientated forums.  
 
Francis Bacon (1597) argued that ‘knowledge is power’. Social networking ‘expert’ 
Mike Laurie (2010, para. 6) claims that Bacon ‘fundamentally’ means that “the more 
you understand about life, the more chance you have at success. Yet these days, 
Wikipedia and Google have democratised information to the point where anyone is 
able to acquire the knowledge they may want”. With smartphone and tablet access, 
the world’s encyclopedias are available on personalised screens. Yet based on 
consumer consumption and trends, the iPad in particular has helped revolutionise the 
way magazines communicate with their audiences and, in turn, can ensure their 
survival. “Over 500 years later, in the late twentieth century, many people began 
predicting that print media, at least in book form would die out” (Lee 2004, 31). For 
decades, the media itself has been buzzing about the death of print. Yet the physical 
page-turners that a consumer is accustomed to are simply evolving.  
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In the new digital age, there are professionals who are embracing new technologies 
and setting up revolutionary online sites to complement their publication. This era 
has seen an exploration of new communication tools and an introduction to 
interactive shopping, fashion apps, intrinsic social media strategies, user-generated 
content and a growing sense of online community that is a powerful driver in the 
new online media sphere (Indvik 2010; Prabhakar 2010; Wright Lee 2009). 
Magazines such as Australia’s Harper’s Bazaar were able to evolve the presence of 
online publications one step further under the direction of then Editor-in-Chief, 
Edwina McCann (2010):  
We were the first to market with the Blackberry application, we’ve got a 
great website full of rich content, wonderful blogs, behind the scenes 
videos. But now we want to take it one step further. We want our readers 
to be able to interact with our magazine and we’ve seen the future. It’s 
moving magazines.  
By embracing both print and online, a new era of reporting was addressed as a 
benefit to both mediums. In 2012, McCann was appointed the Editor-in-Chief at 
Vogue Australia, where she took the majority of her Harper’s Bazaar editorial and 
fashion team (Christina Centenera, Georgie McCourt and Jillian Davidson) and her 
‘McCann-do’ approach to the title.  
Declining print magazine sales is one trend Vogue Australia’s new Editor 
Edwina McCann is determined not to follow. As she notches up eight 
weeks at the helm, and with the all-important October issue about to 
arrive on newsstands laden with new-season advertising and fronted by 
singer Lana Del Rey, McCann believes she can lift the style bible from 
the back of the monthly fashion pack with growth in its key audience of 
30-plus women.  
(Jackson 2012, para. 1-2)  
Undoubtedly McCann’s online plans for the Australian Vogue ‘brand’ will also boost 
digital media (to date, these plans are yet to be announced).   
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By combining both mediums, the constant struggle to stay relevant with the 
emergence of online in the magazine world is diminished.  
Obviously it is much more difficult to remain relevant from a news 
perspective in a magazine, than say online – simply because the sense of 
urgency is not quite the same. With Ragtrader for example I sign off on 
our news pages a full week before the magazine is published. Sometimes 
that week can be extremely agonising. Personally I find it extremely 
difficult when we are afforded an exclusive on something but then must 
wait at least two weeks before seeing the story is in print. To help 
overcome this we have a Ragtrader website which is updated with news 
each day. However with exclusives it is a very fine line by 
acknowledging that you have the information yet not repeating the same 
information in print as online. 
(Porter, personal interview, May 19, 2008) 
Print publications struggle with the same issues on a global scale: “Online have an 
advantage because they can be more reactive and immediate however, people still 
turn to magazines for bigger fashion stories and features”, says Mulhall (personal 
interview, May 17, 2010). Sara Allen (personal interview, June 2, 2010) agrees: 
“Monthly and weekly print publications seem to be the most researched and 
comprehensive. Online content and blogs are the most up-to date but also the most 
‘disposable’”. This is sometimes seen as a problem with print publications struggling 
to stay fresh when they are competing with online counterparts that post breaking 
news while weekly magazines may take several days to reveal the story. “There were 
two core newsroom codes at work throughout the years: Get the story. Be first” 
(Nardoza 2010, 40). As a result, weekly publications tend to reveal the story behind 
the story, while monthlies often do a full profile on the person involved to make sure 
they do not seem out of reach with news and still ensure their content remains fresh. 
By this stage, however, the story in the online world is a mere memory.  
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I think the issue for magazines as a whole is coming up with deeper 
pieces that take the breaking news and turn it into something analytical 
and interesting and farther-reaching – because of course the glossies can’t 
cover breaking news the way a daily paper or a blog can, they need to dig 
deeper into that news and find the think piece buried there. That may 
require more creative reporting. 
(Cocks, personal interview, April 22, 2010)  
Industry experts are clearly reacting to the new trend and creating practical solutions 
for continued expansion.  
 
As with print, online faces its own challenges too. “Timing is vital to our success –  
we have no lead time at all – we write and post in the same hour,” says Quigley 
(personal interview, July 7, 2008). This is the case with most online publications.  
Compared to glossies who have a three month lead time we are red hot 
off the press – it must have some impact. I think that production is the 
crucial difference between printed and non-printed stuff. By the time a 
glossy hits the stands a lot of the content can now be old news. Terribly 
sad for them, but I still prefer the real thing to reading online.  
(Quigley, personal interview, July 7, 2008)  
While the decline of print is incomparable to the growth of online, the margin of best 
practice is also juxtaposed. “Some blogs are obviously written so quickly, that on 
occasion I have spotted errors, but I think that’s more to do with bad journalism. 
Suzy Menkes and Hilary Alexander literally run from fashion show to fashion show 
and manage to file some brilliant words”, says Ross (personal interview, August 8, 
2010). Erwin (personal interview, June 6, 2010) likens the blog to a ‘snack’, which if 
packed just right can appease even the most ‘fashion hungry’ consumers. However 
with such a plethora of online publications – good and bad – “and low to nonexistent 
borders of quality control”, says Erwin (ibid.), it is often hard for consumers to know 
which bloggers are credible.  
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Every credible publication will be guided by a standard set by the publishing house, 
and administered to the team by the editor.  
Of course, every writer commissioned by or on staff for a media entity 
will follow its style guide and write to its audience. A fashion journalist 
on The Times will have a different approach to a story than, say a writer 
on Grazia magazine. Some are more credible than others though – 
obviously, blog sites are entertaining and sometimes informative, but 
almost always not credible. Broadsheet newspapers are perceived to be 
(and probably are) more credible than magazines or television, because 
their purpose is to generally convey news in an entertaining way, rather 
than to purely entertain and inform. 
(Sharp, personal interview, April 21, 2009)  
 
Different media might take liberties in order to contextualise and classify fashion 
reportage, however those liberties can be stretched by bloggers. “I am personally 
anti-blog. I feel that anybody can create one and label themselves an expert on any 
industry. I don’t feel they have the credibility that bona fide media outlets do”, says 
Simon (personal interview, January 21, 2009). Hence the restricted analysis of blogs 
within this research. However, the industry’s use of the Internet has opened up new 
avenues of communication. “The web has become a phenomenal resource. When I 
started out, the collections took an age to filter through to readers. Now, it’s 
instantaneous”, says Spencer (personal interview, April 6, 2010). Trotter (personal 
interview, April 6, 2010) also acknowledges the change, noting, “What I find the 
most interesting is the speed we receive information now – we can watch shows live 
on blogs as they happen – a huge development in media”. Between the speed at 
which information is delivered, and the abundance of information that is generated, 
the Internet is a powerful source of data.  
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As the purpose of online journalism is regulated within the media industry, the 
collaboration between the two types of media (print and digital), remains 
unharnessed in a congruent manner by all in the industry. “I’d love to see magazines 
that find a way to marry their print work with their online presence in a way that 
feels like an organic whole, as a way to deal with that”, says Morgan (personal 
interview, April 22, 2010). However, the power of online journalism to promote 
news instantaneously is unquestionable. Lock (personal interview, June 20, 2011) 
agrees: “Online is winning. It’s as simple as that. It’s accessible; it’s here in my 
pocket. When Patty [Huntington] wants to tell me something, here it is. I think with 
the online technology, which is really surpassing print in every way, it’s just 
obvious”. In June 2011, Simon Lock was announced as the new Creative Director for 
Dubai Fashion Week. At the time, as the Editor of AhlanLive.com – a Middle East-
based online magazine and digital version of Ahlan! the “region’s biggest selling 
celebrity weekly magazine” published by ITP – I was one of the first to interview 
Lock about his new position. The subsequent impact of online journalists in 
disseminating this news to an audience (as with most breaking news online), was 
immediately noticed around the world. “Since your story went out I’ve had people 
from all over the world congratulate me on being Creative Director of Dubai Fashion 
Week”, Lock says (personal interview, June 20, 2011). “What went out online – and 
you were part of that – people didn’t pick up on it because it was reported in a 
newspaper; people picked up on it because it was online – it was blogged about”. 
Online is immediate, print can be an inspiration. 
 
Glossies are a constant source of inspiration for journalists who have to deliver new 
ways of staying ahead of the technologically-inclined fashion pack. Moreover, print 
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is still the most developed source of published and professionalised fashion 
journalism. It is also a palpable resource for industry experts. “Seriously, what can 
beat an expensive high-end glossy cross-over mag? Edgy images, avant-garde 
clothing, designer interviews and loads of pop culture”, says Whitfield (personal 
interview, September 22, 2008). “As a writer, I prefer magazines. There is something 
special in seeing the words and images side-by-side, created by people who love 
fashion, and who know the most effective and beneficial methods of delivering it to 
an audience”, says Simon (personal interview, January 21, 2009). “Personally? I love 
magazines – I love print media and the visual aspect of magazines”, says Sharp 
(personal interview, April 21, 2009). Fashion media now come to us as newspapers 
and magazines from the local newsagency or in an invisible library of online 
publications. There is a clear consumer demand for multi-platform fashion media, 
and publishers are responding accordingly. 
 
Simply by walking into a newsagent and picking up the first magazine on the shelf, it 
is evident how magazines are embracing digital media platforms, including social 
media. For example, in the February 2011 issue of Cosmopolitan UK, Editor, Louise 
Court invites her readers online: “Follow me on Twitter at 
twitter.com/LouiseCosmoEd”. In Marie Claire UK readers are entreated to: “Log on 
now for the best in news, fashion, beauty and celebrity”. High-end fashion 
magazines also are drawing attention to their websites, which are now proving to 
create revenue in their own right. Vogue recently ran a full-page editorial for 
Vogue.com, highlighting, “exclusive video, front row from the shows and from the 
blogs”. Harper’s Bazaar Online has showcased “fashion, beauty, travel and going 
out”, which was advertised in their print publication.  
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Social media are also proving to be a pivotal point in the evolution of fashion’s 
online communication. Designers and brands now have online portals. Australian 
supermodel, Miranda Kerr has her own site – Kora Organics (koraorganics.com) –  
where she sells her organic skincare beauty range, and offers healthy lifestyle tips. 
Heidi Klum is another supermodel who went digital, signing a seven-figure deal with 
AOL to launch a website – heidiklum.aol.com/splash – that gives fashion advice to 
anyone willing to log on. Even Gwyneth Paltrow has a blog and e-newsletter titled 
Goop (goop.com). The site details the A-lister’s thoughts on what to “make, go, get, 
do, be and see”, and she often enlists the help of her celebrity friends to contribute 
advice. In 2011, Gwyneth collaborated with global shopping site Net-a-Porter to 
demonstrate how to get the celeb look on Goop. This kind of strategy is unsurprising 
to media consumers or producers given that only ten years ago, MySpace was a 
teen’s technology toy, and tweets were a noise birds made. Today, everyone from 
politicians including the Australian Prime Minister Julia Gillard, His Highness 
Sheikh Mohammed bin Rashid Al Maktoum, the UAE Prime Minister and Vice-
President and Ruler of Dubai to Barack Obama, the President of the United States of 
America, have an online presence. Retail outlets, brands, stylists, photographers, 
magazines, journalists, celebrities and news organisations are following the trend. 
The ability of news to go viral has the media capitalising on the ever-expanding 
potential of the Internet, and in turn so are ever-adaptable, web-savvy audiences. 
 
Print journalists were the first to rebut and, in the process, snub online media. There 
is a residual perception of digital media in the encroaching technology era. In the 
main, however, fashion media now embrace an online presence to counterbalance the 
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risks of demise altogether and, in doing so, has raised readership and brand 
awareness worldwide. 
 
Fashion Journalism Findings 
One of the most significant problems confronting fashion journalism is the niche 
feminised character of the field, which makes it vulnerable to being shunned by 
groups of media professionals who perceive ‘harder’ types of reportage to be more 
newsworthy. This means that news and features about fashion still can be restricted 
to women’s lifestyle publications or sparingly covered in mainstream news 
publications. “It still amazes me that people consider 16-page sections about men 
kicking balls around to be more serious than coverage of a global industry that 
employs many millions of people”, explains Hume (personal interview, March 22, 
2011). Carter (personal interview, June 30, 2011) concurs:  
[…]fashion is one of the biggest industries on the planet, so not taking it 
seriously is just stupid. One of the things that drive me nuts on the web is 
the endless commenters on our site who complain that we cover such a 
‘trivial’ subject. Do people complain that newspapers devote too much 
space to sport? No, generally not, but fashion probably employs far more 
people around the world than sport does. Billions of people’s livelihoods 
depend on it, so reporting about it is clearly important.  
However, after years of having to prove their worth, fashion journalists themselves 
tend to fuel the debate on why the field is undervalued, exacerbating a critical flaw in 
the industry. “Do fashion ‘journalists’ take it too seriously? [Do they] not report in 
an impartial manner, thus setting up more ammunition for people who sneer at it? 
Yes – of course”, says Carter (personal interview, June 30, 2011). In an attempt to 
reconcile these two very different ‘takes’ on fashion journalism – being too serious 
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versus the negatively viewed and passive media field – this research aims to bring 
together a theorised approach to ‘best’ practice.  
 
It is understood that fashion may be less important than reporting on wars, but it is 
not less significant than sport. “Fashion certainly has its place – it will never be as 
important as the reporting on a world crisis, natural disaster or health epidemic”, says 
Simon (personal interview, January 21, 2009). “But it should be recognised that 
fashion can and often does work hand in hand with these events. It’s a simple 
equation: people love fashion; fashion targets a worthy cause; fashion followers 
donate to this cause” (ibid.). Using a similar equation, the importance of fashion 
journalism can be noted: everybody wears clothes; clothes are fashion; writers 
document that fashion; magazines are produced; people who wear clothes read those 
magazines and buy more clothes – the better these consumers are informed, the 
better it is for the industry and culture.  
 
In retrospect the mediascape has changed and this study has focused on the current 
field in order to understand directions in which it will develop.  
The industry has changed. We are a serious newspaper that covers a 
serious global industry. Although things are different today. Things are 
more controlled. The publicists to celebrities have changed a lot of 
things. We once had a picture of Judy Garland in her dressing room shot 
by Tony Palmieri, a staff photographer. That would not happen today 
with anyone, not even a Gossip Girl, let alone Judy Garland. In 
Hollywood, everyone is so afraid of being trashed. Everyone dresses not 
for the biggest event one can imagine, but for a mass television audience. 
That may be good for the houses to have their brands radiate across the 
globe, but I don’t think it’s really good for fashion. I am dying for 
someone to show up on a red carpet in one of Raf Simons’s T-shirts and 
skirts with a peplum. I mean, how gorgeous?  
(Foley in Wilson 2010, para. 10)  
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While celebrity culture is prevalent in contemporary fashion media, changes in 
editorial direction still pander to a popular niche market. Therefore fashion as 
entertainment can still include celebrity titillation, which itself is a type of fashion 
journalism. 
 
Types of Fashion Journalism 
The question of whether fashion journalism is ‘good’ or ‘bad’ becomes irrelevant in 
the overarching debate about the professionalisation of the field. “Epistemology thus 
supplants morality by regulating questions of right and wrong and good and bad to 
the realm of values, which has no place in a system of communication that prides 
itself in being value-free” (Glasser and Marken 2005, 268) However, there are 
benchmarks, values and ethics that professions develop to define their fields and 
maintain standards. Four professionally crucial attributes – the result of ‘models’ and 
‘forms’ – influence the way journalists report on fashion: newsworthiness; features; 
investigative journalism; and to observe and report. These are identified in the 
discussion of different ‘forms’ of fashion journalism in the previous chapter. Fashion 
journalism, apart from other niche journalism fields, uses a specialised style of 
language to implement these attributes. Fashion terminology or jargon, is pertinent 
to the discrete media field, as is an in-depth understanding of the history and 
influences.  
In a similar way to the field, the domain of journalism, a subset of the 
culture one works within including the entire symbol system a culture 
uses, such as language, through to techniques, skills and specific jargon 
derived from the forms and structures pertinent to journalism, can also 
govern the creativity of journalists in both positive and negative senses.  
(McIntyre 2012, 105)  
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As discussed previously, specialism is positive in that it affords fashion journalism 
its own distinct niche, and negative in that it can be seen as trivial and therefore 
detrimental to the field. Interviewee perspectives on these attributes are discussed 
below. 
 
News: From a short grab about a new designer store opening, to a round-up of the 
season’s collections, newsworthiness is a crucial component of journalism. “Fashion 
can make and be news, so of course a news background could be helpful in certain 
instances”, says Morgan (personal interview, April 22, 2010). From being able to 
construct a story to having a nose for news, journalists can effectively report on 
anything including fashion. “I would think a mainstream news background is helpful 
to any other area of journalism. It can teach you to look for stories others might not 
see”, says Cocks (personal interview, April 22, 2010). Having an interesting lead is 
one of the most important aspects for any journalist to consider, because it will pique 
the interest of the reader. 
 
Features: After short news stories, features provide more in-depth information about 
subjects like a designer and their collection, a celebrity’s fashion style, or a fashion 
movement. “Obviously, it is a bonus if a journalist does have a fashion background 
when commenting on catwalk trends and giving a critique of a fashion show, but 
many of the stories in magazines are feature profiles on designers and require a more 
feature-based background, and a general interest in the subject, much like sports 
writing. Not all sports journalists have played a professional game”, says Anita 
Quade, Editor, HELLO! Middle East (personal interview, April 22, 2010). This is 
why being an observer of fashion can often be just as important as being a journalist. 
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While not the same skill set, an observer such as a journalist can provide a detailed 
profile with sufficient research.  
 
Investigative journalism: The field of fashion involves just as much investigation 
as any news story. From the history of a fashion house to the development of a new 
product line, or the story behind a budding designer, there is an abundance of 
information waiting to be sifted through. However, as previously discussed, without 
adequate training, it is difficult to extract the details of a good story. “Definitely, 
news journalists can get into more of the investigative side and make a useful 
contribution by also talking about the state of the industry, retail fashion profits and 
the export of fashion on a more news based level”, says Quade (personal interview, 
April 22, 2010). In this way, articles written about fashion can be fleshed out and 
communicated in a manner that does the information justice, and highlights the field 
of fashion.  
 
Reports: A published article, whether in print or online, will report a story to a 
public. Trotter (personal interview, December 8, 2010) advises, “I want to hear your 
voice, talk to readers the way in which you conduct a conversation with a friend, 
work hard on finding a different angle, don’t try too hard as it comes across as 
forced”. Journalists are responsible for delivering news to specific target markets. 
They need to know the public’s perception, and how to find out a story worth telling. 
“It’s more important to write persuasively than to have an MA from St Martins”, 
says Spencer (personal interview, April 6, 2010). At a fashion show, a news 
journalist carries a different perspective to a fashion journalist and, in turn, will 
deliver a different story. “Some of the best fashion journalism has come from 
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individuals who work outside the loop”, continues Spencer (ibid.). For example, 
while a fashion journalist may note the labels worn by the celebrities on the front 
row, the cut and style of dress on the catwalk and the designer’s reference points, a 
news journalist might note the music and the atmosphere, as well as the mood of the 
crowd which, for some publications, makes for a much more interesting read.  
 
Consumers tend to trust the opinions of people who tell the truth about fashion, 
whether it is dictated to them or not. Whitfield (personal interview, September 22, 
2008) argues that if fashion is approached,  
[…] intelligently and it doesn’t simply address the usual sensational 
issues (eating disorders, underage models), [then journalism on the 
subject can be engaging]. Journalism can help to contextualise the role of 
fashion, its references and meanings, help to debate the terms and situate 
it within socio-cultural, economic, historical and/or artistic frameworks.  
Fashion journalists and journalists writing about fashion need to find the angle that 
ensures they are getting the best story for their public. Lee (2004, 33) argues that, “as 
human beings, we are hard-wired to respond to stories”. From the first documented 
writings, story-telling has been a part of culture. It has also divulged great truths 
about societies, and offers a sense of belonging to people in communities. “This has 
long been known by people seeking to influence others: their speeches and writings 
of full stories. And the tellers of powerful stories have always had avid readers and 
listeners” (ibid.). In fashion journalism, the telling of stories take the form of news, 
features, investigative journalism and reports. 
 
Reporting on Fashion 
Journalists interviewed for this research, insist that while they recognise that  
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celebrity stories sell fashion media, there is room to be intelligent, to educate, or at 
least be humorous.  
I know you’re going to have to peg it on the celebrity outfit or the 
scandal or what happened in the show when the girl’s top feel off or 
something like that if you’re mainstream media. […] But if you can 
maybe take the discussion or move the discourse a little further towards 
some of those more serious topics like ‘what does this indicate about the 
human race how we decorate ourselves’ and basically that can make the 
world a better place if we understand ourselves. […] I think that’s a good 
way to approach fashion journalism as not to just focus on the salacious. 
(Anonymous, personal interview, December 12, 2010)  
 
This interviewee’s appeal to move towards more intelligent reporting – in concession 
with Anna Wintour’s Vogue ‘model act’ – heeds and enhances the 
professionalisation of fashion journalism practices. The risk here is that fashion is 
misconceived by those not necessarily aware of its values and nuances and the 
consequences of these misconceptions form the output from within the industry.  
On some occasions, it is very obvious that the journalist writing a piece 
on a fashion show/trends piece does not actually have a fashion 
background, so unless people are a particular expert in this area, much 
like food critics, then I think they should steer clear of giving their 
opinions on ranges. It would be much better to preview the range and let 
readers make up their minds if they aren’t experienced and qualified in 
this area. 
(Quade, personal interview, April 22, 2010)  
Professional approaches to this kind of reportage were identified by interviewees. 
 
1. Report the facts. “At best, news journalists could provide factual comments on the 
industry and its personalities”, says Shaw (personal interview, March 23, 2011). 
This, considering the publication the journalist is writing for, will probably convey 
the story better to the readers by offering a report rather than an in-depth analysis of 
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the topic. “I think it is fair to say that generally, journalists who do not have fashion 
backgrounds work at publications where the audiences do not have fashion 
backgrounds either”, says Wheaton (personal interview, June 11, 2008). This is not 
to say that journalists cannot then qualify as ‘best’ practicing fashion journalists. “I 
believe coming from a non-fashion background has actually been an advantage in my 
current position”, reiterates Porter (personal interview, May 19, 2008), who 
continues:  
I have made it my own personal mission to apply all the lessons/skills 
learnt in newspaper journalism to this role and in turn to my staff. 
Initially it was met with reluctance but in teaching them to fight for front 
page stories and securing exclusives, they have now realised they have 
opened up many more employment opportunities further down the track.  
I do not allow use of jargon in any stories and have turned what was a 
soft business magazine into a much more news focused fortnightly 
periodical. This, together with the introduction of more 
colour/personality type and news-based features has resulted in the 
magazine actually selling more copies, both on newsstands and through 
subscriptions. I found that when I started covering the fashion industry 
that people were very patient and were willing to share their time for me 
to ask them as many questions as I wanted to get up to speed with the 
issues affecting the industry. This would not have been the case if I had 
boasted a ‘know-it-all’ approach.  
That said, I think it’s important to have a balance and I have deliberately 
chosen staff who support me in this area. I’m not passionate about 
fashion but I am passionate about people and about journalism. I have 
one particular reporter who lives for fashion and whose every waking 
moment is spent devouring fashion magazines from overseas. I tend to 
utilise her to write our trends coverage as she has a much better eye while 
I am perhaps stronger than her in other areas. Like any reporter I think 
fashion journalists can sometimes suffer from tunnel vision – therefore a 
fresh outside perspective can never be a bad thing.  
A writer with a non-fashion background can coherently tell the story, as long as they 
do not tell it with a predisposition. This is why it is so important for journalists to be 
responsible reporters. “I find they always have a slightly cynical view on fashion 
because they can’t grasp that clothes are so powerful and that fashion design has 
really shaped eras and decades – in terms of culture”, says Mulhall (personal 
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interview, May 17, 2010). “They are not jaded or influenced so much by the 
industry”, says Allen (personal interview, June 2, 2010) adding that, “they can report 
diplomatically without being seen as potentially politically incorrect as perhaps an 
industry insider”. However, any journalist with an eye for a story will show how the 
‘usual’ can become newsworthy.  
Mainstream news may be able to see the absurd and the amazing. 
Corruption and talent would be examples of those extremes. Although on 
the other hand – mainstream media may sometimes not be able to spot 
talent, just by the nature of not understanding something because they 
have never seen it before or it makes them feel uncomfortable.  
(Carter, personal interview, June 30, 2011) 
Responsible reporting is paramount in securing and communicating the importance 
of fashion journalism.  
 
2. The approach is research based. Knowing the topic is just as important as in any 
other field of journalism. Helena Frith Powell – Editor of M Magazine, which is the 
Saturday glossy inside the Abu-Dhabi based newspaper, The National – agrees that it 
depends on what a journalist with a non-fashion background is reporting on.  
If they are comparing D&G’s collection with Prada’s over the past ten 
years then possibly, yes, they will not know their topic well enough, but 
if they are viewing a show as a layman, well then their opinion might be 
even more welcome as it will not be tainted with too much knowledge.  
(Frith Powell, personal interview, March 16, 2009)  
Sharp (personal interview, April 21, 2009) adds,  
No journalist, no matter how talented, can write credibly about a subject 
they don’t understand. Fashion is a niche area of journalism. To 
understand a collection and the relevance and creativity behind it requires 
knowledge of the heritage, creative director, brand history and at the very 
least industry jargon for fashion cutting, shapes, styles. In the same way 
that a journalist reporting at a global economic summit could not do their 
job properly unless they had at least moderately expert knowledge of the 
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banking/finance/economic industry, nor could a journalist without a 
fashion background who is asked to report on fashion trends. 
“Any good journalist would do the research first before writing up the story. I think 
fashion is open to interpretation by all”, says Ross (personal interview, August 8, 
2010), especially when a journalist is not fully equipped with sufficient in-depth 
knowledge on a certain fashion subject. Research is done, whether by speaking to 
sources or back-reading current published pieces on the topic. Anonymous (personal 
interview, December 21, 2010) continues this argument,  
I don’t think you can be a fashion writer as such; you need to be a 
journalist; you need to know the basics of journalism so mainstream 
news journalists can bring a lot to investigating fashion because they 
bring a fresh perspective as do bloggers; but when it comes to the in-
depth stuff or the background, then I think that fashion people who have 
been working in the field are going to have a little bit more insight. 
Ultimately the skills of a journalist are critical to fashion reporting when they do not 
try and imitate the knowledge of a fashion expert. Simon (personal interview, 
January 21, 2009) agrees,  
If a journalist has a “fashion background”, they generally also have a 
positive relationship with various designers as well as a solid reputation 
within the fashion industry. That said, this is the journalist who will be 
invited to view collections prior to their release as well as speak directly 
to the designer about the inspirations and intent behind the set. However, 
it can also be refreshing at times to see or hear a non-fashion writer’s take 
on a collection as, more than anything, this will be a reflection of the 
opinion of the masses (although this risks not having the pulling power 
and influence that a fashion journalist’s opinion would). 
 
3. The approach is audience-centred communication. “As long as a journalist is 
communicating to their audience effectively, there is no injustice in this”, says 
Wheaton (personal interview, June 11, 2008). The problem here is when non-fashion 
journalists use jargon that denotes the importance of a specific collection or designer. 
Otherwise, if news journalists use the basic facts of fashion, then their story should 
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be clear, concise and not detrimental to the body of fashion journalism currently 
being produced. “In fact, a non-fashion journo probably offers a different insight to 
people in the industry”, says Barry (personal interview, June 10, 2008), “Saying that, 
a financial journalist reporting on Fashion Week may not understand the excitement 
about the creativity of the designs and the overall exhibitionism of the event”. 
Although they will certainly be able to put a price tag on an event, which always 
makes for a newsworthy piece. “I find financial titles always have a pretty realistic 
way of reporting on fashion though”, says Mulhall (personal interview, May 17, 
2010).  
 
As style leaders and educators, fashion journalists were able to teach consumers who 
picked up a magazine during 2007 to 2010 about the recession. Fashion journalists 
provided answers to the current crisis by questioning everything from Wall Street to 
the high street. Reading a fashion magazine compared to a business title was then, 
and remains, merely about offering a different representation of a point of view. For 
example, while news audiences learnt about stocks, fashion audiences learned about 
how Wall Street’s plummet affected the stock shares in Hermès. Furthermore, 
different fashion and women’s lifestyle magazines offered different niche 
perspectives on each topic.  
 
The world of fashion is etched in history, culture and theory, and has a shifting 
background that should not be overlooked. “Fashion is also universal, and subjective, 
which I think opens the doors for countless other voices”, says Morgan (personal 
interview, April 22, 2010). The fashion writer continues: “Fashion isn’t brain 
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surgery: everyone wears clothes – and everyone buys clothes – and therefore I think 
everyone’s opinion is valid”. Cocks (personal interview, April 22, 2010) notes,  
Take us, for instance. We have never, ever claimed to be fashion 
journalists or trend analysts. We’re just two people with opinions, taking 
each outfit at face value and saying, “Okay, sure, it’s Balenciaga, but are 
you kidding me with that?” I think an outside voice can be a really nice 
voice of realism, and an accessible one for people who don’t ordinarily 
read about fashion. But it should be used with care.  
This is precisely why journalism is a powerful tool and one that can be wielded to 
increase the level of acceptance fashion journalism has in the field of media.  
 
4. The final approach involves personal interested engagement. The Fug Girls – 
Cocks and Morgan (personal interview, April 22, 2010) – each offer significant 
advice from a non-fashion journalist’s perspective about the importance of delivering 
interesting fashion-related copy: “I think if the journalist isn’t interested in fashion, 
the coverage will be bad, and certainly you always want your reporter to be qualified 
to write the story he or she is writing”, says Morgan (personal interview, April 22, 
2010). Cocks supports Morgan (ibid.) in the same interview, saying that, “if that 
journalist misrepresents him or herself, purporting to understand history and 
background that he or she actually does not, then it’s a problem. Otherwise, why 
not?” 
 
5. Employ critical perspective. This sorts the credible from the opinion. As with any 
form of arts or culture journalism, people are paid to have an opinion, criticise and 
analyse an industry, and draw out conclusions about the business. “Reporting should 
be intelligent, informative and critical, with an understanding of fashion as a creative 
art. There should be room to debate the issues around fashion”, says Whitfield 
(personal interview, September 22, 2008). It eliminates the ‘fluff’ and produces the 
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very essence of which fashion journalism – to dictate trends, analyse style, and 
record history. As Sharp (personal interview, April 21, 2009) maintains, “No 
industry should be immune to criticism; but like any criticism, it’s not credible unless 
the person has an understanding of the subject they’re talking about. Otherwise, it’s 
just opinion” – much like a blog. Reporting the facts, conducting research, and 
choosing the method of communication are all critical to being, and validating, best 
professional practice.  
 
While most interviewees acknowledge that journalists can write about fashion, they 
also acknowledge the passion and expertise of fashion journalists. “A fashion 
journalist should have extensive knowledge of the fashion industry and understand 
every aspect of getting a garment to market”, argues Shaw (personal interview, 
March 23, 2011). There are good reasons for this:  
You need experience to review a show, especially when you’re talking 
[about the] bigger shows because you can impact someone’s business 
doing that. If you’re just some idiot off the street who goes “oh I like 
pink” or all their clothes are black so “I don’t like that” and people are 
listening to you, then you impact somebody’s business. That to me 
doesn’t seem very fair. 
(Anonymous, personal interview, December 12, 2010)  
 
However, “there is often much to gain from interdisciplinary perspectives. Of course 
there should be a basic understanding and respect. What is problematic is when 
fashion journalism is dismissed as trivial and reduced to a matter of what the 
journalist likes or doesn’t like”, says Whitfield (personal interview, September 22, 
2008). Yet sometimes if “there’s a huge issue around fashion labour production […] 
mainstream news journalists are far better placed to investigate than fashion writers, 
for instance”, says Carter (personal interview, June 30, 2011). Moreover, the 
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professional practices of fashion journalists hinge on editorial integrity, which has 
been proven to be on par with journalism’s other fields.  
The concern is that journalistic objectivity in investigating and reporting 
stories might be compromised by meddling institutions that stand to gain 
or lose from whether and how stories are reported. […] Are they talented 
individuals expressing their creative visions for clear political and 
ideological ends, or are they merely cogs in corporate machines trying to 
satiate the masses by producing texts full of ideological messages that 
maintain the interests of those in power? […] The truth of the matter lies 
somewhere in between. 
(Havens and Lotz 2012, 13)  
However fashion’s place in media, whether in newspapers, magazines, or digital 
publications, has satiated even the more skeptical media producers and consumers.  
I feel that fashion is increasingly becoming a stronger part of the front of 
the book as editors realise there’s a very strong business component to 
the industry, as well as the froth and bubble of a pretty girl on page three. 
And perhaps that’s a sign of the maturation of the industry in Australia 
[…] I really feel there’s strong ground here to move forward and that 
there are stories worth taking seriously. 
(Safe 2011)  
Australian fashion journalism is evidently forging a future that is informed by 
professional practices and knowledge of international standards of best practice. 
 
Directions for Further Research  
This study of Australian fashion journalism from a producer-centric point of view 
has defined Australian fashion media, unpacked Australian fashion journalism, and 
critiqued its professional practices. While fashion journalism is found in all media 
platforms (including print, television and online), this study focused on print, the 
most established and practiced of fashion media. Exploring the full range of fashion 
media forms was beyond the scope of this project. Similarly, it was not possible to 
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take into full account the technological changes and the possibilities for innovation 
they present. While it is obvious that the future of fashion journalism is online, the 
question of professional practices still needs to be addressed, as the border between 
online magazines and blogs continues to be blurred, not least by the very people 
working within the industry. However, after analysing the current trends and markets 
in the online world, it seems that a new niche is opening up: the moving magazine. 
The moving magazines can exploit the best of print and online, whilst giving the 
reader a fly-on-the-wall perspective of fashion, in much the same way as reality 
television.  
 
Moreover, while the number, depth and breadth of magazines continues to change, it 
is important, now more than ever, for magazines to re-evaluate their market position 
and ensure they have a market share in an offline fashion media that reflects the 
interests of their readers. As the industry changes, so too will journalism education. 
Those who teach the field within academic institutions will need to focus on an 
updated curriculum that encompasses the technical nuances of writing and practicing 
‘best’ fashion journalism for digital platforms as well as print. Ultimately, by 
connecting journalism education with best practice, scholarship on the field will be 
developed, and the gap in the market will be filled. 
 
This study has expanded knowledge of the under-researched field of fashion 
journalism and made the case for why it should be considered a professional practice, 
not a trade or a craft. This research opened a discussion, fueled by the opinions of 
industry experts, on the nature of best practice and how the field can continue to 
develop both in scholarship and as a valued field of journalism. 
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Title Publisher Parent Company 
Published By 
Editor Medium Content Demographics 
20
5 
ACCLAIM Andrew 
Montell 
Acclaim Pty Ltd Andrew Montell Men's Magazine International street culture, 
fashion, music 
Youth 
ADELAIDE ADVERTISER News Limited News Limited Melvin Mansell Newspaper Daily Newspaper Female and Male 
ADELAIDE WEDDING PAGE INA INA INA Bridal Magazine Bridal Female 
AND MEN INA Highlights 
Publications 
INA Men's  
Magazine 
Hair, fashion INA 
ATTITUDE Margie 
Budich 
Rip It Up Publishing Selena Battersby Fashion 
Magazine 
Fashion, music, art, 
entertainment 
Female  
18-35  
AUSTRALIAN BRIDE Hardie Grant 
Magazines 
Hardie Grant 
Magazines 
INA Bridal Magazine Bridal Female 
AUSTRALIAN WOMEN'S 
WEEKLY 
Bauer Bauer Media Group Helen McCabe Women's 
Magazine 
General women's interest Female  
25-54 
AUSTRALASIAN TEXTILES 
AND FASHION 
Boston 
Publishing 
Australasian Textile 
Publishers 
James Boston Fashion 
Magazine 
Fashion, textiles Female and Male 
AUSTRALIAN FINANCIAL 
REVIEW 
Fairfax Media Fairfax Media 
Publications 
Alan Mitchell Newspaper 
National 
News, business, finance, 
fashion 
Female and Male 25+  
AUSTRALIAN HAIR & 
BEAUTY 
INA INA Diana Hinschen Hair Magazine Hair, beauty, fashion Female and Male 
AUSTRALIA’S NEXT TOP 
MODEL 
Room 329 
Productions 
and Shine 
Room 329 
Productions/ FOX and 
Shine 
Sarah Murdoch Television Fashion Fashion 
BMAG McQueen 
Jones Pty Ltd 
McQueen 
Jones Pty Ltd 
Heather 
McWhinnie 
Lifestyle 
Magazine 
News, lifestyle, music, 
fashion, beauty, culture, 
food 
Female and Male 
BARB'S FACTORY 
SHOPPING GUIDE 
Universal 
Magazines 
Universal Magazines Rachel Falzon Women's 
Magazine 
Shopping Female  
18-60 
BLACK + WHITE Marcello 
Grand 
Ross Periodicals INA Photography 
Magazine 
Art, graphic design, pop 
culture, celebrity, fashion 
INA 
  
Title (continued) Address Suburb State Post 
Code 
Contact 
Number 
Email Website 
20
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ACCLAIM 
 
4 Ferguson St Abbotsford VIC 3067 03 9417 4000 press@acclaimmag.com www.acclaimmag.com 
ADELAIDE 
ADVERTISER 
 
31 Waymouth 
Street 
Adelaide SA 5000 13 0013 0370 tiser@adv.newsltd.com. 
au 
www.adelaidenow.com.au 
ADELAIDE WEDDING 
PAGE 
INA Adelaide SA 5000 08 381 3063 INA www.adelaideweddingpages. 
com.au 
AND MEN 79 Beattie St Balmain NSW 2041 02 9555 2520 editorial@highlightsmag. 
com 
www.highlightsmag.com/andMen
.php?andMen_id=1 
ATTITUDE Level 8,  
33 Franklin St 
Adelaide SA 5000 08 7129 1030 selenabattersby@ripitup. 
com.au 
www.attitudemagazine. 
com.au 
AUSTRALIAN BRIDE 658 Church St Richmond VIC 3121 03 8520 6444 editorial@bride.com.au www.bride.com.au 
AUSTRALIAN WOMEN'S 
WEEKLY 
54 Park St Sydney NSW 2000 02 9282 8540 hmccabe@bauer-
media.com.au 
www.aww.com.au 
AUSTRALASIAN 
TEXTILES AND 
FASHION 
19-21 Broadbeach 
Road 
Jan Juc VIC 3228 03 5261 3966 jboston@atfmag.com www.atfmag.com 
AUSTRALIAN 
FINANCIAL REVIEW 
Level 1, 1 Darling 
Island, Pyrmont 
Sydney NSW 2009 02 9282 3415 jmadruga@afr.com.au www.afr.com 
AUSTRALIAN HAIR & 
BEAUTY 
PO Box 89 Airlie Beach QLD 4802 07 4945 1242 diana@australianhairand 
beauty.com 
www.australianhairandbeauty. 
com 
AUSTRALIA’S NEXT 
TOP MODEL 
Building 16, 38 
Driver Ave 
Moore Park NSW 2021 02 9383 4200 INA www.fox8.tv/shows/australias-
next-top-model/ 
BMAG 
 
PO Box 600 Albion QLD 4010 07 3868 6222 b@bmag.com.au www.bmag.com.au 
BARB'S FACTORY 
SHOPPING GUIDE 
Unit 5,  
6-8 Byfield Street 
North Ryde NSW 2113 02 9527 4233 zhutchinson@universal 
magazines.com.au 
www.bargainshopper.com.au 
BLACK + WHITE Level 3,  
101-111 William 
Street 
Sydney NSW 2011 02 9360 1422 rosspub@pacbell.net www.bandwmag.com 
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ACCLAIM INA INA Quarterly Newsagent 7.95 2005   x      
ADELAIDE 
ADVERTISER 
180,960 424,000 Daily Newsagent 2.00 1858     x    
ADELAIDE 
WEDDING PAGE 
INA INA Annual Newsagent 
GG 
9.95 INA   x  x x   
AND MEN INA INA Bi-Annual Newsagent INA INA  x       
ATTITUDE 
 
40,000 160,000 Monthly 2000 outlets Free 1994 x x x x x    
AUSTRALIAN 
BRIDE 
20,000 INA Quarterly Newsagent 
GG 
14.95 INA x x  x x    
AUSTRALIAN 
WOMEN'S 
WEEKLY 
470,331 1,873,000 Monthly Newsagent 6.80 1933 x x x x x x x  
AUSTRALASIAN 
TEXTILES AND 
FASHION 
3,450 INA Bi-Monthly iSubscribe INA 1981 x x x x x x x x 
AUSTRALIAN 
FINANCIAL 
REVIEW 
74,733 255,000 Daily Newsagent INA INA x x x x x x x  
AUSTRALIAN 
HAIR & BEAUTY 
INA INA Quarterly Newsagent 
GG 
8.00 INA x x x  x x   
AUSTRALIA’S 
NEXT TOP MODEL 
INA INA Weekly Pay 
Television 
INA INA x x x x x x x x 
BMAG 425,904 1,101,000 Fortnightly Home 
delivery 
Free INA x        
BARB'S FACTORY 
SHOPPING GUIDE 
INA INA Annual Newsagent 
GG 
11.00 INA x x x x x x   
BLACK + WHITE INA INA Bi-monthly Newsagent INA INA  x       
  
Title Publisher Parent Company 
Published By 
Editor Medium Content Demographics 
20
8 
BRIDAL OPTIONS Media Hype 
Publishing Group 
Media Hype 
Publishing Group 
Elle Holland Bridal 
Magazine 
Bridal, fashion, lifestyle, beauty Female 
BRIDE TASMANIA Steve Mihalenko INA Jan Norton Bridal 
Magazine 
Bridal, fashion, lifestyle, beauty Female  
20-45 
BRIDE TO BE Pacific 
Publishing 
Pacific Magazines Sarah Stevens Bridal 
Magazine 
Bridal, fashion, lifestyle, beauty Female  
25-34 
BRIDE'S DIARY Anna Pedersen Worsthorne Pedersen 
Publishing 
Anna Pedersen Bridal 
Magazine 
Bridal, fashion, lifestyle, beauty Female 
BRIDE'S DIARY  
SOUTH AUSTRALIA 
Anna Pedersen Worsthorne Pedersen 
Publishing 
Anna Pedersen Bridal 
Magazine 
Bridal, fashion, lifestyle, beauty Female 
BRIDE'S DIARY 
BRISBANE/ 
QUEENSLAND 
Anna Pedersen Worsthorne Pedersen 
Publishing 
Anna Pedersen Bridal 
Magazine 
Bridal, fashion, lifestyle, beauty Female 
BRIDE'S DIARY 
CANBERRA/ ACT 
Anna Pedersen Worsthorne Pedersen 
Publishing 
Anna Pedersen Bridal 
Magazine 
Bridal, fashion, lifestyle, beauty Female 
BRIDE'S DIARY 
ILLAWARRA 
Anna Pedersen Worsthorne Pedersen 
Publishing 
Anna Pedersen Bridal 
Magazine 
Bridal, fashion, lifestyle, beauty Female 
BRIDE'S DIARY PERTH/ 
WESTERN AUSTRALIA 
Anna Pedersen Worsthorne Pedersen 
Publishing 
Anna Pedersen Bridal 
Magazine 
Bridal, fashion, lifestyle, beauty Female 
BRIDE'S DIARY SYDNEY Anna Pedersen Worsthorne Pedersen 
Publishing 
Anna Pedersen Bridal 
Magazine 
Bridal, fashion, lifestyle, beauty Female 
BRISBANE BRIDE Paddington 
Publications 
Paddington 
Publications 
Kerrie 
Gowenlock 
Bridal 
Magazine 
Bridal, fashion, lifestyle, beauty Female 
CAIRNS POST News Limited News Limited Neil Melloy Newspaper 
Daily 
Entertainment and celebrity news 
sections 
Female and Male 
CANBERRA TIMES Fairfax Media Fairfax Media Rod Quinn Newspaper 
Daily 
News, sport, occasional fashion Female and Male 
CITY WEEKLY SYDNEY 
 
FPC Courier Courier Newspapers Paul Hayes Lifestyle Lifestyle Female and Male 
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20
9 
BRIDAL OPTIONS 
 
189 Brisbane 
Street, Northbridge 
Perth WA 6923 08 9402 7484 info@mediahype.com.au www.bridaloptions.com.au 
BRIDE TASMANIA 
 
6/99 Bathurst Street Hobart TAS 7000 03 6231 5633 enquiries@bridetas.com.au www.bridetas.com.au 
BRIDE TO BE Media City, 
8 Central Avenue 
Eveleigh NSW 2015 02 9394 2640 sarah.stevens@ 
pacificmags.com.au 
www.bridetobe.com.au 
BRIDE'S DIARY 
 
PO Box 834 Bowral NSW 2576 02 4872 6888 mail@bridesdiary.com.au www.bridesdiary.com.au 
BRIDE'S DIARY  
SOUTH AUSTRALIA 
PO Box 834 Bowral NSW 2576 02 4872 6888 mail@bridesdiary.com.au www.bridesdiary.com.au 
BRIDE'S DIARY 
BRISBANE/ QUEENSLAND 
PO Box 834 Bowral NSW 2576 02 4872 6888 mail@bridesdiary.com.au www.bridesdiary.com.au 
BRIDE'S DIARY 
CANBERRA/ ACT 
PO Box 834 Bowral NSW 2576 02 4872 6888 mail@bridesdiary.com.au www.bridesdiary.com.au 
BRIDE'S DIARY 
ILLAWARRA 
PO Box 834 Bowral NSW 2576 02 4872 6888 mail@bridesdiary.com.au www.bridesdiary.com.au 
BRIDE'S DIARY PERTH/ 
WESTERN AUSTRALIA 
PO Box 834 Bowral NSW 2576 02 4872 6888 mail@bridesdiary.com.au www.bridesdiary.com.au 
BRIDE'S DIARY SYDNEY 
 
PO Box 834 Bowral NSW 2576 02 4872 6888 mail@bridesdiary.com.au www.bridesdiary.com.au 
BRISBANE BRIDE 21 Mayneview 
Street 
Milton QLD 4064 07 3369 7991 admin@ 
brisbanebride.com.au 
www.brisbanebride.com.au 
CAIRNS POST 22-24 Abbott St Cairns QLD 4870 07 4052 6627 holmana@ 
tcp.newsltd.com.au 
www.cairns.com.au 
CANBERRA TIMES 9 Pirie Street Fyshwick ACT 2609 02 6280 2122 editors.assistant@ 
canberratimes.com.au 
www.canberratimes.com.au 
CITY WEEKLY SYDNEY Centrepoint, 100 
Market Street 
Sydney NSW 2000 02 9770 0900 editor@cityweekly.com.au www.dailytelegraph.com.au/news
local/city-east 
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0 
BRIDAL OPTIONS 
 
INA INA Annual Newsagent 
GG 
15.95 INA x x x x x x   
BRIDE TASMANIA 
 
2,500 3000 Annual Newsagent 14.95 INA x x x x x x x  
BRIDE TO BE INA 104,000 Eight issues 
per year 
Newsagent 15.95 INA x x x x x x x  
BRIDE'S DIARY INA 85,000 Yearly Newsagent 
GG 
11.95 1986 x x x x x x   
BRIDE'S DIARY  
SOUTH AUSTRALIA 
INA INA Annual Newsagent 12.95 1987     x    
BRIDE'S DIARY 
BRISBANE/ 
QUEENSLAND 
INA INA Annual Newsagent 14.95 INA x        
BRIDE'S DIARY 
CANBERRA/ ACT 
INA INA Annual Newsagent 15.95 INA        x 
BRIDE'S DIARY 
ILLAWARRA 
INA INA Annual Newsagent 14.95 INA  x       
BRIDE'S DIARY 
PERTH/ WESTERN 
AUSTRALIA 
INA INA Annual Newsagent 14.95 INA    x     
BRIDE'S DIARY 
SYDNEY 
INA INA Annual Newsagent 14.95 INA  x       
BRISBANE BRIDE INA INA Annual Newsagent 15.00 1991 x x       
CAIRNS POST 24,053 79,000 Daily Newsagent 1.10 1882 x        
CANBERRA TIMES INA INA Daily Newsagent INA INA        x 
CITY WEEKLY 
SYDNEY 
41,295 70,000 Weekly INA Free 1996  x       
 
 Title Publisher Parent 
Company 
Published By 
Editor Medium Content Demographics 
21
1 
CITY WEEKLY Colin Moss Fairfax Jane 
Hutchinson 
Newspaper Insert  Fashion, beauty, food, 
entertainment, events, design 
Female and Male 25-49 
CLEO Bauer Media Bauer Media Sharri 
Markson 
Women's 
Magazine 
Fashion, sex, relationships, 
beauty, celebrities, health, men 
Female  
18-34 
COMPLETE WEDDING 
MELBOURNE 
Universal 
Magazines 
Universal 
Magazines 
Kate Telfer Bridal Magazine Bridal, fashion, lifestyle, beauty Female 
COMPLETE 
WEDDINGS SYDNEY 
Universal 
Magazines 
Universal 
Magazines 
Jodie McLeod Bridal Magazine Bridal, fashion, lifestyle, beauty Female 
COSMOPOLITAN Bauer Media Bauer Media Bronwyn 
McCahon 
Women's Lifestyle 
Magazine 
Fashion, lifestyle Female  
18-34 
COSMOPOLITAN 
BRIDE 
Bauer Media Bauer Media Franki Hobson Bridal Magazine Bridal Female 
COURIER MAIL News Limited News Limited Michael 
Crutcher 
Newspaper Daily News, sport, entertainment, 
business, travel, fashion 
Female and Male 
COUTURE WEDDING Media Ink Media Ink Eliarne Lezzi Bridal Magazine Bridal, fashion, lifestyle, beauty Female 
CREAM MAGAZINE Future Perfect 
Publications 
Future Perfect 
Publications 
Antonino Tati Online Fashion 
Magazine 
Fashion, lifestyle Female and Male 18-39 
CULTURES IN 
BETWEEN 
INA Rainoff Books Mike Huynh Lifestyle 
Magazine 
Art, photography, fashion Female and Male 
DISNEY MAGAZINE Next Media Next Media Amy Vagne Teen Magazine Youth-Comics, Competitions, 
Crazes and Celebrity 
Children  
6+ 
DOINGBIRD INA Cultures In 
Between 
Malcolm Watt Lifestyle 
Magazine 
Fashion, Music, Art Female and Male 
DOLLY Bauer Media Bauer Media Tiffany Dunk Teen Magazine Youth Lifestyle Female  
14-17 
DUKE MAGAZINE INA INA Raquel Welch Fashion Magazine Pop culture, style, fashion, art Female and Male 
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Email Website 
21
2 
CITY WEEKLY 655 Collins Street Docklands VIC 3008 03 8667 4700 jhutchinson@fairfax.com.au www.thecityweekly.com.au 
CLEO 54 Park St Sydney NSW 2000 02 9282 8000 smarkson@bauer-
media.com.au 
www.cleo.com.au 
COMPLETE WEDDING 
MELBOURNE 
Suite 4, Level 1,  
150 Albert Rd 
South 
Melbourne 
VIC 3205 03 9694 6444 ktelfer@ 
universalmagazines.com. 
au 
www.completewedding. 
com.au  
COMPLETE WEDDINGS 
SYDNEY 
Unit 5, 
 6-8 Byfield St 
North Ryde  NSW 2113 02 9887 0329 jmcleod@ 
universalmagazines.com. 
au 
www.completewedding. 
com.au  
COSMOPOLITAN 54 Park St Sydney NSW 2000 02 9282 8000 bmccahon@bauer-
media.com 
www.cosmopolitan.com.au 
COSMOPOLITAN BRIDE 54 Park St Sydney NSW 2000 02 9282 8000 fhobson@bauer-media.com www.cosmobride.com.au 
COURIER MAIL 41 Campbell St Bowen Hills QLD 4006 13 0030 4020 tilleye@qnp.newsltd.com. 
au 
www.couriermail.news. 
com.au 
COUTURE WEDDING 29 Loch St Kew VIC 3101 04 2402 6022 eliarne@mediaink.com.au www.weddingmagazine. 
com.au 
CREAM MAGAZINE 91, 1a Barncleuth 
Square 
Elizabeth 
Bay 
NSW 2011 02 9380 8442 antonio@popbox.com www.creammagazine.com 
CULTURES IN BETWEEN INA Sydney NSW 2000 INA contact@ 
culturesinbetween.net 
www.culturesinbetween.net 
DISNEY MAGAZINE Level 6, Building A, 
207 Pacific Highway 
St Leonards NSW 2065 02 9901 6100 avagne@next.com.au www.disney.com.au/disney 
adventures 
DOINGBIRD INA Sydney NSW 2000 INA contact@ 
culturesinbetween.net 
www.culturesinbetween.net/doi
ngbird-magazine 
DOLLY 
 
54 Park St Sydney NSW 2000 02 9282 8000 tdunk@bauer-
media.com@acp.com.au 
www.dolly.ninemsn.com.au 
DUKE MAGAZINE PO Box 324 
 
Westgate NSW 2048 02 9564 2094 dictators@dukemag.com www.dukemag.com 
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CITY WEEKLY 
Melbourne 
27,428 69,000 Weekly Free  Free INA   x      
CLEO 80,321 
 
517,000 Monthly Newsagent 7.00 1972 x x x x x x x  
COMPLETE 
WEDDING 
MELBOURNE 
10,000 INA Half Yearly Newsagent 
GG 
9.95 INA x x x x x x   
COMPLETE 
WEDDINGS 
SYDNEY 
15,000 INA Half Yearly Newsagent 
GG 
14.95 INA  x       
COSMOPOLITAN 105,212 
 
434,000 Monthly Newsagent 7.20 INA x x x x x x x  
COSMOPOLITAN 
BRIDE 
INA INA Quarterly Newsagent 14.95 2002 x x x x x x   
COURIER MAIL 227,000 INA Daily Newsagent 1.00 INA x        
COUTURE 
WEDDING 
INA INA Annual Newsagent 14.95 INA   x      
CREAM 
MAGAZINE 
18,900 INA Bi-monthly Newsagent 9.90 1997 x x x x x x x  
CULTURES IN 
BETWEEN 
INA INA INA INA INA 2009  x       
DISNEY 
MAGAZINE 
INA INA Monthly Newsagent 5.50 2010 x x x x x x   
DOINGBIRD 18,000 INA Bi-Annual Museum of 
Cont Art 
14.95 2001   x      
DOLLY 90,175 303,000 Monthly Newsagent 5.60 1970 x  x x x x x  
DUKE 
MAGAZINE 
 
INA 
 
INA Bi-annual boutiques 10.00 2007 x  x x x x x  
 
 Title Publisher Parent Company 
Published By 
Editor Medium Content Demographics 
21
4 
DUMBO FEATHER INA Dumbo Feather Pty 
Ltd 
Berry Liberman Fashion Magazine Fashion, culture Female 
EMPORIUM THE MYER 
MAGAZINE 
Bauer Media Bauer Media Margaret Merten Fashion Magazine Fashion, beauty, home, life Female 
FAMILY CIRCLE Pacific 
Publishing 
Pacific Magazines Julia Zaetta Women's 
Magazine 
Family, health, fashion, 
lifestyle 
Female 
FAMOUS Pacific 
Publishing 
Pacific Magazines Amy Sinclair Celebrity 
Magazine 
Entertainment and celebrity 
news 
Female  
18-29 
FASHION FORECAST 
SERVICES 
Sharon Rae Fashion Forecast 
Services 
Sharon Rae Online Fashion 
Forecast 
Fashion trends Female 
FASHION JOURNAL Furst Media Furst Media Leah White Fashion Magazine Fashion, features, lifestyle Female and Male 
16-28  
FASHION TREND 
AUSTRALIA 
Peter Zapris INA Nikita Papas Fashion Magazine Fashion forecasts Female and Male  
18- 55 
FASHION TV INA Fashion TV Michel Adam  Television Fashion INA 
FLOURISH Jane Willis INA Jane Willis Online Women's 
Magazine 
Fashion, men, health, 
lifestyle, food 
Female  
18+  
FOOTWEAR NEWS Fairchild 
Publications 
Fairchild Fashion 
Group 
Michael Atmore Fashion Magazine Fashion footwear Female and Male 
FRANKIE Louise Bannister Morrison Media Jo Walker Fashion Magazine Fashion Female  
20-29 
FRESH Stewart Dawes INA Stewart Dawes Lifestyle Magazine Local content, fashion Female 
FROCK.PAPER.SCISSORS INA QUT Changes Yearly Fashion Magazine Fashion, lifestyle Female and Male 
GEELONG ADVERTISER News Limited News Limited Nick Papps Newspaper Daily News, business, occasional 
fashion 
Female and Male 
GIRLFRIEND 
 
Pacific 
Publishing 
Pacific Magazines Sarah Tarca Teen Magazine Teen lifestyle Girls  
14-17 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 Title (continued) Address Suburb State Post 
Code 
Contact 
Number 
Email Website 
21
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DUMBO FEATHER 
 
11 Princes St St Kilda VIC 3182 03 8534 8040 berry@dumbofeather.com www.dumbofeather.com 
EMPORIUM THE MYER 
MAGAZINE 
54 Park St Sydney NSW 2000 02 9288 8000 mmerten@bauer-
media.com.au 
www.myer.com.au 
FAMILY CIRCLE Media City,  
8 Central Ave 
Eveleigh NSW 2015 02 9464 3300 julia.zaetta@pacificmags.co
m.au 
www.pacificmagazines. 
com.au 
FAMOUS Media City,  
8 Central Ave 
Eveleigh NSW 2015 02 9464 3300 amy.sinclair@pacificmags. 
com.au 
www.famousmag.com.au 
FASHION FORECAST 
SERVICES 
302 New Street Brighton VIC 3186 03 9592 5277 info@fashionforecastservices
.com.au 
www.fashionforecastservices.
com.au 
FASHION JOURNAL 3 Newton Street  Richmond VIC 3121 03 9428 3600 leah@furstmedia.com.au www.fashionjournal. 
com.au 
FASHION TREND 
AUSTRALIA 
384 George Street Fitzroy VIC 3065 03 9417 9339 info@fashiontrend.com.au www.fashiontrend.com.au 
FASHION TV 
 
PO Box 1594 Broadbeach QLD 4218 04 1562 6341 simon@orangetoast.com.au www.ftv.com 
FLOURISH PO Box 511 Cottesloe WA 6911 08 6461 6823 info@flourishmagazine.com.
au 
www.flourishmagazine. 
com.au 
FOOTWEAR NEWS 
 
1 Horkings St Blackburn VIC 3130 03 9893 3968 info@footwearnews.com.au www.footwearnews.com 
FRANKIE Level 1/ 25 Lemana 
Lane 
North 
Burleigh 
QLD 4220 07 5576 1388 jo@frankie.com.au www.frankie.com.au 
FRESH PO Box 217 Paddington NSW 2021 02 8060 0854 info@freshmag.com.au www.freshmag.com.au 
FROCK.PAPER.SCISSORS cc/QUT Kelvin 
Grove 
QLD 4000 07 3138 5551 k.mcmahon@qut.edu.au www.frockpaperscissors. 
com 
GEELONG ADVERTISER 191-195 Ryrie Street Geelong VIC 3220 03 5227 4330 nick.papps@news.com.au www.geelongadvertiser. 
com.au 
GIRLFRIEND Media City, 8 Central 
Avenue 
Eveleigh NSW 2015 02 9394 2000 sarah.tarca@pacificmags.com
.au  
www.girlfriend.com.au 
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DUMBO FEATHER 
 
INA INA Quarterly Newsagent 15.00 2004  x       
EMPORIUM THE MYER 
MAGAZINE 
253,595 Myer One 
Shoppers 
Quarterly Myer, 
Newsagent 
5.95 2007 x x x x x x x  
FAMILY CIRCLE 84,358 INA Tri-annually Newsagent 
GG 
4.20 INA x x x x x x   
FAMOUS 
 
86,056 330,000 Weekly Newsagent 3.95 INA x x x x x x x  
FASHION FORECAST 
SERVICES 
INA INA Daily Online INA 1991 x x x x x x x x 
FASHION JOURNAL 35,000 180,000 Monthly Retail, 
Industry  
Free 1992 x x x  x    
FASHION TREND 
AUSTRALIA 
30,000 180,000 Quarterly Newsagent 20.00 INA   x      
FASHION TV 
 
INA INA Daily Television PayTV 1997 x x x x x x x x 
FLOURISH INA INA Quarterly Online INA INA x x x x x x x x 
FOOTWEAR NEWS 
 
17,039 INA INA INA INA INA x x x      
FRANKIE 
 
40,000 INA Bi-monthly Newsagent 7.99 2004 x x x x x x x  
FRESH INA INA Weekly INA 2.75 INA x x x x x x x  
FROCK.PAPER.SCISSO
RS 
INA INA Annual QUT Free 2006 x        
GEELONG 
ADVERTISER 
25,491 71,000 Daily Newsagent 1.70 1814   x       
GIRLFRIEND 71,686 359,000 Monthly Newsagent 
GG 
7.95 INA x x x x x x x   
       
   
Title Publisher Parent Company 
Published By 
Editor Medium Content Demographics 
 
21
7 
GIRLPOWER Next Media Next Media Amy Vagne Teen Magazine Teen lifestyle, celebrity, fashion Girls  7-13 
GIRL POWER POP 
QUEEN 
Next Media Next Media Amy Vagne Teen Magazine Teen lifestyle, celebrity, fashion Girls 7-13 
GOLD COAST BRIDE Paddington 
Publications 
Paddington 
Publications 
INA Bridal 
Magazine 
Bridal, fashion, lifestyle, beauty Female 
GOLD COAST 
BULLETIN 
News Limited News Limited Peter Gleeson Newspaper 
Daily 
News, business, lifestyle, fashion Female and Male 
14+ 
GOLD COAST 
WEDDINGS 
Steve and 
Amanda Kyneur 
Prelude Publications Amanda Kyneur Bridal 
Magazine 
Bridal, fashion, lifestyle, beauty Female 
GOOD WEEKEND Fairfax Media Fairfax Media Ben Naparstek Newspaper 
Insert Magazine 
News, business, sport, lifestyle, 
fashion 
Female and Male 
GQ News Life Media News Magazines Nick Smith Men's 
Magazine 
Grooming, fashion, features, 
celebrity interviews, music 
Male  
18-35 
✮ GRAZIA ACP Magazines Australian 
Consolidated Press 
Kellie Hush Fashion 
Magazine 
Fashion, celebrity, news Female  
14 - 50+ 
GT (GEELONG TODAY) News Limited News Limited Steele Tallon Newspaper 
Insert Magazine 
News, business, occasional 
fashion 
Female and Male 
HARPER'S BAZAAR Bauer Media Bauer Media Kellie Hush Fashion 
Magazine 
Fashion, lifestyle ,beauty Female  
25-49 
HERALD SUN News Limited News Corporation 
Limited 
Ellen Whinnett Newspaper 
Daily 
General Female and Male 
HIGHLIGHTS Highlights 
Publications 
Highlights Publications Mark Stapleton Hairdressing 
Magazine 
Hair, fashion Female and Male 
ILLAWARRA MERCURY Fairfax Media Fairfax Media Limited Alistair 
Langford-Wilson 
Newspaper 
Daily 
News, sport, lifestyle, occasional 
fashion 
Female and Male 
INSPIRE (GARDEN CITY 
MAGAZINE) 
AMP Capital AMP Capital Erin Cunneen Fashion 
Magazine 
Fashion, food, lifestyle Female and Male 
 
  
Title (continued) Address Suburb State Post 
Code 
Contact 
Number 
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GIRLPOWER Level 6, Building A,   
207 Pacific Highway 
St Leonards NSW 2065 02 9901 6326 avagne@next.com.au www.girlpowermag.com.au 
GIRL POWER POP QUEEN Level 6, Building A,   
207 Pacific Highway 
St Leonards NSW 2065 02 9901 6326 avagne@next.com.au www.girlpowermag.com.au 
GOLD COAST BRIDE Level 1,  
21 Mayneview Street 
Milton QLD 4064 07 3369 7991 INA www.goldcoastbride.com.au 
GOLD COAST BULLETIN 385 Nerang Rd Molendinar QLD 4214 07 5584 2000 peter.gleeson@news.com.au www.goldcoast.com.au 
GOLD COAST WEDDINGS PO Box 309 Mermaid 
Beach 
QLD 4218 07 5575 3300 ido@ 
goldcoastweddings.com 
www.goldcoastweddings. 
com 
GOOD WEEKEND Level 3, 1 Darling 
Island Road 
Pyrmont NSW 2009 02 9282 2273 newsdesk@smh.com.au www.smh.com.au 
GQ 
 
170-180 Bourke St Alexandria NSW 2015 02 9353 6666 editorial@gq.com.au www.gq.com.au 
✮ GRAZIA 54 Park St Sydney NSW 2000 02 8114 9431 khush@ 
acpmagazines.com.au 
www.grazia.ninemsn.com.au 
GT (GEELONG TODAY) 191-195 Ryrie Street Geelong VIC 3220 03 522 74330 steele.tallon@ 
geelongadvertiser.com.au 
www.geelongadvertiser. 
com.au 
HARPER'S BAZAAR 54 Park St Sydney NSW 2000 02 9282 8000 khush@bauer-media.com.au www.harpersbazaar.com.au 
HERALD SUN HWT Tower  
40 City Road 
Southbank VIC 3006 03 9292 2000 ellen.whinnett@news.com.a
u 
www.heraldsun.com.au 
HIGHLIGHTS 79 Beattie St Balmain NSW 2041 02 9555 2520 editorial@ 
highlightsmag.com 
www.highlightsmag.com 
ILLAWARRA MERCURY 21 Auburn Street Wollongong NSW 2500 02 4221 2333 alangfordwilson@ 
illawarramercury.com.au 
www.illawarramercury. 
com.au/ 
INSPIRE (GARDEN CITY 
MAGAZINE) 
125 Riseley Street Booragoon WA 6154 08 9364 7911 via online form www.gardencity.com.au/gcma
gazine.amx 
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GIRLPOWER 
 
19,839 169,000 Monthly Newsagent 5.95 INA  x       
GIRL POWER POP 
QUEEN 
20,935 142,000 Quarterly Newsagent 5.95 INA  x       
GOLD COAST BRIDE 
 
INA INA Online INA Online 2001 x x       
GOLD COAST 
BULLETIN 
37,259 122,000 Daily Newsagent 1.00 INA x x x x x x x x 
GOLD COAST 
WEDDINGS 
5,000 INA Quarterly Newsagent 9.95 1996 x x       
GOOD WEEKEND 
 
486,899 1,465,000 Weekly Newsagent INA INA  x x      
GQ 
 
INA 58,000 Bi-monthly Newsagent 8.50 INA x x x x x x x  
✮ GRAZIA 
 
53,511 173,000 Weekly Newsagent 6.00 INA x x x x x x x  
GT (GEELONG 
TODAY) 
 
43,641 111,000 Weekly Newsagent 1.70 INA   x      
HARPER'S BAZAAR 
 
52,520 258,000 10 issues p.a Newsagent 7.95 1984 x x x x x    
HERALD SUN 
 
530,000 1,500,000 Daily Newsagent 1.10 1990   x      
HIGHLIGHTS 
 
20,000 INA Bi-annual Newsagent 24.95 INA x x x x x x x  
ILLAWARRA 
MERCURY 
 
INA INA Daily Newsagent INA INA  x       
INSPIRE (GARDEN 
CITY MAGAZINE) 
Garden City 
Shoppers 
Garden City 
Shoppers 
INA Garden City Free 2002 x        
  
 
Title Publisher Parent Company 
Published By 
Editor Medium Content Demographics 
22
0 
INSTYLE Fiona Legdin Pacific Magazines Kirsten Galliot Fashion Magazine Fashion, celebrity lifestyle Female  
25-39 
KURV MAGAZINE Nicholas Sage INA Nicholas Sage Fashion Magazine Fashion, art, culture, beauty Female and Male 
LABEL MAGAZINE Label 
Publishing 
INA Elizabeth 
Austin 
Lifestyle Magazine Fashion, lifestyle, beauty Female and Male 
14-50 
LIP MAGAZINE Lip Media Inc Lip Media Inc Zoya Patel Lifestyle Magazine Alternative fashion, 
photography, art, culture 
Female 
LUXURY 
QUEENSLAND STYLE 
Tom Murray Style Living Magazines Kaylene 
Murray 
Lifestyle Magazine Lifestyle, fashion Female and Male 25-59 
LUXURY WEDDINGS Victoria Black Wildfire Publishing Victoria Black Bridal Magazine Bridal, fashion, lifestyle, 
beauty 
Female 
✮ MADISON ACP Magazines Australian Consolidated 
Press 
Elizabeth 
Renkert 
Fashion Magazine Women's lifestyle and 
fashion 
Female  
25-39  
MAP Map Magazines Map Magazines Mikki 
Brammer 
Lifestyle Magazine Lifestyle Female and Male 18-36+  
MARIE CLAIRE Jackie Frank Pacific Magazines Jackie Frank Fashion Magazine Women's fashion, lifestyle, 
beauty, food 
Female  
25-39  
MASTERS OF BRIDAL 
COUTURE & 
WEDDING 
PHOTOGRAPHY 
Marcello Grand INA Lauren 
Gledhill 
Bridal Magazine Bridal, fashion, lifestyle, 
beauty 
Female 
MELBOURNE BRIDE Gaye Murray Hardie Grant Magazines Bridget Cull Bridal Magazine Bridal, fashion, lifestyle, 
beauty 
Female 
MELBOURNE 
WEDDING AND 
BRIDE 
United Media 
Group 
United Media Group Dirk Fielding Bridal Magazine Bridal, fashion, lifestyle, 
beauty 
Female 
MEN'S HEALTH 
 
Pacific 
Magazines 
Pacific Magazines Ian Cockerill Men's Magazine Men's lifestyle Male  
25-44 
MEN'S STYLE 
AUSTRALIA 
Bauer Media Bauer Media Michael 
Pickering 
Men's Magazine Fashion, popular culture, 
style and grooming 
Male  
30-48 
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INSTYLE Media City,  
8 Central Ave 
Eveleigh NSW 2015 02 9394 2000 kirsten.galliot@ 
pacificmags.com.au 
www.instylemag.com.au 
KURV MAGAZINE 32 Harrogate St West 
Leederville 
WA 6007 08 9380 9475 gina@kurvmag.com.au www.kurvmag.com.au 
LABEL MAGAZINE PO Box 8875 GC Mail 
Centre 
QLD 8875 07 5591 7231 editor@ 
labelmagazine.com.au 
www.labelmagazine.com.au 
LIP MAGAZINE 
 
PO Box 1448 Queanbeyan NSW 2620 INA editor@lipmag.com www.lipmag.com 
LUXURY QUEENSLAND 
STYLE 
PO Box 1003 Paradise 
Point 
QLD 4216 07 5577 2886 info@styleliving.com.au www.styleliving.com.au 
LUXURY WEDDINGS Unit E, 134 Old 
Pittwater Road 
Brookvale NSW 2100 02 9939 7000 info@ 
modernwedding.com.au 
www.luxuryweddings.net.au 
✮ MADISON 54 Park St Sydney NSW 2000 02 8268 6222 erenkert@ 
acpmagazines.com.au 
www.madisonmag.com.au 
MAP 5 Morse St Newstead QLD 4006 07 3251 4900 mikki@ 
mapmagazine.com.au 
www.mapmagazine.com.au 
MARIE CLAIRE Media City,  
8 Central Ave 
Eveleigh NSW 2015 02 9464 3300 jackie.frank@ 
pacificmags.com.au 
www.marieclaire.com.au 
MASTERS OF BRIDAL 
COUTURE AND WEDDING 
PHOTOGRAPHY 
Level 3,  
101-111 William St 
Sydney NSW 2011 02 9360 1422 INA www.studiomagazine.com. 
au 
MELBOURNE BRIDE Building 1, 658 Church 
St 
Richmond  VIC 3181 03 8520 6444 editorial@bride.com.au www.bride.com.au 
MELBOURNE WEDDING 
AND BRIDE 
16 Princess Street Kew VIC 3101 03 9853 2227 dirk@umg.com.au www.melbourne.wedding 
andbride.com.au 
MEN'S HEALTH Media City, 8 Central 
Avenue 
Eveleigh NSW 2060 02 9464 3300 ian.cockerill@ 
pacificmags.com.au 
www.au.lifestyle.yahoo.com/
mens-health/ 
MEN'S STYLE 
AUSTRALIA 
54-58 Park St Sydney NSW 2000 02 9282 8000 mpickering@bauer-
media.com.au 
www.bauer-
media.com.au/mens_style_aus
tralia.htm 
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INSTYLE 
 
64,874 221,000 Monthly Newsagent 16.50 INA x x x x x x x  
KURV MAGAZINE INA INA Quarterly Newsagent 
GG 
12.95 2004 x x x x x x x x 
LABEL MAGAZINE 
 
10,000 INA Quarterly Newsagent INA 2006 x x x      
LIP MAGAZINE INA INA Bi-annual Newsagent 12.95 INA  x      x 
LUXURY 
QUEENSLAND 
STYLE 
60,000 350,000 Quarterly Newsagent 
GG 
INA INA x        
LUXURY 
WEDDINGS 
INA INA INA Newsagent INA INA  x       
✮ MADISON 89,312 252,000 Monthly Newsagent 8.20 2005 x x x x x x x  
MAP 35,000 INA Monthly INA Free 1999 x        
MARIE CLAIRE 90,519 497,000 Monthly Newsagent 8.40 1995 x x x x x x x  
MASTERS OF 
BRIDAL COUTURE 
& WEDDING 
PHOTOGRAPHY 
INA INA Annual Newsagent 
GG 
19.95 INA x x x x x x   
MELBOURNE 
BRIDE 
20,000 INA Quarterly Newsagent 
GG 
14.95 INA   x   x   
MELBOURNE 
WEDDING AND 
BRIDE 
INA INA Bi-annual Newsagent 
GG 
6.95 INA   x      
MEN'S HEALTH 71,053 398,000 Monthly Newsagent 8.95 INA x x x x x x x  
MEN'S STYLE 
AUSTRALIA 
INA 58,000 Bi-monthly Newsagent 10.95 INA x x x x x x   
  
Title Publisher Parent Company 
Published By 
Editor Medium Content Demographics 
 
22
3 
MODERN HAIR & 
BEAUTY 
Victoria Black Wildfire Publishing Victoria Black Fashion Magazine Hair, beauty Female 
MODERN WEDDING Victoria Black Wildfire Publishing Victoria Black Bridal Magazine Bridal, fashion, lifestyle, 
beauty 
Female 
MODERN WEDDING 
JEWELS 
Victoria Black Wildfire Publishing Victoria Black Bridal Magazine Bridal, accessories Female 
MODERN WEDDING 
PLANNER 
Victoria Black Wildfire Publishing Victoria Black Bridal Magazine Bridal, fashion, lifestyle, 
beauty 
Female 
MX BRISBANE News Limited News Limited Garry Ferris Newspaper Daily News, sport, business, health, 
fashion, entertainment, travel 
Female and Male 18-
39 
MX MELBOURNE News Limited News Limited Craig Herbert Newspaper Daily News, sport, business, health, 
fashion, entertainment, travel 
Female and Male 18-
39 
MX SYDNEY News Limited News Limited Melissa 
Matheson 
Newspaper Daily News, sport, business, health, 
fashion, entertainment, travel 
Female and Male 18-
39 
MY WEDDING INA INA Belinda 
Wuensch 
Bridal Magazine Wedding, fashion, beauty Female 
MY PERFECT 
WEDDING PLANNER 
Marcello Grand Studio Magazines INA Bridal Magazine Wedding, fashion, beauty Female 
NEW IDEA Pacific 
Magazines 
Pacific Magazines Kim Wilson Celebrity 
Magazine 
Celebrity, fashion Female 25-54 
NEWCASTLE & 
CENTRAL COAST 
WEDDING 
Victoria Black Wildfire Publishing Victoria Black Bridal Magazine Wedding, fashion, beauty Female 
NEWCASTLE 
HERALD 
Fairfax Media Fairfax Media Chad Watson Newspaper Daily News, business, occasional 
fashion 
Female and Male 
NOI.SE Highlights 
Publications 
Highlights Publications Mark Stapleton Fashion Magazine Fashion, photography, culture Female and Male 
NOOSA BRIDES INA INA Sarah Radge Bridal Magazine Bridal, fashion, lifestyle, 
beauty 
Female 
NOOSA STYLE Style Living 
Magazines 
Style Living 
Magazines 
Kaylene 
Murray 
Lifestyle Magazine Lifestyle, fashion, food, travel Female and Male 
  
Title (continued) Address Suburb State Post 
Code 
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Number 
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MODERN HAIR & 
BEAUTY 
134 Old Pittwater Road Brookvale NSW 2100 02 9939 7000 enquiries@ 
modernwedding.com.au 
www.modernweddingmagazine
s.com.au 
MODERN WEDDING 134 Old Pittwater Road Brookvale NSW 2100 02 9939 7000 enquiries@ 
modernwedding.com.au 
www.modernwedding. 
com.au 
MODERN WEDDING 
JEWELS 
134 Old Pittwater Road Brookvale NSW 2100 02 9939 7000 enquiries@ 
modernwedding.com.au 
www.modernweddingmagazine
s.com.au 
MODERN WEDDING 
PLANNER 
134 Old Pittwater Road Brookvale NSW 2100 02 9939 7000 enquiries@ 
modernwedding.com.au 
www.modernweddingmagazine
s.com.au 
MX BRISBANE GPO Box 130 Brisbane QLD 4001 07 3666 6022 ferrisg@mxnet.com.au www.mxnet.com.au 
MX MELBOURNE INA Melbourne VIC 8001 03 9292 1509 herbertc@mxnet.com.au www.mxnet.com.au 
MX SYDNEY 2 Holt Street Sydney NSW 2010 02 9288 3000 mathesonm@mxnet.com.a
u 
www.mxnet.com.au 
MY WEDDING 69 Payneham Road College Park SA 5069 08 8125 5788 via online form www.myweddingmag. 
com.au 
MY PERFECT WEDDING 
PLANNER 
Level 3,  
101-111 William St 
Sydney NSW 2011 02 9360 1422 INA www.studio.com.au 
NEW IDEA Media City,  
8 Central Ave 
Eveleigh NSW 2015 02 9394 2727 Kim.wilson@ 
pacificmags.com.au 
www.newidea.com.au 
NEWCASTLE & 
CENTRAL COAST 
WEDDING 
Unit E,  
134 Old Pittwater Rd 
Brookvale NSW 2100 02 9939 7000 enquiries@ 
modernwedding.com.au 
www.magshop.com.au 
NEWCASTLE HERALD 28-30 Bolton Street Newcastle NSW 2300 02 4979 5999 chadwatson@theherald.co
m.au 
www.theherald.com.au 
NOI.SE 77 Beattie St Balmain NSW 2041 02 9555 8471 editorial@ 
highlightsmag.com 
www.highlights.mag 
NOOSA BRIDES PO Box 2420 Noosa 
Heads 
QLD 4567 0416 17 15 13 enquiries@ 
noosabrides.com.au 
www.noosabrides.com.au 
NOOSA STYLE 
 
 
PO Box 1003 Paradise 
Point 
QLD 
 
 
4216 07 5577 2886 kaylene@ 
styleliving.com.au 
www.styleliving.com.au 
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MODERN HAIR & 
BEAUTY 
 
INA INA Annual iSubscribe 15.50 INA x x x x x x x  
MODERN WEDDING 
 
INA 54,000 Quarterly iSubscribe 15.50 1998 x x x x x x   
MODERN WEDDING 
JEWELS 
INA INA Bi-annual iSubscribe 9.95 INA x   x x x   
MODERN WEDDING 
PLANNER 
INA INA Annual iSubscribe 14.95 INA x x x x x x x x 
MX BRISBANE 42,831 115,000 Daily Street Press Free INA x        
MX MELBOURNE 84,699 306,000 Daily Street Press Free INA   x      
MX SYDNEY 99,059 301,000 Daily Street Press Free INA  x       
MY WEDDING INA INA Bi-annual Newsagent 
GG 
10 INA x x x  x x   
MY PERFECT 
WEDDING 
PLANNER 
INA INA Annual Newsagent 20.00 INA x x x x x x x x 
NEW IDEA 293,031 1,384,000 Weekly iSubscribe 4.00 INA x x x x x x x x 
NEWCASTLE & 
CENTRAL COAST 
WEDDING 
INA INA Annual Newsagent 12.95 1995  x       
NEWCASTLE 
HERALD 
 
38,789 INA Daily Newsagent 1.40 1876  x       
NOI.SE 25,000 INA Bi-annual Newsagent 11.95 1999  x       
NOOSA BRIDES INA INA INA Online Free INA x        
NOOSA STYLE INA INA INA INA INA 1999 x        
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NW Bauer Media Bauer Media Corrine 
Barraclough  
Celebrity Magazine Entertainment and 
celebrity news 
Female  
18-34 
OK!  Bauer Media Bauer Media Nicole Byers Celebrity Magazine Celebrity Female  
25-34 
OYSTER Jonathon Morris 3D World Publishing Alice Cavanagh Fashion Magazine Fashion, lifestyle Female and Male 18-40 
PARK STREET Foxtel/ Vokyo 
Entertainment 
ACP Magazines INA Television Fashion Fashion 
 
PEOPLE Bauer Media Bauer Media Shane Cubis Men's Magazine Men's Interest, Nude 
Celebrity Weekly 
Male  
18+ 
PEPPERMINT 
 
Kelley Sheenan Peppermint Magazine Kelley Sheenan Fashion Magazine Fashion Female and Male 
PERTH BRIDE 
 
INA INA Sharon O'Sullivan Bridal Magazine Bridal Female 
PERTH BRIDAL 
OPTIONS 
INA Media Hype Publishing 
Group 
Elle Holland Bridal Magazine Bridal, fashion, 
lifestyle, beauty 
Female 
PERTH WOMAN INA INA Sian Briggs Lifestyle Magazine Lifestyle, glamour, 
fashion 
Female 
POP MAGAZINE 
 
INA Lifelounge Dave Keating Sport/Online Surf, skate, snow, 
lifestyle, fashion 
Female and Male 
POSTER INA Poster Australasia Rowena Robertson  Photography 
Magazine 
Fashion Female and Male 
Q WEEKEND News Limited News Limited Christine Middap Newspaper Insert 
Magazine 
Food, fashion, 
technology, culture, 
lifestyle 
Female and Male 
QANTAS THE 
AUSTRALIAN WAY 
Bauer Media Bauer Media Susan Skelly Lifestyle Magazine General Interest, 
travel lifestyle, sport 
and art 
Male 
QUEENSLAND 
BRIDES 
 
 
INA Graphic Publishing Nicole Deuble Bridal Magazine Bridal, fashion, 
lifestyle, beauty 
Female 
  
Title (continued) Address Suburb State Post 
Code 
Contact 
Number 
Email Website 
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NW 54 Park St Sydney NSW 2000 02 9282 8000 cbarraclough@bauer-
media.com.au 
www.acp.com.au 
OK! 54 Park St Sydney NSW 2000 02 8622 9200 nbyers@bauer-
media.com.au 
www.okmagazine.com.au 
OYSTER Studio 24, 
151 Foveaux St 
Surry Hills NSW 2010 02 9024 7523 alice@oystermag.com www.oystermag.com 
PARK STREET 54 Park St Sydney NSW 2000 02 9813 7336 Lucy.Squire@foxtel.com.au INA 
PEOPLE Civic Tower, Level 15, 
66-68 Goulburn St 
Sydney NSW 2000 02 9288 9648 scubis@bauer-media.com.au INA 
PEPPERMINT 15 Waterworks Road Red Hill QLD 4059 07 3367 8515 kelley@ 
peppermintmag.com 
www.peppermintmag.com 
PERTH BRIDE 
 
24 Jersey St Jolimont WA 6014 08 9287 1866 sharon@perthbride.com. 
au 
www.perthbride.com.au 
PERTH BRIDAL OPTIONS 
 
GPO Box 796 Hillarys WA 6923 08 9227 6104 info@mediahype.com.au www.bridaloptions.com.au 
PERTH WOMAN 
 
PO Box 550 Subiaco WA 6904 08 6267 6300 info@perthwoman.com.au www.perthwoman.com.au 
POP MAGAZINE 
 
INA INA INA INA INA hithere@popmag.com.au www.popmag.com.au 
POSTER PO Box 2010 Prahran VIC 3181 03 9824 0097 editorial@ 
postermagazine.com.au 
www.postermagazine. 
com.au 
Q WEEKEND 41 Campbell St Bowen 
Hills 
QLD 4006 13 0030 4020 qweekend@ 
qnp.newsltd.com.au 
www.couriermail. 
com.au/extras/qweekend 
QANTAS THE 
AUSTRALIAN WAY 
Level 14,  
66-68 Goulburn St 
Sydney NSW 2000 02 9282 8856 sskelly@bauer-
media.com.au 
www.qantas.com/australianwa
y 
QUEENSLAND BRIDES PO Box 1670  Coorparoo QLD 4151 07 3217 4654 info@ 
queenslandbrides.com.au 
www.queenslandbrides. 
com.au 
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NW 98,471 233,000 Weekly Newsagent 4.95 INA x x x x x x x  
OK! 
 
97,275 394,000 Weekly Newsagent 4.50 INA x x x x x x x  
OYSTER 36,483 
 
180,000 Bi-monthly Newsagent 14.95 1994 x x x x x x   
PARK STREET INA 6289 (viewers 
first episode) 
Weekly Pay Television INA 2011 x x x x x x x x 
PEOPLE 
 
40,199 209,000 Weekly Newsagent 4.25 INA  x       
PEPPERMINT 
 
15,500 INA Quarterly iSubscribe 10.95 INA x x x x x x x x 
PERTH BRIDE 
 
INA INA Annual Newsagent 17.95 1988    x     
PERTH BRIDAL 
OPTIONS 
INA INA Annual Newsagent 
GG 
13.95 INA x x x x     
PERTH WOMAN 
 
INA INA Bi-monthly INA INA 1999    x     
POP MAGAZINE 20,000 23,500 Quarterly Sports stores/ 
online 
Free 2005 x x x x x x x  
POSTER INA INA Quarterly Newsagent  11.95 INA   x      
Q WEEKEND 305,215 890,000 Weekly Courier Mail 
Weekend  
INA INA x        
QANTAS  
THE AUSTRALIAN 
WAY 
14,000 444,000 Monthly Inflight  Free INA x x x x x x x  
QUEENSLAND 
BRIDES 
10,000 INA Quarterly Newsagent  12.95 INA x x x x x x   
 
 
 
 
 
 
 
 
 
 
 Title Publisher Parent 
Company 
Published By 
Editor Medium Content Demographics 
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QUEST COMMUNITY 
NEWSPAPERS 
News Limited News Limited Malcolm 
Prescott 
Magazine-
Newspaper Style 
News, sport, occasional fashion Female and Male 14-64 
RAGTRADER Yaffa 
Publishing 
Group 
Yaffa Publishing 
Group 
Assia 
Benmedjdoub 
Fashion Magazine Fashion news Female and Male 
REAL WEDDINGS Indigo Media 
Group 
Indigo Media Group Kirsten 
MacKelden 
Bridal Magazine Bridal, fashion, lifestyle, beauty Female 
REAL WEDDINGS 
STYLE 
Indigo Media 
Group 
Indigo Media Group Kirsten 
MacKelden 
Bridal Magazine Bridal, fashion, lifestyle, beauty Female 
RUSSH Jessica Blanch Switzer 
Communications 
Jessica Blanch Fashion Magazine Women, culture, style, fashion Female  
18-39 
S.PRESS Tempo Media Tempo Media Grant Quarry Teen Magazine Entertainment, music, celebrity, 
lifestyle 
Teens  
12-18 
SA LIFE INA Conongate Partners Jacqui Harbison Lifestyle 
Magazine 
Lifestyle Female and Male 
SASSY BELLA INA INA Helen Lee Online Fashion 
Magazine 
Fashion Female 
SCOOP MAGAZINE INA Scoop Publishing Jessica Rule Lifestyle 
Magazine 
Lifestyle Female and Male 
28-54 
SCOUT INA INA Tony Bannister Online Fashion and trend forecasts Female and Male 
SHEILA Magazines and 
Periodicals 
INA Kristen Watt Lifestyle 
Magazine 
Fashion and lifestyle Female  
20-70 
SHINE Jamieson 
Publishing 
Jamieson Publishing Larry Jamieson Lifestyle 
Magazine 
Health, lifestyle, beauty Female and Male 
SHOP TIL YOU DROP Peter Holder Bauer Media Justine Cullen Fashion Magazine Fashion, shopping Female  
16-39 
SLIM MAGAZINE Label 
Publishing  
Label Publishing 
Australia 
Elizabeth 
Austin 
Women's 
Magazine 
Women's health and lifestyle Female  
25-59 
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QUEST COMMUNITY 
NEWSPAPERS 
2-10 Finchley St Milton QLD 4064 07 3377 7777 editorial@city-news.com.au www.questnews.com.au 
RAGTRADER 
 
17-21 Bellevue St Surry Hills NSW 2010 02 9281 2333 assia@yaffa.com.au www.yaffa.com.au 
REAL WEDDINGS 37 Melrose Street Sandringham VIC 3191 03 9686 7429 kirsten@realweddings. 
com.au 
www.realweddings.com.au 
REAL WEDDINGS STYLE 37 Melrose Street Sandringham VIC 3191 03 9686 7429 kirsten@ 
realweddings.com.au 
www.realweddings.com.au 
RUSSH Suite 2, Level 1, 
36-40 Queens Street 
Woollahra NSW 2025 02 9252 8355 jess@russhaustralia.com www.russhaustralia.com 
S.PRESS 
 
2-4 Bond Street Abbotsford VIC 3067 03 9421 4499 grant@spress.com.au www.spress.com.au 
SA LIFE 
 
10 Greenhill Rd Wayville SA 5034 08 8408 0200 jacqui@salife.com.au www.salife.com.au 
SASSY BELLA 
 
GPO Box 375 Sydney NSW 2001 INA helen@sassybella.com www.sassybella.com 
SCOOP MAGAZINE 
 
Level 1, 29 Station St Subiaco WA 6008 08 9388 8188 editorial@scoop.com.au www.scoop.com.au 
SCOUT Level 2, Studio 209,  
61 Marlborough St 
Surry Hills NSW 2010 02 9698 3044 info@scout.com.au www.scout.com.au 
SHEILA INA INA INA INA INA info@ 
sheilamagazine.com.au 
www.sheilamagazine. 
com.au 
SHINE PO Box 197 Gerrale St Cronulla NSW 2230 02 8522 0001 editor@ 
shinemagazine.com.au 
www.shinemagazine. 
com.au 
SHOP TIL YOU DROP 54 Park St Sydney NSW 2000 02 8268 4633 jcullen@bauer-
media.com.au 
www.shoptilyoudrop. 
com.au 
SLIM MAGAZINE PO Box 8875 GCMC QLD 9726 07 5591 7231 editor@slim-
magazine.com.au 
www.slim-magazine.com.au 
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QUEST COMMUNITY 
NEWS 
 
49,980 57,000 Weekly MMPD Free 1989  x        
RAGTRADER 
 
5,000 INA Monthly Newsagent 3.95 1972 x x x      
REAL WEDDINGS 
 
INA INA Bi-annual INA 14.95 INA x x x x x x   
REAL WEDDINGS 
STYLE 
 
INA INA Annual Newsagent 14.95 INA x x x x x x   
RUSSH 
 
19,908 INA Bi-monthly Newsagent 7.50 2004  x       
S.PRESS 
 
3,000 400,000 Weekly Newsagent Free 2003   x      
SA LIFE 
 
13,000 INA Bi-monthly Newsagent 8.80 2003  x x  x x   
SASSY BELLA 
 
INA INA Daily Online Free INA x x x x x x x x 
SCOOP MAGAZINE INA INA Quarterly Newsagent 9.95 1997    x     
SCOUT INA INA Daily Online Free 2009 x x x x x x x x 
SHEILA INA INA Bi-monthly Newsagent, 
Supermarket 
INA INA    x     
SHINE 
 
10,000 30,000 Bi-monthly Subscription Free INA  x       
SHOP TIL YOU DROP 65,152 200,000 Monthly Newsagent 7.80 2003 x x x x x x x  
SLIM MAGAZINE 25,000 INA Bi-annual Newsagent 9.95 INA x x       
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STM THE SUNDAY 
TIMES MAGAZINE 
News Limited News Limited Christopher 
Dore 
Newspaper Daily 
Fashion Supplement 
News, business, occasional 
fashion 
Female and Male 
STUDIO BAMBINI 
 
Marcello Grand Studio Magazines Jacqui 
Thompson 
Teen Magazine Children's fashion Female  
25-45 
STUDIO BRIDES 
 
Marcello Grand Studio Magazines Kristy Meudell Bridal Magazine Bridal Female 
STYLE Tracy Johnston Style Magazines Claire Parviz Lifestyle Magazine Fashion, lifestyle Female 
STYLE TOOWOOMBA Tracy Johnston Style Magazines Claire Parviz Fashion Magazine Fashion, beauty, dining, 
lifestyle, travel 
Female 
SUNDAY HERALD 
SUN 
News Limited News Limited Phil Gardner Newspaper Daily News, business, property, sport, 
travel, arts 
Female and Male 
SUNDAY LIFE Fairfax Media Fairfax Media Kate Cox Newspaper Insert  Food, fashion, health, home, 
Shopping 
Female  
25-49 
SUNDAY STYLE News Limited NewsLifeMedia Kerrie 
McCallum 
Newspaper 
Supplement 
Feature, fashion, beauty, food Female and Male 
SUNDAY 
TASMANIAN THE 
MERCURY 
News Limited News Limited Stuart Gillies Newspaper Daily News Female and Male 14+ 
SUNDAY 
TELEGRAPH 
News Limited News Limited Mick Carroll Newspaper Daily News, sport, entertainment, 
business, travel, fashion 
Female and Male 
SUNDAY 
TERRITORIAN 
News Limited News Limited Kylie Stevenson Newspaper Daily News, sport, business, health, 
fashion, entertainment, travel 
Female and Male 
SYDNEY BRIDE Hardie Grant 
Magazines 
Hardie Grant 
Magazines 
INA Bridal Magazine Bridal, fashion, lifestyle, beauty Female 
SYDNEY MORNING 
HERALD 
Fairfax Media Fairfax Media Sean Aylmer Newspaper 
Supplement 
News, business, sport, lifestyle, 
fashion 
Female and Male 
SYDNEY WEDDING Victoria Black Wildfire Publishing Victoria Black Bridal Magazine Bridal, fashion, lifestyle, beauty Female 
SYDNEY WEDDING 
FASHION MAGAZINE 
Victoria Black Wildfire Publishing Victoria Black Bridal Magazine Bridal, fashion, lifestyle, beauty Female 
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STM THE SUNDAY TIMES 
MAGAZINE 
34 Stirling St Perth WA 6000 08 9326 8318 info@sundaytimes.newsltd. 
com.au 
www.newsspace.com.au 
STUDIO BAMBINI 6/16a Darling Point 
Road 
Darling 
Point 
NSW 2010 02 9363 2200 support@studio.com.au www.studiobambini.com 
STUDIO BRIDES 6/16a Darling Point 
Road 
Darling 
Point 
NSW 2010 02 9363 2200 support@studio.com.au www.studiomagazine. 
com.au 
STYLE Suite 3, 102 Kedron 
Brook Td 
Wilston QLD 4051 04 3807 0892 claire@stylemagazines.com.a
u 
www.stylemagazines.com.au 
STYLE TOOWOOMBA 
 
Suite 3, 102 Kedron 
Brook Td 
Wilston QLD 4064 07 4690 9406 claire@stylemagazines.com.a
u 
www.stylemagazines.com.au 
SUNDAY HERALD SUN 40 City Road Southbank VIC 3006 03 9292 2963 sundayhs@ 
heraldsun.com.au 
www.heraldsun.com.au 
SUNDAY LIFE Level 3,  
1 Darling Island Road 
Pyrmont NSW 2009 02 9282 1748 newsdesk@ 
theage.com.au 
www.theage.com.au 
SUNDAY STYLE 2 Holt St Surry Hills NSW 2010 02 9288 3000 kerrie.mccallum@news.com.
au 
www.sundaystyleau.tumblr.c
om 
SUNDAY TASMANIAN 
THE MERCURY 
91-93 Macquarie Street Hobart TAS 7000 03 6230 0765 gilliess@ 
dbl.newsltd.com.au 
www.themercury.com.au 
SUNDAY TELEGRAPH 2 Holt Street Surry Hills NSW 2010 02 9288 3000 mick.carroll@news.com.au www.dailytelegraph.com.au 
SUNDAY TERRITORIAN 
 
Printers Place Darwin NT 0800 08 8944 9900 kylie.stevenson@news.com.a
u 
www.ntnews.com.au 
SYDNEY BRIDE Level 2, 50 Yeo St Neutral 
Bay 
NSW 2089 02 9908 8222 editorial@bride.com.au www.bride.com.au 
SYDNEY MORNING 
HERALD 
1 Darling Island Road Pyrmont NSW 2009 02 9282 2833 saylmer@fairfaxmedia.com.a
u 
www.smh.com.au 
SYDNEY WEDDING 134 Old Pittwater Road Brookvale NSW 2100 02 9939 7000 info@ 
wildfirepublishing.com.au 
www.modernwedding 
magazines.com.au 
SYDNEY WEDDING 
FASHION MAGAZINE 
134 Old Pittwater Road Brookvale NSW 2100 3 9939 7000 info@ 
wildfirepublishing.com.au 
www.modernwedding 
magazines.com.au 
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STM THE SUNDAY 
TIMES 
 
257,330 597,000 Weekly Newsagent 2.00 1980    x     
STUDIO BAMBINI 45,000 235,000 Bi-annual Newsagent 8.80 1986  x       
STUDIO BRIDES INA INA Quarterly INA 14.95 INA x x x x x x x x 
STYLE 60,000 INA INA Newsagent Free INA x        
STYLE 
TOOWOOMBA 
26,000 50,000 Monthly Newsagent INA INA x        
SUNDAY HERALD 
SUN 
495,951 1,121,000 Weekly Newsagent 2.00 1987   x      
SUNDAY LIFE 511,857 1,048,000 Weekly Sun-Herald 
Sunday Age 
Free INA x x x      
SUNDAY 
MAGAZINE 
720,068 2,116,000 Weekly Newsagent 1.60 1997  x x      
SUNDAY 
TASMANIAN  
THE MERCURY 
57,283 133,000 Daily Newsagent 1.80 INA       x  
SUNDAY 
TELEGRAPH 
599,165 2,911,000 Weekly Newsagent 2.00 INA  x       
SUNDAY 
TERRITORIAN 
18,620 35,000 Daily Newspaper 1.30 1952      x   
SYDNEY BRIDE 20,000 INA Quarterly Newsagent 14.95 INA  x       
SYDNEY MORNING 
HERALD 
157,931 738,000 Daily Newsagent 2.80 1831  x       
SYDNEY WEDDING INA INA Annual Newsagent 15.95 1989 x x x      
SYDNEY WEDDING 
FASHION 
MAGAZINE 
 
INA INA Annual Newsagent INA INA  x       
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THAT'S LIFE Pacific 
Publishing 
Pacific Magazines Linda Smith Women's 
Magazine 
Real life Female  
25+ 
THE ADVOCATE 
 
Advocate 
Newspaper 
Advocate Newspaper Julian O’Brien Newspaper Daily Wednesday features, fashion Female and Male 
THE AGE MELBOURNE 
MAGAZINE 
Fairfax Media Fairfax Media Clare Kermond Newspaper Insert 
Magazine 
News, health, business, fashion Female and Male 
14+ 
THE AUSTRALIAN News Limited News Limited Chris Mitchell Newspaper 
National 
News, business, politics, health, 
art, fashion, travel 
Female and Male 
14-50 
THE CLOSET TALES OF 
AUSTRALIAN FASHION 
 
SBS SBS INA Television Fashion Fashion 
THE DISCERNING BRIDE Prestige 
Magazines 
Prestige Magazines Emily Williams Bridal Magazine Bridal, fashion, lifestyle, beauty Female 
THE EXAMINER Fairfax Media Fairfax Media Martin Gilmour Newspaper Daily News, business, occasional 
fashion 
Female and Male 
THE MERCURY News Limited News Limited Andrew Holman Newspaper Daily News, sport, business, 
entertainment, lifestyle 
Female and Male 
THE SUNDAY AGE Fairfax Media Fairfax Media Mark Forbes Newspaper Daily News, business, lifestyle, fashion Female and Male 
14+ 
THE SUNDAY MAIL News Limited News Limited  Scott Thompson Newspaper Daily News, business, lifestyle, fashion Female and Male 
THE SYDNEY 
MAGAZINE 
Fairfax Media Fairfax Media Georgina Safe Newspaper 
Supplement 
Fashion, entertainment, food, 
beauty 
Female and Male  
25 to 54 
TOTAL GIRL 
 
Pacific 
Publishing 
Pacific Magazines Amanda Nicholls Teen Magazine Fashion Girls  
8-11 
TOWNSVILLE 
BULLETIN 
News Limited News Limited Lachlan Heywood Newspaper Daily News, sport, business, 
entertainment, lifestyle 
Female and Male 
TRIPLE J MAG News Limited Australian 
Broadcasting 
Corporation 
Jaymz Clements Lifestyle 
Magazine 
Music, fashion, celebrities, 
culture 
Female 
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THAT'S LIFE Media City, 
8 Central Ave 
Eveleigh NSW 2015 02 9394 2818 linda.smith@ 
pacificmags.com.au 
www.thatslife.com.au 
THE ADVOCATE 
 
54 Mount Street Burnie TAS 7320 03 6440 7409 juliano@theadvocate.com.au www.theadvocate.com.au 
THE AGE MELBOURNE 
MAGAZINE 
655 Collins Street Docklands VIC 3008 03 8667 2000 ckermond@fairfaxmedia.co
m.au 
www.theage.com.au 
THE AUSTRALIAN 2 Holt St Surry Hills NSW 2010 02 9288 3000 mitchellc@ 
theaustralian.com.au 
www.theaustralian.com.au 
THE CLOSET TALES OF 
AUSTRALIAN FASHION 
 
14 Herbert Street Artarmon NSW 2064 18 0050 0727 comments@sbs.com.au www.sbs.com.au 
THE DISCERNING BRIDE 38-40 Fisher Street East 
Brisbane 
QLD 4169 07 3891 1299 dbeditor@prespub.com www.discerningbride. 
com.au 
THE EXAMINER 
 
71 Paterson St Launceston TAS 7250 03 6336 7111 mgilmour@examiner.com.a
u 
www.examiner.com.au 
THE MERCURY 93 Macquarie Street Hobart TAS 7000 03 6230 0622 mercury.news@dbl. 
newsltd.com.au 
www.themercury.com.au 
THE SUNDAY AGE 
 
655 Collins Street Docklands VIC 3008 03 8667 2000 mforbes@fairfaxmedia.com.
au 
www.theage.com.au 
THE SUNDAY MAIL Corner Mayne Road 
and Campbell Street 
Bowen Hills QLD 4006 13 0030 4020 scott.thompson@news.com.
au 
www.couriermail.com.au 
THE SYDNEY MAGAZINE 1 Darling Island 
Road 
Pyrmont NSW 2009 02 9282 2707 gsafe@fairfaxmedia.com.au www.thesydneymagazine.smh
.com.au 
TOTAL GIRL 35-51 Mitchell Street McMahons 
Point 
NSW 2060 02 9464 3300 amanda.nicholls@pacificma
gs.com.au 
www.totalgirl.com.au 
TOWNSVILLE BULLETIN 198 Ogden Street Townsville QLD 4810 07 4722 4400 lachlan.heywood@news.co
m.au 
www.townsvillebulletin. 
com.au 
TRIPLE J MAG 
 
Level 4, 40 City 
Road 
Southbank VIC 3006 02 8333 2922 triplejmageditor@hwt.com.a
u 
www.abc.net.au/triplej/mag 
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THAT'S LIFE 
 
218,161 1,152,000 Weekly Newsagent  2.95 INA x x x x x x x  
THE ADVOCATE 
 
26,551 59,000 Weekly Newsagent 1.40 1918       x  
THE AGE 
MELBOURNE 
MAGAZINE 
156,817 659,000 Monthly Newsagent 
(inside The 
Age) 
Free 2004   x      
THE 
AUSTRALIAN 
 
122, 428 441,000 Weekly Newsagent 2.00 1964 x x x x x x x  
THE CLOSET 
TALES OF 
AUSTRALIAN 
FASHION 
INA INA Four-part 
episode 
SBS 
Television 
Free 2007 x x x x x x x x 
THE 
DISCERNING 
BRIDE 
9500 INA Yearly Newsagent 12.95 INA x        
THE EXAMINER 26,551 INA Daily Newsagent INA 1842       x  
THE MERCURY 44,317 INA Daily Newsagent INA 1854       x  
THE SUNDAY 
AGE 
194,040 695,000 Weekly Newsagent 2.00 INA   x      
THE SUNDAY 
MAIL 
438,994 954,000 Weekly Newsagent 2.00 INA x        
THE SYDNEY 
MAGAZINE 
161,658 233,000 Weekly Newsagent Insert INA  x       
TOTAL GIRL 48,145 244,000 Monthly Newsagent 5.95 2002 x x x x x x x  
TOWNSVILLE 
BULLETIN 
23,337 INA Daily Newsagent 1.20 1881 x        
TRIPLE J MAG 
 
INA INA Monthly ABC Shops 7.50 INA x x x      
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U ON SUNDAY News Limited News Limited  Sandra Killen Newspaper Insert 
Magazine 
Fashion, food, music, 
people 
Female and Male 30-45 
VICE Michael Slonim Vice Australia Royce Akers Lifestyle 
Magazine 
Fashion, music, culture Female and Male 18-34 
VIVA NA Quintel Design Alexis Meza Lifestyle 
Magazine 
Culture, food, 
entertainment, fashion 
Female and Male 
VOGUE AUSTRALIA INA News Limited Edwina McCann Fashion Magazine Fashion, beauty, health, 
shopping 
Female  
25-54 
VOYEUR VIRGIN 
AUSTRALIA 
Pacific 
Publishing 
Pacific Magazines Kirsten Rowlingson Lifestyle 
Magazine 
Travel, culture, business, 
technology 
Female and Male 25-49 
WEDDING STYLE 
GUIDE 
INA Trilogy Publishing Silvana Zerella Bridal Magazine Bridal, fashion, lifestyle, 
beauty 
Female 
WEEKEND 
AUSTRALIAN 
News Limited News Limited Michelle Gunn Insert Magazine Food, Wine, Fashion, 
Home 
Female and Male 14+ 
WEIGHT WATCHERS Bauer Media Bauer Media Julie Lee Women's 
Magazine 
Fashion, beauty, fitness, 
health, food 
Female  
30-54 
THE WEST 
AUSTRALIAN 
 
News Limited News Limited Brett McCarthy Newspaper Daily Fashion segment inside 
newspaper 
Female 
WHITE INA Mezzanine Media Carla Burrell Bridal Magazine Wedding, fashion, real-
life, beauty, lifestyle 
Female 
WHO Pacific 
Publishing 
Pacific Magazines Nicky Briger Celebrity 
Magazine 
Entertainment and 
celebrity news 
Female  
18-39 
WISH News Limited News Limited David Meagher Newspaper 
Magazine 
Fashion, lifestyle Female and Male 14-55 
WOMAN'S DAY Bauer Media Bauer Media Fiona Connolly Celebrity 
Magazine 
General Women's 
Interest 
Female  
25-54 
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U ON SUNDAY Corner Mayne Road 
and Campbell Street 
Bowen 
Hills 
QLD 4006 13 0030 4020 sandra.killen@news.com.au www.couriermail.com.au/u 
onsunday 
VICE Level 1,  
230 Smith Street 
Fitzroy VIC 3065 03 9024 8000 royce@viceaustralia.com www.viceland.com 
VIVA PO Box 365 Sydney NSW 2049 02 715 3393 editor@ 
vivamagazine.com.au 
www.vivamagazine.com.au 
VOGUE AUSTRALIA 
 
180 Bourke Road Alexandria NSW 2015 02 9353 6666 editor@vogue.com.au www.vogue.com.au  
VOYEUR VIRGIN 
AUSTRALIA 
35-51 Mitchell Street McMahons 
Point 
NSW 2060 02 9394 2974 kirsten.rowlingson@pacific
mags.com.au 
www.virginblue.com 
WEDDING STYLE GUIDE 
 
276 Flinders Street Adelaide SA 5000 08 8232 4969 info@styleguide.com.au www.styleguide.com.au 
WEEKEND AUSTRALIAN Level 4, 2 Holt St Surry Hills NSW 2010 02 9288 3318 gunnm@ 
theaustralian.com.au 
www.theaustralian.com.au 
WEIGHT WATCHERS 35-51 Mitchell St McMahons 
Point 
NSW 2060 02 9394 2632 editor@ 
weightwatchers.com.au 
www.weightwatchers. 
com.au 
THE WEST AUSTRALIAN 50 Hasler Road Osborne 
Park 
WA 6017 08 9482 3111 brett.mccarthy@wanews.co
m.au 
www.thewest.com.au 
WHITE 559 Hunter Street Newcastle NSW 2300 02 4915 6511 white@ 
whitemagazine.com.au 
www.whitemagazine. 
com.au 
WHO 35-51 Mitchell St McMahons 
Point 
NSW 2060 02 9925 3300 nicky.briger@pacificmags.c
om.au 
www.who.com/who 
WISH Level 4, 2 Holt St Surry Hills NSW 2010 02 9288 3318 meagherd@theaustralian.co
m.au 
www.theaustralian.com.au 
WOMAN'S DAY 54 Park St Sydney NSW 2000 02 9282 8000 fconnolly@acpmagazines. 
com.au 
www.womansday.com 
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U ON SUNDAY 
 
423,488 954,000 Weekly Sunday Mail Free 2011 x        
VICE 
 
38,000 INA Monthly Street Press Free 2003 x x x x x x x  
VIVA 
 
INA INA Monthly Newsagent 5.50 2000  x       
VOGUE 
AUSTRALIA 
 
51,291 340,000 Monthly Newsagent 8.50 1959  x       
VOYEUR VIRGIN 
AUSTRALIA 
72,547 299,000 Monthly Virgin Free INA x x x x     
WEDDING STYLE 
GUIDE 
 
80,000 320,000 Quarterly Newsagent 12.95 INA x x x x x x x x 
WEEKEND 
AUSTRALIAN 
 
305,000 847,000 Weekly Newsagent 2.00 INA x x x x x x   
WEIGHT 
WATCHERS 
60,251 158,000 Monthly Newsagent 6.20 INA x x x x x x   
THE WEST 
AUSTRALIAN 
198,415 INA Weekdays Newsagent 1.30 1833    x     
WHITE 
 
INA INA Quarterly Newsagent 11.95 2006  x       
WHO 
 
131,229 629,000 Weekly Newsagent 4.50 1992 x x x x x x x  
WISH 100,650 360,000 Monthly The 
Australian  
Free 2005  x       
WOMAN'S DAY 
 
350,495 1,999,000 Weekly Newsagent 4.00 1953 x x x x x x x  
 
 
 
 
 
 
 
 
 
 
  
 
Title Publisher Parent Company 
Published By 
Editor Medium Content Demographics 
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WOMEN’S FITNESS Bauer Media Bauer Media Rachel Sharp Women’s 
Magazine 
Women’s lifestyle Female 25-40 
WOMEN'S HEALTH Pacific 
Publishing 
Pacific Magazines Felicity Percival Women's 
Magazine 
Women's lifestyle Female  
25-44 
YEN Next Media Next Media Annie Sebel Fashion Magazine Fashion, beauty, music, art, 
food and travel 
Female  
18-35 
YOUR LOCAL 
WEDDING GUIDE 
CANBERRA 
Prestige 
Publishing 
Prestige Publications INA Bridal Magazine Bridal, fashion, lifestyle, 
beauty 
Female 
YOUR LOCAL 
WEDDING GUIDE 
MELBOURNE 
Prestige 
Publishing 
Prestige Publications INA Bridal Magazine Bridal, fashion, lifestyle, 
beauty 
Female 
YOUR LOCAL 
WEDDING GUIDE 
GEELONG 
Prestige 
Publishing 
Prestige Publications INA Bridal Magazine Bridal, fashion, lifestyle, 
beauty 
Female 
YOUR LOCAL 
WEDDING GUIDE 
GOLD COAST 
Prestige 
Publishing 
Prestige Publications INA Bridal Magazine Bridal, fashion, lifestyle, 
beauty 
Female 
YOUR LOCAL 
WEDDING GUIDE 
BRISBANE 
Prestige 
Publishing 
Prestige Publications INA Bridal Magazine Bridal, fashion, lifestyle, 
beauty 
Female 
YOUR LOCAL 
WEDDING GUIDE 
SUNSHINE COAST 
Prestige 
Publishing 
Prestige Publications INA Bridal Magazine Bridal, fashion, lifestyle, 
beauty 
Female 
YOUR LOCAL 
WEDDING GUIDE 
TOOWOOMBA 
Prestige 
Publishing 
Prestige Publications INA Bridal Magazine Bridal, fashion, lifestyle, 
beauty 
Female 
YOUR WEDDING INA INA INA Bridal Magazine Bridal, fashion, lifestyle, 
beauty 
Female 
ZOO WEEKLY Bauer Media Bauer Media Tim Keen Men's Magazine News, Sport, Gags, girls, 
entertainment 
Male  
18-34 
  
 
Title (continued) Address Suburb State Post 
Code 
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Email Website 
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WOMEN’S FITNESS 54 Park St Sydney NSW 2000 02 9282 8000 rsharp@bauer-
media.com.au 
www.womensfitnessmagazin
e.com.au 
WOMEN'S HEALTH 35-51 Mitchell St McMahons 
Point 
NSW 2060 02 9464 3300 felicity.harley@pacifs.com.
au 
www.au.lifestyle.yahoo.com/
womens-health/ 
YEN Level 6, Building 
A, 207 Pacific 
Highway 
St Leonards NSW 2065 02 9901 6100 asebel@yenmag.net www.yenmag.net 
YOUR LOCAL WEDDING 
GUIDE CANBERRA 
38 - 40 Fisher St East 
Brisbane 
QLD 4169 07 3891 1299 enquiries@ 
weddingguide.com.au 
www.weddingguide.com.au 
YOUR LOCAL WEDDING 
GUIDE MELBOURNE 
PO Box 4200 Frankston 
Heights 
VIC 3199 03 9781 2686 mandi@ 
weddingguide.com.au 
www.weddingguide.com.au 
YOUR LOCAL WEDDING 
GUIDE GEELONG 
PO Box 4200 Frankston 
Heights 
VIC 3199 03 9781 2686 mandi@ 
weddingguide.com.au 
www.weddingguide.com.au 
YOUR LOCAL WEDDING 
GUIDE GOLD COAST 
38 - 40 Fisher St East 
Brisbane 
QLD 4169 07 3891 1299 enquiries@ 
weddingguide.com.au 
www.weddingguide.com.au 
YOUR LOCAL WEDDING 
GUIDE BRISBANE 
38 - 40 Fisher St East 
Brisbane 
QLD 4169 07 3891 1299 enquiries@ 
weddingguide.com.au 
www.weddingguide.com.au 
YOUR LOCAL WEDDING 
GUIDE SUNSHINE COAST 
38 - 40 Fisher St East 
Brisbane 
QLD 4169 07 3891 1299 enquiries@ 
weddingguide.com.au 
www.weddingguide.com.au 
YOUR LOCAL WEDDING 
GUIDE TOOWOOMBA 
INA INA INA INA 07 4613 4877 barbara@ 
weddingguide.com.au 
www.weddingguide.com.au 
YOUR WEDDING PO Box 431 Springwood NSW 2777 02 4754 4411 sasha@ 
yourwedding.com.au 
www.yourwedding.com.au 
ZOO WEEKLY Level 15, 66 
Goulburn St 
Sydney NSW 2000 02 8116 9329 tkeen@bauer-media.com.au www.zooweekly.com.au 
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WOMEN’S FITNESS INA INA Monthly Newsagent 5.95 2012 x x x x x x x x 
WOMEN'S HEALTH 92,596 441,000 Monthly Newsagent 7.20 2007 x x x x x x x  
YEN 30,000 149,625 Bi-monthly Newsagent 8.95 2002 x x x x x x x  
YOUR LOCAL 
WEDDING GUIDE 
CANBERRA 
INA INA Annual iSubscribe 7.95 INA  x       
YOUR LOCAL 
WEDDING GUIDE 
MELBOURNE 
INA INA Annual iSubscribe 7.95 INA   x   x   
YOUR LOCAL 
WEDDING GUIDE 
GEELONG 
INA INA Annual iSubscribe 7.95 INA   x      
YOUR LOCAL 
WEDDING GUIDE 
GOLD COAST 
INA INA Annual iSubscribe 7.95 INA x        
YOUR LOCAL 
WEDDING GUIDE 
BRISBANE 
INA INA Annual iSubscribe 7.95 INA x        
YOUR LOCAL 
WEDDING GUIDE 
SUNSHINE COAST 
INA INA Annual iSubscribe 7.95 INA x        
YOUR LOCAL 
WEDDING GUIDE 
TOOWOOMBA 
INA INA Annual iSubscribe 7.95 INA x        
YOUR WEDDING INA INA Quarterly Newsagent 7.95 INA  x       
ZOO WEEKLY 58,165 519,000 Weekly Newsagent 4.40 2006 x x x x x x x  
 APPENDIX 2: International Fashion Media Map 
 
 
Title Publisher Parent Company 
Published By 
Editor Medium Content Demographics 
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ABOVE MAGAZINE Nicolas Rachline Centoria Ltd Nicolas 
Rachline 
Fashion 
Magazine 
Art, fashion, beauty Female and Male 
25-49 
ACNE PAPER Mikael Schiller INA Jonny 
Johansson 
Fashion 
Magazine 
Art, fashion, culture Female and Male 
AGENDA MAGAZINE INA INA Kaylene 
Peoples 
Online Online fashion 
magazine 
Female 
ALLURE Agnes B. Chapski Conde Nast Linda Wells Fashion 
Magazine 
Beauty, celebrity, 
fashion 
Female  
32 
APPAREL 
 
Susan S. Nichols Edgell 
Communications 
Jordan Speer Trade Magazine Trade fashion Female 
ANOTHER MAGAZINE Jefferson Hack, 
Rankin Waddell 
Dazed Group Jefferson 
Hack 
Fashion 
Magazine 
High fashion Female  
18-45 
ANOTHER MAN Jefferson Hack, 
Rankin Waddell 
Dazed Group Jefferson 
Hack 
Men's Magazine Men's fashion Male 
ARENA HOMME PLUS Bauer Media Bauer Consumer 
Media 
Jo-Ann 
Furniss 
Men's Magazine Men's S/S, A/W 
collections 
Male 
ARUDE INA INA Ike Ude Online Fashion 
Magazine 
Art, business, fashion 
culture 
Male 
AVERY CARDOZA'S 
PLAYER 
Avery Cardoza Cardoza Publishing Avery 
Cardoza 
Men's Magazine Celebrity, fashion, 
cars, technology 
Male  
36 
B-FASHION MAGAZINE INA B Store Dal Chodha Fashion 
Magazine 
Fashion Female and Male 
18-40 
BARBIE MAGAZINE INA Titan Magazines INA Girls’ Magazine Barbie, fashion Girls 7-10 
BLACK BOOK Joseph Landry Vibe Media Nick Haramis Lifestyle 
Magazine 
Fashion, travel, 
fashion, pop culture, 
entertainment 
Female and Male 
BLACK MAGAZINE Blacklight 
Publishing 
Limited 
Blacklight Publishing 
Limited 
Grant Fell and 
Rachael 
Churchward 
Fashion 
Magazine 
Fashion, culture Female 
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ABOVE MAGAZINE 16 Woodlands  
Gerrards 
Cross,Bucks 
London UK SL9 8DD 440 207  
371 0808 
nr@above-magazine.com www.above-
magazine.com 
ACNE PAPER 57-60 Charlotte 
Road 
London UK EC2A 3QT 442 076  
130 250 
contact@acnepapaer. 
com 
www.acnepaper.com 
AGENDA MAGAZINE Suite 601, 400 
Main Street 
Los 
Angeles 
USA CA 90013 132 324 
4 11 40 
contact@agendamag.com www.agendamag.com 
ALLURE 4 Times Square New York USA NY 10036 212 286 
 2860 
linda_wells@ 
condenast.com 
www.allure.com 
APPAREL 801 Gervais St,  
Suite 101 
Columbia USA SC 29201 803 771 7500 jspeer@apparelmag.com www.apparel.edgl.com 
ANOTHER MAGAZINE 112-116 Old Street London UK ECIV 9BG 440 207  
336 0766 
info@anothermag.com www.anothermag.com 
ANOTHER MAN 112-116 Old Street London UK ECIV 9BG 440 207 
330 767 
info@anothermag.com www.anothermag.com 
ARENA HOMME PLUS Mappin House, 4 
Winsley Street 
London UK W1W 8HF 020 718 
280 00 
joann.furniss@ 
bauermedia.co.uk 
www.thehommeplus.co
m 
ARUDE 104 W 17th St Suite 
3W 
New York USA NY 10011 212 627 
1013 
editor@arudemag.com www.arudemag.com 
AVERY CARDOZA'S 
PLAYER 
857 Broadway Dr, 
3rd Floor 
New York USA NY 10003 212 255 9699 avery@cardozaplayer. 
com  
www.cardozaplayer. 
com 
B-FASHION MAGAZINE 24a Savile Row London UK W1S 3PR 004 420 
7734 6846 
dal@bstoremagazine. 
com 
www.bstoremagazine. 
com 
BARBIE MAGAZINE 
 
INA INA INA INA INA barbiefriends@titanemail.c
om 
www.titanmagazines.co
m/t/barbie/ 
BLACK BOOK 29 East 19th St, 4th 
Floor 
New York USA NY 10003 212 651 
1730 
INA www.blackbookmag. 
com 
BLACK MAGAZINE INA Auckland  NZ INA 649 373 4303 grant@blackmag.co.uz www.blacklognz. 
blogspot.com/ 
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ABOVE MAGAZINE 
 
49,000 150,000 Quarterly Newsagent 29.95 INA  x x      
ACNE PAPER 
 
INA INA Half Yearly Newsagent 34.00 2005         
AGENDA MAGAZINE 
 
INA INA Daily Online Free 2005 x x x x x x x x 
ALLURE 
 
1,082,873 7,447,000 Monthly Newsagent 12.95 1991 x x x x x x x  
APPAREL 
 
INA INA INA INA INA INA         
ANOTHER 
MAGAZINE 
 
14,491 570,000 Bi-annual Newsagent 27.50 2001 x x x x x x x  
ANOTHER MAN 
 
INA INA Bi-annual Mag Nation 32.45 2005 x x x x x x x x 
ARENA HOMME 
PLUS 
INA INA Bi-annual Newsagent 
Select 
17.50 1994  x       
ARUDE INA INA Daily Online Free 1995-2009 
Online 2010 
x x x x x x x  
AVERY CARDOZA'S 
PLAYER 
100,000 INA Bi-monthly Online Free INA x x x x x x x x 
B-FASHION 
MAGAZINE 
 
1,000 4,460 Daily Online Free 2009 x x x x x x x x 
BARBIE MAGAZINE 
 
INA INA Monthly Newsagent 8.00 INA x x x x x x x x 
BLACK BOOK 
 
150,000 INA Monthly Newsagent INA 1996         
BLACK MAGAZINE INA INA Bi-annual Mag Nation 35.00 2006 x x x x x x x x 
               
 
 Title Publisher Parent Company 
Published By 
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BLISS Panini UK Panini UK INA Teen Magazine Fashion, celebrity, boys, 
beauty, relationships 
Girls  
13-17 
BON INA INA Madelaine Levy Fashion Magazine Fashion Female 
BOOKMODA 
BAMBINI 
PubliFashion PubliFashion Marco Uzzo Children's Magazine Children's fashion Girls 
BOOK MODA SPOSA PubliFashion PubliFashion Marco Uzzo Bridal Magazine Bridal Female 
BOOK MODA UOMO PubliFashion PubliFashion Marco Uzzo Men's Magazine Men's Interest Male 
 
BRIDAL GUIDE RFP RFP Diane Forden Bridal Magazine Bridal Female  
18-34 
BRIDE AND GROOM Lesley Walker Fusion Group Lesley Walker Bridal Magazine Bridal Female 
BRIDES Conde Nast Conde Nast Laura Burkitt Bridal Magazine Bridal Female 
BRIDES Carolyn Kremis Conde Nast Keija Minor Bridal Magazine Bridal Female 
BURDASTYLE Burda Style Burda Style Dagmar Bily Fashion Magazine Fashion, sewing Female 
 18 - 44 
CHAT Oswin Grady IPC Media Gilly Sinclair Magazine True life stories, fashion, 
health, lifestyle 
Female older 
CITY 
 
John McDonald Spark Media John McDonald Fashion Magazine Fashion Female and Male 
CLEAR Emin Kadi INA INA Fashion Magazine Fashion, photography, art, 
lifestyle 
Female 
CODE Peter Van 
Rhoon 
Code Magazine Peter Van 
Rhoon 
Fashion Magazine Street fashion Female and Male 
COLLEZIONI 
 
Logos Group Logos Group Giulia 
Bulgarelli 
Fashion Magazine Fashion Female 
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BLISS 77 Mount Ephraim, 
Tunbridge Wells 
Kent UK TN48BS INA INA www.mybliss.co.uk 
BON Repslagargatan 17B, 
1st Floor 
Stockholm SWEDEN SE-118 46 468 449 
4690 
madelaine@ 
bonmagazine.com 
www.bonmagazine.com 
BOOKMODA BAMBINI Via A. Manzoni 26, 
Rozzano 
Milan ITALY 20089 390 289 
2395 
marco.uzzo@ 
bookmoda.com 
www.bookmoda.com 
BOOK MODA SPOSA Via A. Manzoni 26, 
Rozzano 
Milan ITALY 20089 390 289 
2395 
giovanna.roveda@ 
bookmoda.com 
www.bookmoda.com 
BOOK MODA UOMO Via A. Manzoni 26, 
Rozzano 
Milan ITALY 20089 390 289 
2395 
marco.uzzo@ 
bookmoda.com 
www.bookmoda.com 
BRIDAL GUIDE 228 East 45th Street, 
11th Floor 
New York USA NY 10017 212 838 
7733 
editorial@ 
bridalguide.com 
www.bridalguide.com 
BRIDE AND GROOM 19 Ruru Street, Eden 
Terrace 
Auckland  NZ 1021 093 361 189 editorial@ 
brideandgroom.co.nz 
www.brideandgroom. 
co.nz 
BRIDES Vogue House, Hanover 
Square, 
London UK W1S 1JU 084 484  
852 02 
laura.burkitt@ 
condenast.co.uk 
www.bridesmagazine. 
co.uk 
BRIDES 4 Times Square New York USA NY 10036 212 286 
5535 
keija.minor@ 
condenast.com 
www.brides.com 
BURDASTYLE 1270 Avenue of the 
Americas, Suite 2908 
New York USA 10020 212 884 
4818 
dagmar@burdastyle.com www.burdastyle.com 
CHAT Blue Fin Building, 110 
Southwark St 
London UK SE1 0SU 087 044  
45000 
goodtoknow@ 
ipcmedia.com 
www.chatmagazine.co.uk 
CITY INA New York USA INA 21965 
9484 
john@city-magazine.com www.cityist.com 
CLEAR 433 N Washington 
Royal Oak 
MI USA 40867 248 544 
2532 
emin@clearmag.com www.clearmag.com 
CODE PO Box 11749 Amsterdam NLD 1001 GS 310 204 
085 511 
peter@codemagazine.eu www.codemagazine.eu 
COLLEZIONI Strada Curtatona n.5/2 Modena ITALY 41126 003 905  
941 2425 
redazione@logos.info www.logos.info 
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BLISS INA INA Monthly Newsagent 
GG 
10.50 INA x x x x x x   
BON 
 
INA INA Quarterly iSubscribe 15.95 2001 x x x x x x x x 
BOOKMODA 
BAMBINI 
 
INA INA Bi-annual iSubscribe INA 1989 x x x x x x x x 
BOOK MODA 
SPOSA 
INA INA Half Yearly Newsagent 
GG 
58.00 1989         
BOOK MODA 
UOMO 
 
INA INA Quarterly iSubscribe 86.00 INA x x x x x x x x 
BRIDAL GUIDE 1,114,000 4,404,000 Bi-monthly Newsagent 
GG 
11.20 INA x x x x x x   
BRIDE AND 
GROOM 
INA 120,000 Quarterly Newsagent 
GG 
7.70 1987         
BRIDES 
 
INA INA INA INA INA INA         
BRIDES 3,214,35 6,200,000 Bi-monthly Newsagent 22.60 1959 x x x x x    
BURDASTYLE 190,000 500,000 Monthly Newsagent 118.00 INA x x x x x x x x 
CHAT 
 
INA INA Weekly Newsagent INA INA         
CITY 
 
INA INA Bi-monthly Newsagent 11.95 INA x x x x x x x  
CLEAR 
 
INA INA Bi-monthly Newsagent 19.40 2001 x x x x x x x  
CODE 
 
35,000 INA Quarterly Newsagent INA 2005 
 
        
COLLEZIONI INA INA Bi-monthly iSubscribe 104.50 INA x x x x x x x x 
 
 Title Publisher Parent Company 
Published By 
Editor Medium Content Demographics 
25
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COLLEZIONI SPOSA Logos Group Logos Group Sonia Perfetti Bridal 
Magazine 
Haute couture, bridal Female 
COLLEZIONI UOMO 
 
Logos Group Logos Group Alessandro 
Ferrari 
Men's Magazine Fashion Male 
COMPLEX Moksha 
Fitzgibbons 
Complex Media Noah Callahan-
Bever 
Men's Magazine Music, Fashion, Pop Culture, 
Technology, Sport 
Male  
20+ 
CONCISE Ozella Hicks INA Ozella Hicks Online Fashion 
Magazine 
Urban Fashion Female 
COOLER Mpora Mpora Action Sports 
Network 
Elizabeth Drew Teen Magazine Surf, snow, street, style Female and Male 
DAILY CANDY 
 
Daily Candy Daily Candy Lauren Lumsden Online Fashion, food, style Female  
18-34 
DAILY TELEGRAPH 
(FASHION) 
INA Telegraph Media 
Group Limited 
Lisa Armstrong Newspaper 
Daily 
News, health, beauty, fashion, 
culture 
Female and Male 
DANSK Grenaa Buchard INA Uffe Buchard and 
Kim Grenaa 
Fashion 
Magazine 
Fashion, culture, lifestyle, art Female and Male 
DAZED & CONFUSED Jefferson Hack Waddell Limited Tim Noakes Men's Magazine Art, culture, fashion, music, 
photography 
Female and Male 
DESTINATION 
WEDDING AND 
HONEYMOONS 
Carol Johnson Bonnier Corporation Susan Moynihan Bridal 
Magazine 
Weddings Female and Male  
33 
DETAILS Paul Jowdy Conde Nast Daniel Peres Men's Magazine Culture, style, fashion, 
celebrity, relationships 
Female and Male 18-
49 
DISCOVERY GIRLS Discovery Girls 
Inc 
Discovery Girls Inc Sarah Verney Children's 
Magazine 
Teen issues, fashion Girls  
8-12 
DRAPERS 
 
Emap 
Publishing 
Emap Publishing Caroline Nodder Fashion 
Magazine 
UK Fashion Market Female and Male 
DREAMS Montaigne 
Publications 
Montaigne 
Publications 
Francois-Jean 
Daehn 
Fashion 
Magazine 
Jewellery, watch-making Female and Male 
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COLLEZIONI SPOSA Strada Curtatona n.5/2 Modena ITALY 41126 003 905 
 941 2425 
redazione@logos.info www.logos.info 
COLLEZIONI UOMO Strada Curtatona n.5/2 Modena ITALY 41126 003 905  
941 2425 
redazione@logos.info www.logos.info 
COMPLEX 40 West 23rd Street New York USA 10010 917 262 
3147 
via online form www.complex.com 
CONCISE PO Box 5718 Richmond Virginia USA 23220 804 986 
9922 
concisefashionmagazin
e@comcast.net 
www.concisefashionmag
azine.com 
COOLER 19 Bolsover Street London UK W1W 5NA 004 417  
954 14635 
via online form www.cooler.mpora.com 
DAILY CANDY 584 Broadway, Suite 510 New York USA 10012 646 435 
9199 
via online form www.dailycandy.com 
DAILY TELEGRAPH 111 Buckingham Palace 
Road 
London UK SW1W 
0DT 
004 420  
793 12000 
lisa.armstrong@ 
telegraph.co.uk 
www.fashion.telegraph.c
o.uk/ 
DANSK Borgergade 111B Copenhagen DENMARK DK - 1200 453 313 
0444 
info@ 
danskmagazine.com 
www.danskmagazine. dk 
DAZED & CONFUSED 112-116 Old Street London UK EC1V 
9BG 
020 733 
60766 
tim@  
dazedgroup.com 
www.dazeddigital.com 
DESTINATION 
WEDDING AND 
HONEYMOONS 
460 North Orlando 
Avenue Suite 200. 
Winter Park 
Florida USA FL32789 INA editor@destinationwed
dingmag.com 
www.destinationwedding
mag.com 
DETAILS 4 Times Square New York USA NY 10036 212 286 
4830 
patrick_connors@ 
condenast.com 
www.details.com 
DISCOVERY GIRLS 4340 Stevens Creek 
Blvd. Ste 280, San Jose 
California USA CA 95129 321 420 
235 
editorial@ 
discoverygirls.com 
www.discoverygirls. 
com 
DRAPERS Gr. London House, 
Hampstead Rd 
London UK NW1 7EJ 442 077 
2835 22 
caroline.nodder@emap
.com 
www.drapersonline. 
com 
DREAMS 72, boulevard Berthier Paris UK 75017 014 763 
4800 
courrier@  
dreams-magazine.com 
www.dreams-
magazine.com 
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COLLEZIONI SPOSA 
 
INA INA Half Yearly Newsagent 38.50 INA         
COLLEZIONI UOMO 
 
INA INA Quarterly iSubscribe 103.99 INA x x x x x x x x 
COMPLEX INA INA Bi-monthly Newsagent 
GG 
12.95 2002 x x x x x x   
CONCISE 
 
INA INA INA INA INA INA         
COOLER 
 
INA INA Bi-monthly Newsagent 7.50 2005         
DAILY CANDY INA 3,000,000 Daily Online-Daily 
Email 
Free 2000 x x x x x x x x 
DAILY TELEGRAPH INA 110,000 Internet 
ed. 
Daily Newsagent INA 1855         
DANSK 20,000 130,000 Quarterly Newsagent 
GG 
21.50 2002 x x x x x x x  
DAZED & 
CONFUSED 
INA INA Monthly Newsagent 
GG 
16.95 1992 x x x x x x   
DESTINATION 
WEDDING AND 
HONEYMOONS 
280,000 100,000 Bi-monthly Newsagent 13.95 2005         
DETAILS 
 
465,519 1,117,000 Monthly Mag Nation 23.45 INA x x x x x x   
DISCOVERY GIRLS 195,062 INA Bi-monthly Newsagent 
GG 
12.80 2000 x x x x x x   
DRAPERS 
 
8,671 43,500 Daily Newsagent INA 1887 x x x      
DREAMS 
 
INA INA Quarterly INA 32.00 2007         
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25
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ELIZA Eliza Magazine Eliza Magazine Summer Bellessa Fashion Magazine Fashion, beauty, health, 
entertainment, lifestyle 
Female  
17-34 
ELLE SPAIN Hachette 
Filipacchi  
Hachette Filipacchi 
Media U.S. 
Cecilia Muzquiz Fashion Magazine Fashion, beauty, women Female  
18-49 
ELLE UK Hearst Hearst Lorraine Candy Fashion Magazine Fashion, women Female  
18-49 
ELLE USA Hearst Hearst Roberta Myers Fashion Magazine Fashion, women Female  
18-49 
E! ENTERTAINMENT/ 
THE STYLE NETWORK 
E! 
Entertainment 
Television 
E! Entertainment 
Television 
Danielle Datu and 
Erin Magner 
Television Fashion, celebrity, 
music, entertainment 
Female and Male 
E! NEWS 
 
E! 
Entertainment 
Television 
E! Entertainment 
Television 
INA Television Fashion, celebrity, 
music, entertainment 
Female and Male 
ESQUIRE UK 
 
Hearst Hearst Alex Bilmes Men's Magazine Men's interest, celebrity, 
fashion 
Male 
ESQUIRE USA Kevin O'Malley Hearst David Granger Men's Magazine Fashion, music, culture, 
men's interest 
Male 
18-55 
FACTIO  
 
Factio Media Factio Media Melissa Maynard Fashion Magazine Fashion and beauty INA 
FANTASTIC MAN 
 
Top Publishers Top Publishers Jop van 
Bennekom and 
Gert Jonkers 
Men's Magazine Men's interest, fashion, 
celebrity 
Male 
FASHION CLICK Fashion Click Fashion Click Freddy Vicioso-
Galan 
Fashion Magazine Fashion, beauty, lifestyle Female 
FASHION LINE Icon Publishers Icon Publishers UK 
Limited 
Jennifer Crawford Fashion Magazine Fashion, design, music Female and Male 15-50 
FASHION MAGAZINE Debra Rother St. Joseph Media Bernadette Morra Fashion Magazine Fashion, beauty, culture, 
music 
INA 
FASHION OFFICE SA Wetz SA Wetz Josef and Karin 
Sawetz 
Online Fashion 
Magazine 
Fashion, art, beauty Female  
25-48  
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ELIZA PO Box 34122, Los 
Angeles 
California USA 90034 INA production@ 
elizamagazine.com 
www.elizamagazine. 
com 
ELLE SPAIN 
 
INA Madrid SPAIN INA INA cmuzquiz@hachette.es www.elle.es 
ELLE UK 72 Broadwick Street London UK W1F9EP 004 420  
743 95601 
lorraine.candy@hearst.co
.uk 
www.elleuk.com 
ELLE USA 300 West 57th Street, 
21st Floor 
New York USA 10019 212 649 
4020 
editors@elle.com www.elle.com 
E! ENTERTAINMENT/ 
THE STYLE NETWORK 
5750 Wilshire Blvd Los Angeles USA CA 90036 323 954 
2400 
INA www.stylenetwork. 
com 
E! NEWS 5750 Wilshire Blvd Los Angeles USA CA 90036 323 954 
2400 
INA www.eonline.com 
ESQUIRE UK 72 Broadwick Street London UK W1F9EP 004 420  
743 95601 
alex.bilmes@ 
esquire.co.uk 
www.esquire.co.uk 
ESQUIRE USA 300 West 57th Street, 
21st Floor 
New York USA 10019 212 649 
4020 
esquire@hearst.com www.esquire.com 
FACTIO  INA Chicago USA INA INA info@  
factio-magazine.com 
www.factio-
magazine.com 
FANTASTIC MAN Kleine-
Gartmanplantsoen 21 
Amsterdam NLD 1017 RP 003 120 
320 9032 
office@ 
fantasticman.com 
www.fantasticman.com 
FASHION CLICK Avda. De Brasil 30 Madrid SPAIN 28020 349 155 
53100 
freddyv@ 
fashionclick.com 
www.fashionclick. 
com 
FASHION LINE PO Box 52155 London UK INA 087 004 
34784 
editor@fashionlinemaga
zine.co.uk 
www.fashionlinemagaz
ine.co.uk 
FASHION MAGAZINE 111 Queen St, E., 
Suite 320 
Toronto CANADA ON M5C 
1S2 
416 364 
3333 
editorial@ 
fashionmagazine.com 
www.fashionmagazine.
com 
FASHION OFFICE Ravelinstrasse 5A Vienna AUSTRIA 1110 431769 
85101 
home@fashionoffice. 
org 
www.fashionoffice. 
org 
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ELIZA 
 
10,000 50,000 Quarterly INA INA 2007         
ELLE SPAIN 
 
171,346 INA Monthly Newsagent 10.95 INA x x x x x    
ELLE UK INA INA Monthly Newsagent 
GG 
18.95 INA x x x x x x   
ELLE USA INA 5,624,000 Monthly Newsagent 
GG 
14.95 1985 x x x x x x   
E! 
ENTERTAINMENT
/ THE STYLE 
NETWORK 
INA INA Daily Television INA INA         
E! NEWS 
 
INA INA Daily Television INA INA         
ESQUIRE UK INA INA Monthly Newsagent 
GG 
13.50 1991 x x x x x x   
ESQUIRE USA 700,000 2,153,000 Monthly Newsagent 
GG 
7.60 1933 x x x x x x   
FACTIO  
 
INA INA INA INA INA INA         
FANTASTIC MAN INA INA Bi-annual Mag Nation 33.45 2005 x x x x x x x x 
FASHION CLICK INA INA INA INA INA INA         
FASHION LINE 35,000 INA Bi-monthly Newsagent 11.25 2002 x x x x x x x  
FASHION 
MAGAZINE 
28,040 INA INA Online Free 1996         
FASHION OFFICE INA INA INA Online Free 1996 x x x x x x x X 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 Title Publisher Parent Company 
Published By 
Editor Medium Content Demographics 
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FASHION 
QUARTERLY 
Bauer Media Bauer Media Fiona Hawtin Fashion Magazine Fashion Female 20-49 
FASHION SNOOPS Fashion Snoops Fashion Snoops INA Fashion Magazine Online forecasting and 
magazine 
Industry 
FASHION TV Michel Adams Fashion TV Michel Adams Television Fashion, celebrity, models Female and Male 
FHM Bauer Media Bauer Publishing Joe Barnes Men's Magazine Men's interest, fashion, 
women, culture 
Male 
FIRST FOR WOMEN Ian Scott Bauer Publishing Carol Brooks Women's Magazine Health, food, fashion, 
beauty 
Female  
47 
FLARE Melissa 
Ahlstrand 
Rogers Publishing Miranda 
Purves 
Fashion Magazine Fashion, beauty, health, 
celebrity 
Female 
FLAUNT Luis Barajas 
and Jim Turner 
Flaunt Luis Barajas Fashion Magazine Entertainment, fashion, 
music, design, film, art, 
literature 
Female and Male 
FLUX Flux Flux Lee Taylor Fashion Magazine Fashion, music, art, culture, 
beauty 
Female 
FOAM Monica 
Campana 
Madavor Media Marcel Feil Fashion Magazine Fashion, lifestyle, art, music Female  
20  
FREUNDIN Tomorrow 
Focus Media 
Tomorrow Focus Media Nikolaus 
Albrecht 
Women's Magazine Women's lifestyle, fashion, 
beauty 
Female 25-43 
G.A.Z Max Mazza 
Fashion Group 
Max Mazza Fashion 
Group 
Elisabetta 
Friggi 
Fashion Magazine Fashion Female 
GLAMOUR SPAIN Blanca Martinez 
de Irujo 
Conde Nast Alicia Parro Fashion Magazine Women's lifestyle, fashion, 
beauty, relationships, 
celebrity 
Female  
35 
GLAMOUR UK Simon Kippin Conde Nast Jo Elvin Fashion Magazine Fashion, celebrity, beauty, 
lifestyle 
Female  
36 
GLAMOUR US William J. 
Wackermann 
Conde Nast Cynthia Leive Fashion Magazine Fashion, beauty, celebrity Female  
37 
GOOD 
HOUSEKEEPING 
Patricia Haegele Hearst Corporation Rosemary Ellis Women's Magazine Home, women, lifestyle Female  
25-54 
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FASHION QUARTERLY Level 4, 100 
Beaumont Street, 
Westhaven 
Auckland  NZ 1036 006 493  
082 700 
fhawtin@bauermedia.co.
nz 
www.fashionquarterly.t
umblr.com/ 
FASHION SNOOPS 39 West 38th St 5th  New York USA NY 10018 212 768 
8804 
info@fashionsnoop. 
com 
www.fashionsnoops. 
com 
FASHION TV PO Box 3149 Tortola British Virgin 
Islands 
INA INA Michal@fashiotv.com www.fashiontv.com 
FHM 189 Shaftesbury 
Avenue 
London UK WC2H 
8JG 
004 420 
7182 8941 
jemma.stern@fhm.com www.fhm.com 
FIRST FOR WOMEN 270 Sylvan Avenue, 
Englewood Cliffs 
New Jersey USA NJ 07632 201 569 
6699 
cstansey@ 
bauerpublishing.com 
www.myfirstforwomen
.com 
FLARE One Mount Pleasure 
Rd, 8th Floor 
Toronto, 
Ontario 
CANADA M4Y 2Y5 416 764 
2863 
miranda.purves@ 
flare.rogers.com 
www.flare.com 
FLAUNT 1422 North Highland 
Avenue 
California USA INA 617 706 
9110 
info@ 
flauntmagazine.com 
www.flaunt.com 
FLUX INA INA UK INA 084 568 
60396 
lee@ 
fluxmagazine.com 
www.fluxmagazine. 
com 
FOAM 85 Quincy Avenue, 
Suite B, Quincy 
Massa. USA MA 02169 949 515 
9270 
mfeil@madavor.com www.foammagazine. 
com 
FREUNDIN Abo Service Postfach 
290 
Offenburg GERMANY 77649 018 053 
48835 
freundin@burdadirect.de www.freudin.de 
G.A.Z 
 
INA Milano ITALY INA INA elisabetta@gazmagazine.
net 
www.gazmagazine. 
net 
GLAMOUR SPAIN Paseo de la 
Castellana 9-11 
Madrid SPAIN 28046 091 700 
4170 
info@condenast.es www.glamour.es 
GLAMOUR UK Vogue House, 
Hanover Square 
London UK W1S 1JU 020 749 
99080 
glamoureditorialmagazin
e@condenast.co.uk 
www.glamour 
magazine.co.uk 
GLAMOUR US 4 Times Square New York USA NY10036 212 286 
2860 
cynthia_leive@ 
condenast.com 
www.glamour.com 
GOOD HOUSEKEEPING 300 West 57th Street New York USA NY 10019 212 649 
2200 
phaegele@hearst.com www.goodhouse 
keeping.com 
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FASHION 
QUARTERLY 
 
23,422 252,000 Quarterly Newsagent 10.50 INA x x x x X    
FASHION SNOOPS INA INA INA Fashion 
Forecast  
INA INA x x x x x x x X 
FASHION TV 
 
INA INA Daily Television INA 1997 x x x x x x x x 
FHM 231,235 1,500,000 Monthly Newsagent 
GG 
20.00 2005 x x x x x x   
FIRST FOR 
WOMEN 
1,200,000 3,335,000 Monthly Newsagent 
GG 
7.20 INA x x x x x x   
FLARE 
 
124,646 INA Monthly MagNation INA 1979  x       
FLAUNT 
 
INA INA 10 issues per 
year 
Newsagent 23.50 1998 x x x x x x x  
FLUX INA INA Bi-monthly Newsagent 
GG 
11.50 1997 x x x x x x x  
FOAM 
 
65,000 325,000 Monthly Mag Nation 42.20 2001 x x x x x x x x 
FREUNDIN 
 
403,269 INA Fortnightly Mag Nation INA INA x x x x x x x x 
G.A.Z 
 
INA INA INA Online Free INA x x x x x x x x 
GLAMOUR SPAIN 223,617 558,000 Monthly Mag Nation 5.95 2002 x x x x x    
GLAMOUR UK 428,325 1,148,000 Monthly Newsagent 9.95 2001 x x x x x x   
GLAMOUR US 2,320,325 12,373,000 Monthly Newsagent 14.95 1939 x x x x x x   
GOOD 
HOUSEKEEPING 
4,418,398 23,916,000 Monthly Newsagent 
GG 
15.95 1885 x x x x x x   
 
 Title Publisher Parent Company 
Published By 
Editor Medium Content Demographics 
25
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GQ UK Jamie Bill Conde Nast Dylan Jones Men's Magazine Men's interest, fashion, 
women, culture 
Female and Male 18-54 
GQ USA Peter King 
Hunsinger 
Conde Nast Jim Nelson Men's Magazine Men's interest, fashion, 
women, culture 
Female and Male 18-54 
HARPER'S BAZAAR 
UK 
INA Hearst Corporation Lucy 
Yeomans 
Fashion 
Magazine 
Fashion, beauty, travel, 
lifestyle 
Female  
18-55 
HARPER'S BAZAAR 
US 
Valerie 
Salembier 
Hearst Corporation Glenda 
Bailey 
Fashion 
Magazine 
Fashion Female 
18-55 
HELLO! HELLO! HELLO! Rosie Nixon Celebrity 
Magazine 
Celebrity, fashion, social Female  
25-65 
HER MAGAZINE Stretton 
Publishing  
Stretton Publishing 
Company 
Annah 
Stretton 
Women's 
Magazine 
Business Female 
HINT INA Hint Magazine Lee Carter Fashion 
Magazine 
Shopping, fashion, beauty, 
culture 
Female 
i-D Terry Jones i-D Terry Jones Fashion 
Magazine 
Fashion, culture Female and male 
INFLUENZA ONLINE Elephantman 
Foundation 
Elephantman Foundation Dewan 
Pardiwala 
Fashion 
Magazine 
Trade fashion, beauty, 
entertainment 
Female and male 
INSIDE WEDDINGS Walt Shepard INA Walt Shepard Bridal 
Magazine 
Wedding, fashion Female 
INTERVIEW Dan Ragone Brant Publications INA Fashion 
Magazine 
Fashion, music, art, culture, 
celebrity 
Female and Male 18-54 
J-14 Jackie Ramsey Bauer Publishing Rachel 
Chang 
Teen Magazine Teen fashion, relationships Teens  
8-17 
JAPANESE STREETS ESO ESO Kjeld Duits Fashion 
Magazine 
Shopping, fashion Female and male 
JC REPORT Jason Campbell Flavorpill Productions Jason 
Campbell 
Fashion 
Magazine 
Fashion, trends Female and male 
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GQ UK Vogue House, 
Hanover Square 
London UK W1S 1JU 207 499 
9080 
dylan.jones@ 
condenast.co.uk 
www.gq-magazine.co.uk 
GQ USA 4 Times Square New York USA NY 10036 212 286 
6410 
jim.nelson@ 
condenast.com 
www.gq.com 
HARPER'S BAZAAR UK 72 Broadwick 
Street 
London UK W1F 9EP 020 743 
95000 
info@harpersbazaar.co.u
k 
www.harpersbazaar.co. 
uk 
HARPER'S BAZAAR US 300 West,  
57th Street 
New York USA NY 10019 212 903 
5000 
bazaar@hearst.com www.harpersbazaar. 
com 
HELLO! Wellington House, 
69-71 Upper 
Ground 
London UK SE1 9PQ 004 402  
076 678 700 
rosie.nixon@ 
hellomagazine.com 
www.hellomagazine. 
com 
HER MAGAZINE PO Box 65 Morrinsville NZ 3340 078 894 
053 
hermag@ 
strettonpublishing.co.nz 
www.herbusiness 
magazine.com 
HINT 134 Tenth Ave New York USA 10011 212 675 
6514 
leecarter@hintmag.com www.hintmag.com 
i-D 124 Tabernacle 
Street 
London UK EC2A 4SA 004 420  
749 09710 
editor@i-
dmagazine.co.uk 
www.i-donline.com 
INFLUENZA ONLINE PO Box 59605 Norwalk, 
CA 
USA CA 90652-
9605 
 info@influenzaonline.net www.influenzaonline. 
net 
INSIDE WEDDINGS 6420 Wilshire 
Boulevard 
California USA 90048 310 281 
6400 
via online form www.insideweddings. 
com 
INTERVIEW 575 Broadway  New York USA NY 10012 212 941 
2900 
intervieweditor@ 
brantpub.com 
www.interviewmagazine.c
om 
J-14 58 W. 40th Street,  
5th floor 
New York USA NY 10018 212 994 
4975 
rchang@ 
bauermediaus.com 
www.j-14.com 
JAPANESE STREETS 4-27-26-301 
Yoyogi, Shibuya-ku  
Tokyo JAPAN 659-0015 810 36276 
4372 
via online form www.japanesestreets. 
com 
JC REPORT 594 Broadway,  
Suite 1212 
New York USA NY 10012 212 253 
9309 
jason@jcreport.com www.jcreport.com 
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GQ UK 
 
INA INA Monthly Mag Nation 23.45 INA x x x x x x   
GQ USA 
 
947,519 7,031,000 Monthly iSubscribe 17.95 1957 x x x x x x   
HARPER'S 
BAZAAR UK 
 
INA INA Monthly Mag Nation 23.00 1929 x x x x x x   
HARPER'S 
BAZAAR US 
 
743,062 33,336,348 Monthly Mag Nation 22.00 1867 x x x x x x x x 
HELLO! 
 
405,608 1,600,000 Weekly Newsagent 6.95 1988         
HER MAGAZINE 10,000 45,000 Bi-monthly Newsagent 
GG 
8.50 1995  x x   x   
HINT 
 
INA INA INA INA INA INA         
i-D INA INA Bi-monthly Newsagent 
GG 
18.95 1980 x x x  x x   
INFLUENZA 
ONLINE 
INA INA INA INA INA INA         
INSIDE 
WEDDINGS 
INA INA Quarterly Newsagent 14.95 INA         
INTERVIEW 1,262,000 1,700,000 Monthly Newsagent 
GG 
8.40 1969 x x x x x x x  
J-14 321,558 INA Monthly INA 7.95 2001         
JAPANESE 
STREETS 
INA INA INA INA 37.50 2002         
JC REPORT 
 
INA INA INA INA INA 1993         
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JETSTAR Simon Leslie Ink Publishing Elizabeth 
Knowles 
Inflight Magazine General, Travel Female and Male 18-59  
LIFE AND STYLE 
WEEKLY 
Charlie McNiff Bauer Publishing Dan Wakeford Celebrity Magazine Celebrity, fashion Female 30 
LINEA INTIMA 
MAGAZINE 
Network 
Dessous Group 
Network Dessous Group Laura Achilli Fashion Magazine Swimwear, intimate 
apparel 
Female 
LOADED Walton Media 
Group 
Walton Media Group James Wallis Men's Magazine Men's interest, fashion, 
women, culture 
Male 
L'OFFICIEL Marie-José 
Susskind Jalou 
Editions Jalou Marie-José 
Susskind Jalou 
Maxime Jalou 
Fashion Magazine Fashion Female 25-49 
L'OFFICIEL HOMME Marie-José 
Susskind Jalou 
Editions Jalou Milan 
Vukmirovic 
Men's Magazine Fashion Male 25-49 
LUCIRE Jack Yan Jack Yan & Associates Samantha 
Hannah 
Fashion Magazine Fashion Female and Male  
15 - 34 
LULA: GIRL OF MY 
DREAMS 
Lulu Lulu Leith Clark Fashion Magazine Fashion, culture, art Female 
M Jackie Ramsey Bauer Publishing Jacqueline 
Fulton 
Teen Magazine Teen, celebrity Female 6-17 
MAJESTY Cliff Moulder Rex Publications Ingrid Seward Women's Magazine Royalty Female and Male 
MARIE CLAIRE UK Richard 
Johnstone 
IPC Media Trish Halpin Fashion Magazine Women's lifestyle, fashion, 
beauty 
Female professional 25-
34 
MARTHA STEWART 
LIVING 
Omnimedia 
INA 
Omnimedia Pilar Guzman Fashion Magazine Food, fashion, 
entertainment, home and 
garden 
Female 48 
MARTHA STEWART 
WEDDINGS 
Omnimedia Omnimedia Darcy Miller Wedding Magazine Fashion, wedding, beauty, 
lifestyle 
Female  
27 
MAXIM 
 
Alpha Media 
Group 
Alpha Media Group Dan Bova Men's Magazine Men's interest Female and Male 18-49  
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JETSTAR 89 Neil Road, #03-01 Singapore SING. 88849 006 563  
242 386 
INA www.jetstar.com/ 
magazine 
LIFE AND STYLE 
WEEKLY 
270 Sylvan Avenue Englewood 
Cliffs 
USA NJ 07632 201 569 
6699 
dwakeford@ 
bauer-usa.com 
www.lifeandstylemag. 
com 
LINEA INTIMA 
MAGAZINE 
Pisani Editore Srl, 
Via Cristoforo 
Colombo, 1, Corsico 
Milan ITALY 20094 003 902  
891 59373 
laura.achilli@intimagrou
p.com 
www.lineaintima.net 
LOADED INA INA UK INA INA INA www.loaded.co.uk 
L'OFFICIEL 10 Rue du plâtre Paris FRANCE 75004 015 301 
1030 
contact@ 
editionsjalou.com 
www.jaloufashion.com 
L'OFFICIEL HOMME 10 Rue du plâtre Paris FRANCE 75004 015 301 
1030 
contact@ 
editionsjalou.com 
www.jaloufashion.com 
LUCIRE PO Box 14-368 Wellington NZ 6241 644 387 
3213 
info@lucire.com www.lucire.com 
LULA: GIRL OF MY 
DREAMS 
28 Charlotte Street London UK W1T 2NF 440 207  
637 5697 
me@lulamag.com www.lulamag.com 
M 270 Sylvan Avenue, 
Englewood Cliffs 
New Jersey USA NJ 07632 201 569 
6699 
mmail@mmm-mag.com www.mmm-mag.com 
MAJESTY 64 Charlotte Street London USA W1T 4QD 004 420 
7436 4006 
ingridseward@ 
majestymagazine.com 
www.majestymagazine. 
com 
MARIE CLAIRE UK Blue Fin Building, 
110 Southwark Street 
London UK SE1 0SU 440 231  
487 481 
marieclaire@ 
ipcmedia.com 
www.marieclaire.co.uk 
MARTHA STEWART 
LIVING 
601 West 26th Street, 
10th Floor 
New York USA NY 10001 212 827 
8000 
pguzman@ 
marthastewart.com 
www.marthastewart. 
com 
MARTHA STEWART 
WEDDINGS 
601 West 26th Street, 
10th Floor 
New York USA NY 10001 212 827 
8000 
dmiller@ 
marthastewart.com 
www.marthastewart. 
com 
MAXIM 415 Madison 
Avenue, 4th Floor 
New York USA NY 10017 INA INA www.maxim.com 
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JETSTAR 42,000 1,000,000 Monthly Airplane 
Seatpocket 
Free INA x x x x x x x  
LIFE AND STYLE 
WEEKLY 
 
450,000 5,058,000 Weekly INA 4.95 INA         
LINEA INTIMA 
MAGAZINE 
 
18,000 INA Quarterly Newsagent 60.50 1990         
LOADED INA INA Monthly Newsagent 
GG 
15.95 1994 x x x x x x   
L'OFFICIEL 
 
101,719 INA Monthly Newsagent 39.95 1921 x x x x x x x  
L'OFFICIEL 
HOMME 
28,000 INA Quarterly INA 18.50 2005         
LUCIRE 65,450 INA Monthly INA INA 1997         
LULA: GIRL OF 
MY DREAMS 
INA INA Half Yearly Newsagent 36.45 INA         
M 
 
300,000 2,215,000 Half Yearly Newsagent 36.27 2001         
MAJESTY INA INA Monthly Newsagent 
GG 
10.60 INA x x x x x x   
MARIE CLAIRE 
UK 
265,042 851,000 Monthly Magnation 26.50 1988 x x x x x x x x 
MARTHA 
STEWART LIVING 
INA 1,100,000 Monthly Newsagent 
GG 
18.95 1991 x x x x x x   
MARTHA 
STEWART 
WEDDINGS 
INA INA Quarterly Mag Nation 33.50 2006 x x x x x x x x 
MAXIM 2,549,893 11,951,000 Monthly Newsagent 
GG 
18.95 1998 x x x x x x   
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  2
65
 
MEN’S JOURNAL Chris McLoughlin Wenner Media Jason Fine Men's Magazine Travel, health, fashion, 
sports 
Female and Male 18-54 
MIZZ UK 
 
Panini Group Panini Group Leslie Sinoway Teen Magazine Fashion, beauty, 
celebrity, lifestyle 
Girls 10-14 
MODA PELLE BAGS Laura Muggiani Moda Pelle Silvana Gallo Fashion Magazine Shoes and bags Female 
MODA PELLE 
STYLE 
Laura Muggiani Moda Pelle Silvana Gallo Fashion Magazine Fashion Female 
MONSIEUR Montaigne 
Publications 
Montaigne 
Publications 
Francois-Jean 
Daehn 
Men's Magazine Fashion, men's interest Male 
MORE Christine 
Guilfoyle 
Meredith Corporation Lesley Jane 
Seymour 
Women's Magazine Fashion, entertainment, 
health, celebrity 
Female  
25-54 
MS. Eleanor Smeal Liberty Media for 
Women 
Katherine 
Spillar 
Fashion Magazine Women’s interest Female 
MUSE Muse World Muse World Fabio Crovi Fashion Magazine Fashion, art Female and male 
N.E.E.T Stephanie J N.E.E.T Magazine Stephanie J Fashion Magazine Fashion INA 
NOW Michael Hollett IPC Media Ellie Kirzner Celebrity Magazine Celebrity, star fashion INA 
NUMERO Nathalie Ayache One World 
Publications 
Elisabeth Djian Fashion Magazine Fashion, culture, 
architecture, beauty,  
Female 
NUMERO HOMME Nathalie Ayache One World 
Publications 
Jonathan 
Wingfield 
Men's Magazine Men's interest, fashion Male 
NYLON Jaclynn B. Jarrett Nylon Holdings Marvin Scott 
Jarrett 
Fashion Magazine Fashion, beauty, 
celebrity 
Female 
NYLON GUYS 
 
Jaclynn B. Jarrett Nylon Holdings Marvin Scott 
Jarrett 
Men's Magazine Men's interest, fashion Male  
NZ WOMAN'S 
WEEKLY 
Sarah Sandley New Zealand 
Magazines 
Sarah Stuart Celebrity Magazine Lifestyle, celebrity, 
fashion 
Female  
30 
 
O THE OPRAH 
MAGAZINE 
Jill Seelig Hearst Lucy Kaylin Fashion Magazine Lifestyle, culture, 
home, fashion, beauty 
Female  
18-55 
 
OCEAN DRIVE Niche Media Ocean Drive Media 
Group 
Jared Shapiro Fashion Magazine Fashion and lifestyle Female and Male  
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MEN’S JOURNAL 1290 Avenue of the 
Americas 
New 
York 
USA NY 
10104 
212 484 1616 christopher.mcloughlin@ 
mensjournal.com 
www.mensjournal.com 
MIZZ UK 77 Mount Ephraim Kent UK TN4 8BS 018 925 00100 info@mizz.com www.mizz.com 
MODA PELLE 
BAGS 
Via IV Novembre, 54 Milan ITALY 20019 003 902 335 531 info@modapelle.com www.modapelle.com 
MODA PELLE 
STYLE 
Via IV Novembre, 54, 
Settimo 
Milan ITALY 20019 003 902 335 531 info@modapelle.com www.modapelle.com 
MONSIEUR 72, boulevard Berthier Paris FRANCE 75017 003 314 763 4800 courrier@monsieur.fr www.monsieur.fr 
MORE 125 Park Avenue New 
York 
USA NY 
100017 
212 551 7131 christine.guilfoyle@ 
meredith.com 
www.more.com 
MS. 433 S. Beverly Drive, 
Beverly Hills 
Californi
a 
USA CA 
90212 
310 556 2525 jstites@msmagazine.com www.msmagazine.com 
MUSE Mag Sri, Via della 
Moscova, 60 
Milan ITALY 20121 003 902 2901 
4376 
contact@musemagazine.it www.musemagazine.it 
N.E.E.T INA INA UK INA INA thefashionmagazine@ 
gmail.com 
www.neetmagazine.com 
NOW 110 Southwark Street London UK SE1 0SU 020 314 86373 ellie.kirzner@ 
ipcmedia.com 
www.nowmagazine.co.uk 
NUMERO 53, avenue Victor 
Hugo 
Paris FRANCE 75116 003 315 688 9800 edjian@ 
groupe-ayache.com 
www.numero-magazine. 
com 
NUMERO HOMME 53, avenue Victor 
Hugo 
Paris FRANCE 75116 003 315 688 9800 edjian@ 
groupe-ayache.com 
www.numero-magazine. 
com 
NYLON 110 Greene Street, 
Suite 607 
New 
York 
USA 10012 212 226 6454 office@nylonmag.com www.nylonmag.com 
NYLON GUYS 110 Greene Street, 
Suite 607 
New 
York 
USA 10012 212 226 6454 office@nylonmag.com www.nylonguysmag.com  
NZ WOMAN'S 
WEEKLY 
4th Floor,  
46 Albert Street 
Aucklan
d  
NZ 1010 006 493 739 418 editor@nzww.co.nz www.nzwomansweekly.co
.nz 
 
O THE OPRAH 
MAGAZINE 
300 West 57th Street, 
36th Floor 
New 
York 
USA 10019 212 903 5187 youropinions@hearst. 
com 
www.oprah/omagazine  
OCEAN DRIVE 404 Washington Ave Florida USA 33139 305 532 2544 oceandrive@pubservice.com www.oceandrive.com  
 
 Title (continued) Circulation Readership Production Retail 
Agent 
Price Year  
Launched 
Availability  
Q
L
D
 
N
SW
 
V
IC
 
W
A
 
SA
 
N
T
 
T
A
S 
A
C
T
 
   
   
   
   
   
   
   
   
   
   
   
   
   
   
   
   
   
26
7 
MEN’S JOURNAL 722,681 3,396,000 Monthly Newsagent 
GG 
16.50 INA x x x x x x   
MIZZ UK 
 
INA INA Monthly INA INA INA         
MODA PELLE 
BAGS 
 
INA INA Bi-annual Newsagent 99.00 INA         
MODA PELLE 
STYLE 
INA INA Bi-annual Newsagent 88.00 INA         
MONSIEUR 
 
INA INA INA Newsagent INA 1920         
MORE 1,300,000 1,750,000 Monthly Newsagent 
GG 
10.40 INA x x x x x x   
MS. INA INA Quarterly Newsagent 
GG 
14.95 1971 x x x x x x x  
MUSE 
 
INA INA Quarterly Newsagent 31.95 INA         
N.E.E.T 
 
INA INA Quarterly Online Free 2005 x x x x x x x x 
NOW INA INA Weekly Mag Nation 16.05 INA x x x x x x   
NUMERO INA INA Monthly Newsagent 27.30 1998 x x x x x x x  
NUMERO HOMME INA INA Bi-annual Mag Nation 34.45 INA x x x x x x x x 
NYLON INA INA Monthly Newsagent 15.95 INA x x x x x x x  
NYLON GUYS INA INA Quarterly Mag Nation 20.45 INA x x x x x x x x  
NZ WOMAN'S 
WEEKLY 
80,518 828,000 Weekly Newsagent 3.70 1932          
O THE OPRAH 
MAGAZINE 
2,506,037 549,912 Monthly Newsagent 
GG 
19.95 2000 x x x x x x    
OCEAN DRIVE 
 
50,000 INA Ten times a year INA 9.95 INA x x x x x x    
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PACIFIC RIM 
WEDDINGS 
Robyn I'aea Pacific Rim Publishing 
Group 
Shaunna 
Nydren 
Bridal Magazine Weddings, fashion Female 
PAPER David 
Hershkovits 
Paper Publishing Kim 
Hastreiter 
Fashion Magazine Pop Culture Female and Male  
28 
PASSERELLA DI 
DONNA 
Passerella 
Network 
Passerella Network Iva Mirbach Trade Magazine Fashion trends Female 
PLANET Planet Magazine Planet Magazine Derek Peck Fashion Magazine Art, architecture, fashion Female and male 
PLASTIQUE Benjamin 
Shrimpton 
Plastique Publications Brylie Quinn 
Fowler 
Fashion Magazine Fashion Female and Male 20-
35 
PLAZA WATCH Christopher 
Ostlund 
Plaza Publishing Group Anders Modig Accessories 
Magazine 
Watch fashion Female and male 
PRIMA Hearst Magazines Hearst Magazine Maire Fahey Women's Magazine Food, fashion, health, 
home, travel 
Female 
PROJECT RUNWAY 
 
Bravo Media Bunim/Murray Productions INA Television Fashion Female and male 
PURPLE FASHION Les Editions 
Purple 
Les Editions Purple Olivier Zahm Fashion Magazine Fashion Female and male 
RED Judith Secombe Hearst Corporation Sam Baker Fashion Magazine Fashion, living, beauty, 
travel, health 
Female 
ROSEMARY CONLEY 
DIET AND FITNESS 
INA Rosemary Conley Diet and 
Fitness Clubs 
Helen Molnar Women's Magazine Health, diet, fashion Female 
ROYALTY 
MONTHLY 
Sena Julia 
Publicatus 
INA Marco 
Houston 
Women's Magazine Royalty, fashion INA 
SEVENTEEN Hearst 
Communications 
Hearst Corporation Ann Shoket Teen Magazine Teen issues, fashion, 
beauty, celebrity, health, 
lifestyle 
INA 
SHAPE USA INA American Media Tara Kraft Women's Magazine Fitness, fashion, health Female 18-49 
SHE INA Hearst Magazines Claire Irvin Fashion Magazine Food, fashion, health, 
home, travel 
Female 
 
 Title (continued) Address City Countr
y 
Post 
Code 
Contact 
Number 
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26
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PACIFIC RIM 
WEDDINGS 
54 North Market 
Street, Wailuku 
Hawaii USA 96793 808 242 
6835 
shaunna@ 
pacificweddings.com 
www.pacificweddings. 
com 
PAPER 15 E. 32nd St. 11th Fl., New York USA 10016 212 226 
4405 
kimh@paparmag.com www.papermag.com 
PASSERELLA DI DONNA 72-73 Aspasias Street, 
Holargos 
Athens GREEC
E 
155 61 003 021  
065 37149 
info@eu-moda.com www.inpasserella.com 
PLANET 210 Rivington Street New York USA NY 10002 415 643 
1441 
editors@planet-mag.com www.planet-mag.com 
PLASTIQUE 93 Shepperton Rd, Top 
Floor 
London UK N1 3DF 440 207  
288 1828 
brylie@ 
plastiquemagazine.com 
www.plastique 
magazine.com 
PLAZA WATCH Warfvinges vag 45, 
Floor 4 
Stockholm SWEDE
N 
112 51 468 501  
18800 
anders@plazawatch.com www.plazawatch.com 
PRIMA 4th Floor, 
72 Broadwick Street 
London UK W1F 9EP 020 743 
95000 
prima@natmags.co.uk www.allaboutyou.com 
PROJECT RUNWAY INA INA US INA INA INA www.bravotv.com/projec
t-runway 
PURPLE FASHION 20 rue Therese Paris FRANC
E 
75001 003 314  
034 1464 
inquire@purple.fr www.purple.fr 
RED 72 Broadwick Street London UK W1F 9EP 020 743 
95000 
jemimafairclough@hearst.
co.uk 
www.redmagazine.co. 
uk 
ROSEMARY CONLEY 
DIET AND FITNESS 
Meeting Street, 
Quorn,Loughborough 
Leicestershir
e 
UK LE 12 8EX 015 096 
22011 
editorial@ 
rosemaryconley.com 
www.rosemaryconley. 
com/magazine 
ROYALTY MONTHLY PO Box 3278 INA UK NW11 
8DT 
004 420 
820 19978 
info@ 
royalty-magazine.com 
www.royalty-magazine. 
com 
SEVENTEEN 300W, 57th St,  
17th Floor 
New York USA NT 10019 800 388 
1749 
mail@seventeen.com www.seventeen. 
com/magazine 
SHAPE USA One Park Avenues, 
10th Floor 
New York USA NY 10016 212 545 
4800 
tkraft@shape.com www.shape.com 
SHE 4th Floor,  
72 Broadwick Street 
London UK W1F 9EP 020 743 
95000 
editor@shemagazine.co.uk www.allaboutyou.com/ 
she 
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PACIFIC RIM 
WEDDINGS 
INA INA Quarterly Newsagent 12.95 1999         
PAPER 91,800 596,700 Monthly Newsagent 
GG 
8.95 INA x x x x x x x  
PASSERELLA DI 
DONNA 
INA INA Bi-annual iSubscribe 55.00 INA x x x x x x x x 
PLANET INA INA Bi-monthly Newsagent 
GG 
19.40 2001 x x x x x x x  
PLASTIQUE INA INA INA Newsagent 9.95 2007         
PLAZA WATCH 
 
INA INA Three times a 
year 
INA INA INA         
PRIMA INA INA Monthly Newsagent 
GG 
14.95 INA x x x  x x   
PROJECT 
RUNWAY 
INA INA INA INA INA INA         
PURPLE FASHION INA INA Bi-annual Mag-Nation 49.50 1992 x x x x x x x x 
RED INA INA Monthly Newsagent 
GG 
17.95 INA x x x x x x x  
ROSEMARY 
CONLEY DIET 
AND FITNESS 
99,842 226,000 Bi-monthly Newsagent 
GG 
8.40 1996 x x x x x x   
ROYALTY 
MONTHLY 
INA INA Monthly Newsagent 
GG 
12.50 1981 x x x x x x   
SEVENTEEN 
 
INA INA Monthly Mag Nation 17.50 1944 x x x x x x x x 
SHAPE USA 1,671,325 6,329,000 Monthly Newsagent  10.85 1981 x x x x x x   
SHE INA INA Monthly Newsagent  11.95 INA x x x x x x   
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SHOUT INA D.C. Thomson and Co. Maria Welch Teen Magazine Celebrity, fashion, 
beauty, music, film, 
lifestyle 
Girls 11-14 
SIMPLY YOU INA New Zealand 
Magazines 
Natalie Bridges Fashion 
Magazine 
Fashion, beauty, 
lifestyle 
Female 30-59 
SKORCH 
 
Jessica Kane INA Tiffany Kaelin Online Fashion, women’s 
interest 
Female 
SMART LIFE 
INTERNATIONAL 
INA Aceville Publications Stuart Pritchard Men's Magazine Technology, food, 
fashion, motoring 
Female and male 
SOLITAIRE Rainer Sigel Edipresse Singapore Katrina Balmaceda Women's 
Magazine 
Fashion, style, jewellery Female and Male 
SPOSA INA INA INA Bridal Magazine Bridal Female 
SPOSABELLA Conde Nast Conde Nast Giuliana Parabiago Bridal Magazine Bridal Female 
STILETTO Laurence Benaim INA Laurence Benaim Culture magazine Pop culture, fashion, 
design 
Female and male 
SURFACE Melanie Brown Quadra Media LLC Dan Rubenstein Fashion 
Magazine 
Design, fashion Female and male 
TANK INA Tank Publications Ekow Eshun Culture magazine Fashion, music, culture, 
lifestyle 
Female and male 
TATLER Patricia 
Stevenson 
Conde Nast Kate Reardon Fashion 
Magazine 
Fashion, celebrity, 
culture 
Female 
TEEN VOGUE 
 
Sabine Feldman Conde Nast Amy Astley Teen Magazine Fashion, beauty, teen Female 19  
THE DAILY FRONT 
ROW 
Lee Rosenbaum IMG Brandusa Niro Fashion 
Magazine 
Fashion Female and Male  
THE LAST MAGAZINE INA Berger & Wild LLC Magnus Berger Lifestyle 
Magazine 
Art, fashion, music, 
culture 
Female 
TIME MAGAZINE Kim Kelleher Time Inc Harry McCracken News Magazine Politics, business, art, 
health, fashion, science 
Female and Male  
45 
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SHOUT 
 
185 Fleet Street London UK EC4A 2HS INA mwelch@shoutmag.co.uk www.shoutmag.co.uk 
SIMPLY YOU 4th Floor, 46 Albert 
Street 
Auckland  NZ 1010 INA natalie.bridges@ 
simplyyou.co.nz 
www.simplyyou.co.nz 
SKORCH 
 
INA INA INA INA INA cali@skorchmagazine. 
com 
www.skorchmagazine. 
com 
SMART LIFE 
INTERNATIONAL 
21-23 Phoenix Court, 
Hawkins Road, 
Colchester 
Essex UK CO2 8JY 441 206  
505 924 
stuart@smartlifeint.com www.smartlifeint.com 
SOLITAIRE 211 Henderson Road 
#7-4 
Singapore SING. 159552 006 563  
231 606 
katrina.balmaceda@edipre
sse.org.au 
www.solitaire.com.sg 
SPOSA INA INA INA INA INA via online form www.sposa.com 
SPOSABELLA INA INA INA INA INA via online form www.sposa.com 
STILETTO 34 rue de Clery Paris FRANCE 75002 003 314  
720 2655 
stiletto@stiletto.fr www.stiletto.fr 
SURFACE 12 West, 27th Street, 
10th Floor 
New York USA NY 10001 212 343 
0210 
surface@ 
quadramediallc.com 
www.surfacemag.com 
TANK 50-60 Eastcastle 
Street 
London UK W1W 8EA 004 420  
732 33475 
editors@ 
tankmagazine.com 
www.tankmagazine.com 
TATLER Vogue House, 
Hanover Square 
London UK W1S 1JU 020 749  
31345 
edonline@ 
condenast.co.uk 
www.tatler.co.uk 
TEEN VOGUE 4 Times Square,  
10th Floor 
New York USA NY 10036 212 286 
3724 
amy_astley@ 
condenast.com 
www.teenvogue.com  
THE DAILY FRONT ROW 135 West 50th Street, 
4th Floor 
New York USA NY 10020 212 467 
5727 
editor@ 
dailyfrontrow.com 
NA  
THE LAST MAGAZINE 27 Eldridge Street, 
Suite 4 
New York USA NY 10002 003 314  
029 1451 
info@ 
thelast-magazine.com 
NA 
TIME MAGAZINE Rockefeller Centre New York USA NY 10020 212 522 
1212 
harry.mccracken@ 
timeinc.com 
www.time.com 
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SHOUT 82,983 INA Fortnightly Newsagent 
GG 
6.20 1993 x x x x x x   
SIMPLY YOU 
 
35,118 113,000 Bi-annual INA 10.00 2005  x x      
SKORCH 
 
INA INA Daily Online Free 2006 x x x x x x x x 
SMART LIFE 
INTERNATIONAL 
INA INA Monthly Airplanes 10.95 2000         
SOLITAIRE INA INA Bi-monthly Newsagent 
GG 
9.90 INA x x x x  x   
SPOSA 
 
INA INA Half Yearly iSubscribe 22.00 INA x x x x x x x x 
SPOSABELLA INA 270,000 Quarterly iSubscribe 38.50 1974 x x x x x x x x 
STILETTO INA INA Quarterly Newsagent 18.50 INA         
SURFACE INA INA Bi-monthly Newsagent 
GG 
9.95 1998 x x x x x x x  
TANK 
 
INA INA Quarterly Newsagent 15.50 INA         
TATLER 
 
88,729 160,000 Monthly Mag Nation 22.50 1709 x x x x x x   
TEEN VOGUE 
 
1,029,336 5,501,000 Monthly Newsagent 7.95 2003          
THE DAILY FRONT 
ROW 
30,000 INA Irregular Fashion 
Week 
Free 2003  x        
THE LAST 
MAGAZINE 
 
INA INA Bi-annual iSubscribe 55.00 INA x x x x x x x x 
TIME MAGAZINE 
 
3,314,946 335,000 Weekly Newsagent INA 1923         
 
 Title Publisher Parent Company 
Published By 
Editor Medium Content Demographics 
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TOP SANTE Rimi Atwal Bauer Media Jane Druker Fashion Magazine Health, fashion, lifestyle Female 30-50 
TRENDZINE INA TRENDZINE Fashion 
Information 
Dawn Pedersen Trade Magazine Fashion trends Female 
TWIST 
 
Jackie Ramsey Bauer Teen Network Tina Donvito Teen Magazine Celebrity, fashion, teen 
issues 
Teens 8-17 
V MAGAZINE INA Visionaire Stephen Gan Fashion Magazine Fashion, art, music, 
lifestyle 
Female 28  
V MAN INA Visionaire Patrik Sandberg Men's Magazine Fashion, celebrity, men's 
interest, culture 
Male 
VANITY FAIR Edward 
Menicheschi 
Conde Nast Graydon Carter Fashion Magazine Fashion, interviews, 
culture, art 
Female and Male 21-
54 
VERVE 
 
Ralf Bernert Bernert Media Anuradha 
Mahindra 
Fashion Magazine Fashion, art Female 
VOGUE GERMAN Susanne Frg-
Randazzo 
Conde Nast Christiane Arp Fashion Magazine Fashion Female  
20-49 
VOGUE ITALY INA Conde Nast Franca Sozzani Fashion Magazine Fashion Female 35 
VOGUE L'UOMO INA Conde Nast Franca Sozzani Men's Magazine Fashion, celeb, men's 
interest, grooming 
Male 35 
VOGUE PARIS Delphine 
Royant 
Conde Nast Emmanuelle Alt Fashion Magazine Fashion Female 35 
VOGUE SPAIN Ma Jesus Navas Conde Nast Yolanda Sacristan Fashion Magazine Fashion Female 36 
VOGUE UK Stephen Quinn Conde Nast Alexandra 
Shulman 
Fashion Magazine Fashion Female 36 
VOGUE USA Susan 
Plagemann 
Conde Nast Anna Wintour Fashion Magazine Fashion Female 35 
W MAGAZINE Nina Lawrence Conde Nast Stefano Tonchi Fashion Magazine Fashion Female 48 
WALLPAPER Ben Giles IPC Media Tony Chambers Lifestyle Magazine Fashion, design, interiors, 
architecture 
Female and Male  
34 
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TOP SANTE 189 Shaftesbury Avenue London UK WC2H 
8JG 
020 743 
79011 
jane.druker@ 
bauermedia.co.uk 
www.topsante.co.uk 
TRENDZINE Gainsborough House, 81 
Oxford Street 
London UK W1D 2EU INA info@ 
fashioninformation.com 
www.fashioninformatio. 
com 
TWIST 270 Sylvan Avenue Englewood 
Cliffs 
USA NJ 07632 212 994 
4975 
jramsey@ 
bauermediaus.com 
www.twistmagazine.com 
V MAGAZINE 11 Mercer St New York USA NY 10013 212 274 
8959 
patrik@vmagazine.com  www.vmagazine.com 
V MAN 11 Mercer St New York USA NY 10013 212 274 
8959 
patrik@vman.com www.vman.com 
VANITY FAIR 4 Times Square New York USA NY 10036 212 286 
2860 
Graydon_Carter@ 
condenast.com 
www.vanityfair. 
com/magazine 
VERVE Eimsbutteler Chaussee 
44 
Hamburg GERMAN
Y 
20259 INA contact@ 
verve-magazine.com 
www.verve-magazine. 
com 
VOGUE GERMAN Karl Straße 23 Munich GERMAN
Y 
D-80333 089 381040 info@vogue.de www.vogue.de 
VOGUE ITALY Piazza Castello, 27 Milan ITALY 20121 003 902 
85611 
bstasi@condenast.it www.vogue.it 
VOGUE L'UOMO Piazza Castello, 27 Milan ITALY 20121 003 902 
85611 
bstasi@condenast.it www.vogue.it/en/ 
uomo-vogue 
VOGUE PARIS 56a, rue du Faubourg-St 
Honore 
Paris FRANCE 75008 015 343 
6000 
jghosn@condenast.fr www.vogue.fr 
VOGUE SPAIN Paseo de la Castellana 9 
11-2 Planta 
Madrid SPAIN 28046 917 023 
080 
soliete@condenast.es www.vogue.es 
VOGUE UK Vogue House, Hanover 
Square 
London UK W1S 1JU 020 715 
23198 
vogue.com.editor@ 
condenast.co.uk 
www.vogue.co.uk 
VOGUE USA 4 Times Square,  
New York 
New York USA NY 10036 212 286 
4355 
via online form www.vogue.com 
W MAGAZINE 1166 Sixth Avenue New York USA NY 10036 212 790 
4970 
caroline_andoscia@ 
condenast.com 
www.wmagazine.com 
WALLPAPER Blue Fin Building, 110 
Southwark Street 
London UK SE1 0SU 442 031 
485000 
fashion_departmen@ 
wallpaper.com 
www.wallpaper.com 
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TOP SANTE  81,848 193,000 Monthly Newsagent 
GG 
6.50 INA x x x x x x x  
TRENDZINE 
 
INA INA INA INA INA INA         
TWIST 
 
INA INA Monthly INA 9.95 INA         
V MAGAZINE 75,000 315,000 Bi-monthly Mag Nation 32.45 1999 x x x x x x x x 
V MAN INA INA Half Yearly Nag Nation 18.50 INA         
VANITY FAIR 1,198,618 7,076,000 Monthly Newsagent 16.65 INA x x x x x x x  
VERVE 
 
INA INA Monthly Mag Nation INA 1995         
VOGUE GERMAN 127,905 1,570,000 Monthly Newsagent 
GG 
15.95 1979 x x x x x x   
VOGUE ITALY 
 
100,346 916,000 Monthly Mag Nation 37.50 1965 x x x x x x   
VOGUE L'UOMO 
 
INA 300,000 Monthly Mag Nation 31.50 1968 x x x x x x x x 
VOGUE PARIS 
 
161,658 1,378,000 Monthly Mag Nation 35.45 1920 x x x x x x   
VOGUE SPAIN 
 
114,107 915,000 Monthly Mag Nation 17.50 1988 x x x x x    
VOGUE UK 
 
207,059 1,329,000 Monthly Mag Nation 23.75 1916 x x x x x x   
VOGUE USA 
 
1,215,027 11,669,000 Monthly Mag Nation 22.45 1892 x x x x x x   
W MAGAZINE 465,920 1,513,000 Monthly Newsagent 20.95 1972 x x x x x x x  
WALLPAPER 108,250 INA Monthly iSubscribe 24.00 1996 x x x x x x x x 
 
 Title Publisher Parent Company 
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WEDDINGSTAR Rick Brink Weddingstar Inc. Rick Brink Bridal 
Magazine 
Wedding, fashion Female 
WEDDING STYLE Yanni Tzoumas Grace Ormonde 
Wedding Style 
Tracy Trouf Bridal 
Magazine 
Bridal fashion Female 
WHITE SPOSA 
 
INA INA Simona Polli Bridal 
Magazine 
Bridal Female 
WOMAN Adrian Booker IPC Media Karen Livermore Celebrity 
Magazine 
Celebrity, fashion, health, 
beauty, home 
Female  
25-54 
WOMAN & HOME Linda 
Swidenbank 
IPC Media Sue James Women's 
Magazine 
Food, hair, fashion, health, 
travel, celebrity 
Female 
WOMAN’S DAY USA INA Hearst Susan Spencer Women's 
Magazine 
Food, home, health, beauty Female 
WONDERLAND Visual Talent INA Grace Cobb Culture 
magazine 
Culture, fashion INA  
WWD (WOMEN’S 
WEAR DAILY) 
Melissa 
Mattiace 
Fairchild Publications Edward Nardoza Fashion 
Magazine 
Fashion INA 
27
7 
YOU AND YOUR 
WEDDING 
Dominic 
Murray 
Hearst Corporation Maxine Briggs Bridal 
Magazine 
Wedding, fashion Female 
 
y.u.r.i INA INA Jenn Butler Online Celebrity, lifestyle, fashion Female 21-35  
ZINK Sheriff J. Ishak Zinc Media Group Sheriff J. Ishak Fashion 
Magazine 
Style, fashion, art, culture Female and Male 
21-35 
 
ZOOZOOM INA INA Xenia Viray Online 
Fashion 
Magazine 
Fashion, culture, beauty INA  
10 MEN 
 
INA INA Sophia Neophitou Men's 
Magazine 
Fashion Male  
34 MAGAZINE INA INA Murat Patavi Fashion 
Magazine 
Fashion, lifestyle, art Female and Male 
25-45  
 
032C INA INA Joerg Koch Culture 
magazine 
Art, culture, fashion INA 
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WEDDINGSTAR 2032 Bullshed Road, 
Dunmore 
Alberta CANADA T1B 0K9 403 529 
1110 
customerservice@ 
weddingstar.com 
www.weddingstar.com 
WEDDING STYLE 91A Main Street Warren USA RI 02885 401 245 
9726 
via online form www.weddingstyle 
magazine.com 
WHITE SPOSA Via Cadolini 32 Milan ITALY 20137 024 548 
7309 
simona.polli@ 
whitemagazine.it 
www.whitemagazine.it 
WOMAN Blue Fin Building, 110 
Soutwark Street 
London UK SE1 0SU 020 314 
85000 
via online form www.goodtoknow.co.uk/ 
magazines/Woman 
WOMAN & HOME Blue Fin Building, 110 
Soutwark Street 
London UK SE1 0SU 020 314 
85000 
wandhmail@ 
ipcmedia.com 
www.womanandhome. 
com 
WOMAN’S DAY USA 300W, 57th St,  
17th Floor 
New York USA NT 10019 800 388 
1749 
womansday@hfmus. 
com 
www.womansday.com 
WONDERLAND 133 Notting Hill Gate London UK W11 3LB 442 072  
439 966 
editorial@wonderland
magazine.com 
www.wonderland 
magazine.com 
 
WWD (WOMEN’S WEAR 
DAILY) 
750 Third Avenue New York USA NY 10017 INA via online form www.wwd.com 
27
8 
YOU AND YOUR 
WEDDING 
72 Broadwick Street London UK W1F 9EP 020 743 
95000 
maxine.briggs@natma
gs.co.uk 
www.youandyour 
wedding.co.uk 
 
y.u.r.i 
 
PO Box 360492 Birmingha
m 
UK AL 35236 205 386 
0242 
info@yurimagazine.co
m 
www.yurimagazine. 
com 
 
ZINK 301 Park Avenue South New York USA NY 10010 646 792 
2333 
INA www.zinkmag.com  
ZOOZOOM 315 West 39th St #711 New York USA NY 10018 121 262 
97335 
info@zoozoom.com www.zoozoom.com  
10 MEN 3 Lower John Street London UK W1F 9DX 004 420  
743 40042 
sophia.neophitou@ 
10magazine.com 
www.10magazine.com  
34 MAGAZINE Dereboyu cad, Sun 
Plaza, No. 24, Floor 5 
Maslak  TURKEY 34398 902 122  
850 757 
info@34mag.com www.34mag.com  
032C Brunnenstrasse 9 Berlin GERMAN
Y 
10119 493 044 
050 980 
office@032c.com www.032c.com  
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WEDDINGSTAR 
 
INA INA Bi-annual iSubscribe 16.95 INA x x x x x x x x 
WEDDING STYLE 
 
INA INA Annual INA 20.50 1998         
WHITE SPOSA 
 
INA INA Quarterly iSubscribe 26.50 INA x x x x x x x x 
WOMAN 309,878 618,000 Weekly INA 3.50 2007 x x x x x x   
WOMAN & HOME 
 
INA INA Monthly INA 8.25 INA x x x x x x   
WOMAN’S DAY 
USA 
3,800,000 20,000,000 Fortnightly Newsagent 
GG 
8.95 INA x  x  x x   
WONDERLAND INA INA Bi-monthly Newsagent 
GG 
9.60 INA         
27
9 
WWD (WOMEN’S 
WEAR DAILY) 
INA INA INA INA INA INA          
YOU AND YOUR 
WEDDING 
INA INA Bi-monthly Newsagent 
GG 
12.95 INA x x x x x x    
y.u.r.i 
 
55,000 INA Bi-monthly INA INA INA          
ZINK INA 100,800 Monthly Newsagent 
GG 
9.95 2003  x x x x x x   
ZOOZOOM 
 
INA INA Online Online Free INA x x x x x x x x  
10 MEN 
 
INA INA Quarterly Mag Nation 22.46 INA x x x x x x x x  
34 MAGAZINE 60,000 INA Quarterly Newsagent INA INA  x x       
032C INA INA Bi-annual Mag Nation 77.31 2000 x x x x x x x x  
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Front Row but Losing the Edge:  
Mapping, Evaluating and Improving the Australian Fashion Media 
 
Research Team Contacts 
Shannon Wylie – Head of Research 
Contact: 0421 640 242 or shannon.wylie@hotmail.com  
John Hartley – Supervisor 
Contact: j.hartley@qut.edu.au 
Suzi Vaughan – Associate Supervisor 
Contact: s2.vaughan@qut.edu.au 
Christina Spurgeon – Associate Supervisor 
Contact: c.spurgeon@qut.edu.au 
 
Description 
This project is being undertaken as part of a Masters project for Shannon Wylie. 
 
The purpose of this project is to interview stakeholders in the fashion industry who stand as users, 
readers and consumers of the Australian fashion media to gauge their response to existing fashion 
journalism and their views on how to lift the industry standards. This research outcome contributes to 
methodological innovation in media studies by re-developing the producer/text/audience model and 
allowing for an unusually ‘active audience' to contribute feedback to the research process. 
 
The research team requests your assistance because you are deemed to be a leading industry figure 
whose opinion will shed light on the research being undertaken. As the interviewed audience you have 
been chosen because you have a stake in the fashion industry (not just a regular consumer). 
 
Participation 
Your participation in this project is voluntary. If you do agree to participate, you can withdraw from 
participation at any time during the project without comment or penalty. Your decision to participate will in 
 
PARTICIPANT INFORMATION for QUT 
RESEARCH PROJECT 
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no way impact upon your current or future relationship with QUT. 
 
Your participation will involve an interview, which will be conducted either face to face or via email 
and should take approximately one hour. The form of interview will be decided upon depending on 
the individual case and what is feasible for the two parties (interviewer and interviewee). Your 
involvement in the project will only be measured by the time it takes you to answer the interview 
questions (still to be supplied). 
 
Expected benefits 
It is expected that this project may not benefit you directly. However, it may benefit the field of fashion 
journalism and media studies. This may come about through the creation of a framework that 
identifies “good” fashion journalism and thereby having a reference source for future fashion 
journalists. Answers provided in the interview may also act to rectify any problems associated with 
the current standard of professional practice and work produced. 
 
Risks 
In discussing fashion journalism, you may wish to make comments that are critical of the industry. If you 
are concerned that such comments may arouse hostility or criticism from your peers, then you may choose 
for those comments to be used “off the record” or as “background”.   
 
Confidentiality 
As a participant in this research, your comments will not be used anonymously unless you specifically state 
that you wish for some or all of your statements to be used “off the record” or as “background”. This is 
because you are a leading figure in your profession who has a stake in the fashion industry.  This warrants 
the disclosure of your identity in order to give your comments and responses validity and to recognise your 
contribution to this research. 
 
Consent to Participate 
You will be contacted (via email, phone, in person) prior to the interview in which your agreement for the 
interview is accepted as an indication of your consent to participate in this project. 
 
Questions / further information about the project 
Please contact the researcher team members named above to have any questions answered or if you require 
further information about the project. 
 
Concerns / complaints regarding the conduct of the project 
QUT is committed to researcher integrity and the ethical conduct of research projects. However, if you do 
have any concerns or complaints about the ethical conduct of the project you may contact the QUT 
Research Ethics Officer on 3138 2340 or ethicscontact@qut.edu.au. The Research Ethics Officer is not 
connected with the research project and can facilitate a resolution to your concern in an impartial manner.
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Statement of consent 
By signing below, you are indicating that you: 
• have read and understood the information document regarding this project 
• have had any questions answered to your satisfaction 
• understand that if you have any additional questions you can contact the research 
team 
• understand that you are free to withdraw at any time, without comment or penalty 
• understand that you can contact the Research Ethics Officer on 3138 2340 or 
ethicscontact@qut.edu.au if you have concerns about the ethical conduct of the 
project 
• agree to participate in the project 
• understand that the project will include audio recording if interviews are conducted 
in person. 
Name  
Signature  
Date  /  /   
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Interview Questions 
 
1. How would you describe fashion journalism?  
2. Can you comment on the standard of fashion coverage coming out of fashion 
media located in Australia, both positive and negative?  
3. Compared with mainstream news journalism what purpose does fashion 
journalism serve and can it be taken seriously?  
4. Is an injustice being done to the coverage of fashion when it is reported on by 
a journalist with a non-fashion background?  
5. Can mainstream news journalists perform a useful role in criticising and 
investigating fashion and its relative fields?  
6. What percent would you say of fashion journalism is editorial, advertorial, 
feature, soft news, hard news and so forth? Can you comment on the 
breakdown of coverage and the effects it has on the quality of fashion 
journalism presented?  
7. What improvements would you as active consumers like to see in the 
reporting of fashion journalism and the subsequent coverage?  
8. What for you would count as ‘good’ and ‘bad’ fashion journalism?  
9. What is your own ‘best’ and ‘worst’ experience/example of fashion 
journalism in Australia?  
10. Compared with other countries, how would you rate the fashion journalism 
produced in Australia? Which journalist/publication do you consider to be 
the best in the world?  
11. Within the news media environment there are different avenues of sources 
from newspapers and magazines to blogs and online content. Can you 
comment on the difference the type of publication can have on reportage 
and substance of quality to the content?  
12. Would you define fashion journalism by the words alone or would you 
extend to fashion photography as well?  
13. Are fashion people’s interests adequately served by their own media?  
14. Which do you find is the most useful piece of fashion journalism for 
information on the fashion industry?  
15. What is your own favourite form of coverage and favourite publication? 
Why?  
16. What practical advice do you have for journalists wanting to report fashion to 
uninformed readers through the media?  
 285 
Alistair Mulhall, Fashion Editor, Esquire, Middle East 
 
 
 
How would you describe fashion journalism?  
Fashion journalism is an important aspect of the journalism world that reports on one 
of the most lucrative, culturally defining industries. 
 
Can you comment on the standard of fashion coverage coming out of fashion media 
located in Australia, both positive and negative? 
No comment. 
 
Compared with mainstream news journalism what purpose does fashion journalism 
serve and can it be taken seriously?  
Of course it can be taken seriously. Fashion advertising keeps most 
magazines/websites alive (fashion related or not) and fashion is too lucrative as an 
industry to be seen as ‘not serious’. Everyone wants to be fashionable even if they 
deny it and shy away from fashion. 
 
Is an injustice being done to the coverage of fashion when it is reported on by a 
journalist with a non-fashion background?  
Yes. You need to know designers and what they are referencing when you are 
writing about fashion.  
 
Can mainstream news journalists perform a useful role in criticising and 
investigating fashion and its relative fields?  
I find they always have a slightly cynical view on fashion because they can’t grasp 
that clothes are so powerful and that fashion design has really shaped eras and 
decades – in terms of culture. I find financial titles always have a pretty realistic way 
of reporting on fashion though. 
 
What percent would you say of fashion journalism is editorial, advertorial, feature, 
soft news, hard news and so forth?  
Can you comment on the breakdown of coverage and the effects it has on the quality 
of fashion journalism presented?  
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It depends on the title. Some magazines take a fluffier view on fashion and therefore 
it’s shopping news. Higher end fashion magazines will offer a more in-depth look. 
Newspapers will offer more of a tangible take on fashion for the every day reader 
with the exception of their style supplements which usually take a more 
knowledgeable and powerful opinion on style.  
 
What improvements would you as active consumers like to see in the reporting of 
fashion journalism and the subsequent coverage?  
I buy different titles for different reasons and as a fashion journalist who tries to 
appeal to every type of man out there – I think it’s important all fashion magazines 
tap into the way consumers are spending post recession. Not just spending but how 
they view fashion now. 
 
What for you would count as ‘good’ and ‘bad’ fashion journalism?  
Bad fashion journalism is lightweight writing that doesn’t delve into why something 
that is a trend – for example, they’ll just tell you where you can buy ‘that gorgeous 
new mini-skirt seen on Lindsay Lohan’. Good fashion journalism will tell you why 
they are back in fashion, what it means that Lindsay is wearing it and then give you 
different price options for a variety of the said item. 
 
What is your own ‘best’ and ‘worst’ experience/example of fashion journalism? 
Same as above really. 
 
Which journalist/ publication do you consider to be the best in the world?  
I really believe that American Vogue has a fantastic opinion and way of writing and 
delivering fashion reports. And V magazine really represents this too but in a more 
youthful way that’s more for the MTV generation. 
 
Within the news media environment there are different avenues of sources from 
newspapers and magazines to blogs and online content. Can you comment on the 
difference the type of publication can have on reportage and substance of quality to 
the content?  
Online have an advantage because they can be more reactive and immediate 
however, people still turn to magazines for bigger fashion stories and features. 
 
Would you define fashion journalism by the words alone or would you extend to 
fashion photography as well?  
Fashion journalism is separate to fashion photography. Fashion photography is art 
because it’s purely creativity. So you are seeing shoots that represent what trends and 
items were on the catwalk and it’s presenting you a whole, imaginary world. Fashion 
journalism is the physical writing about trends and pop-culture for example.  
 
Are fashion people’s interests adequately served by their own media?  
Yes. I really believe that whatever your interest you can find a decent magazine or 
website. 
 
Which do you find is the most useful piece of fashion journalism for information on 
the fashion industry?  
Style.com is very useful.  
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What is your own favourite form of coverage and favourite publication? Why?  
Style.com for online as it is so diverse and broad and American Vogue for Women’s 
Wear and Details for men’s. Purely because they have the most diverse content that I 
want to physically pick it up and read. 
 
What practical advice do you have for journalists wanting to report fashion to 
uninformed readers through the media?  
If you don’t have a fashion background then intern within a fashion magazine. You 
need to know how people behave, how they work and how you need to be in the 
industry to make it. Also, I think it’s very important to find an editor whose opinions 
you actually relate to and can believe in. That way, she/he will like your ideas. Don’t 
waste time trying to please a fashion editor you don’t actually respect.  
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Anita Quade, Editor, Viva and ex-Editor, HELLO!, Middle East 
 
 
 
How would you describe fashion journalism?  
Fashion journalism is a really broad term because there are so many areas in this 
realm from fashion feature articles to giving a critique on the latest catwalk trends. It 
involves all areas of fashion from styling shoots to writing in general about the 
industry.  
 
Can you comment on the standard of fashion coverage coming out of fashion media 
located in Australia, both positive and negative?  
There are many different sources of fashion coverage in Australia – from the fashion 
industry trade magazine – Ragtrader, which deals with the fashion trade and 
business to business side to Vogue Australia which features upcoming designers, 
catwalk shows and latest must-haves. I think in general the fashion coverage is quite 
supportive of emerging designers in the industry given Australia has such a small 
market. 
 
Compared with mainstream news journalism what purpose does fashion journalism 
serve and can it be taken seriously?  
Industry to industry magazines such as Australia’s Ragtrader alerts store buyers to 
the latest trends from designers, fabric shows and fashion forecasts for the season 
ahead. In the mainstream aspect such as consumer magazines this encourages readers 
to view fashion designer’s ranges and go into the store to buy these. The articles that 
appear on a designer range or profile interview in these big selling consumer 
magazines such as Harper’s Bazaar and Vogue can make or break a designer as the 
bottom line is every designer needs to be commercially viable to be successful.  
 
Is an injustice being done to the coverage of fashion when it is reported on by a 
journalist with a non-fashion background?  
Obviously it is a bonus if a journalist does have a fashion background when 
commenting on catwalk trends and giving a critique of a fashion show but many of 
the stories in magazines are feature profiles on designers and require a more feature 
based background and a general interest in the subject much like sports writing. Not 
all sports journalists have played a professional game. 
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Can mainstream news journalists perform a useful role in criticising and 
investigating fashion and its relative fields?  
Definitely news journalists can get into more of the investigative side and make a 
useful contribution by also talking about the state of the industry, retail fashion 
profits and the export of fashion on a more news based level.  
 
What percent would you say of fashion journalism is editorial, advertorial, feature, 
soft news, hard news and so forth? Can you comment on the breakdown of coverage 
and the effects it has on the quality of fashion journalism presented? 
This really all depends on the publication that the story appears in. With consumer 
titles many of these stories can be advertorial based to drive commercial value so the 
percentage would be higher. More fashion industry magazines are concerned with 
reporting the hard news of fashion and the state of the industry and rarely rely on 
advertorials.  
 
What improvements would you as active consumers like to see in the reporting of 
fashion journalism and the subsequent coverage?  
In the Australian market it would be nice to see titles such as Vogue, Harper’s 
Bazaar use more local labels to support the Australian market rather than rely 
heavily on huge international brands. I think Australia has a huge pool of designer 
talent. 
 
What for you would count as ‘good’ and ‘bad’ fashion journalism? 
On some occasions it is very obvious that the journalist writing a piece on a fashion 
show/trends piece does not actually have a fashion background so unless people are a 
particular expert in this area, much as food critics then I think they should steer clear 
of giving their opinions on ranges. It would be much better to preview the range and 
let readers make up their minds if they aren’t experienced and qualified in this area.  
 
What is your own ‘best’ and ‘worst’ experience/example of fashion journalism in 
Australia?  
I thoroughly enjoy The Australian newspaper fashion section as it’s a great mix of 
newspaper and feature based stories. Marion Hume – ex-Australian Vogue editor 
used to edit this section and given her industry experience and knowledge it was very 
respected and always made for great reading. 
 
Compared with other countries, how would you rate the fashion journalism produced 
in Australia? Which journalist/ publication do you consider to be the best in the 
world?  
I think Australia has some great credible fashion titles and stories. On a global scale 
my favourite publication would have to be Vanity Fair for the writing and for fashion 
Vogue, I think Anna Wintour has an incredible eye.  
 
Within the news media environment there are different avenues of sources from 
newspapers and magazines to blogs and online content. Can you comment on the 
difference the type of publication can have on reportage and substance of quality to 
the content? 
No comment. 
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Would you define fashion journalism by the words alone or would you extend to 
fashion photography as well?  
I think fashion journalism is a mixture and can also extend to a fashion shoot also 
along with photography and feature writing. 
 
Are fashion people’s interests adequately served by their own media?  
I think there are plenty of sources to satisfy their appetite for fashion especially when 
you look at all the online sites, fantastic shopping sites like Net-a-Porter giving 
instant updates on trends and what to buy for the season. There is plenty out there for 
people to get their fix. 
 
Which do you find is the most useful piece of fashion journalism for information on 
the fashion industry?  
Women’s Wear Daily is a great site for industry updates, Fashion TV is also great to 
see the shows around the world. Now there are so many sites giving immediate 
information it really depends on what you are looking for and on which site you 
would access.  
 
What is your own favourite form of coverage and favourite publication? Why? 
Vogue, I think Anna Wintour and her team has done an amazing job not just with the 
fashion angle of it but also features wise, every month is a great read.  
 
What practical advice do you have for journalists wanting to report fashion to 
uninformed readers through the media?  
Make sure you have a passion for it, try to gain on the job experience by asking for 
work experience for free at one of the magazines that you aspire to work for. Ask 
people in the industry about the best fashion courses to gain experience and be 
determined to work hard and start at the bottom to get to the top. 
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Anonymous, Freelance Journalist, Vogue, Australia 
 
 
 
How would you describe fashion journalism? 
It’s another branch of journalism that has slowly become a genre in its own right so 
to speak. I think as fashion becomes something that more general news outlets, as 
opposed to specialised, start taking notice of they realize that they can use fashion to 
sell newspapers. Fashion is more of an entertainment. I think it’s more of a product 
of the entertainment industry in many ways and as the way fashion is reported 
changes so does the fashion reporting. I think in the beginning fashion journalism 
was probably just somebody in a newsroom, when I started anyway, which was 
probably about fifteen years ago now, I was just a journalist who got sent out to 
cover a story. 
 
Can you comment on the standard of fashion coverage coming out of fashion media 
located in Australia, both positive and negative? 
No comment. 
 
Compared with mainstream news journalism what purpose does fashion journalism 
serve and can it be taken seriously? 
I think that it used to be informative when there was a fashion elite and everybody 
wore the same things, I think that’s what the fashion journalists were meant to do, 
they were supposed to tell you that mini-skirts were in or long skirts were in. I don’t 
think it would have been taken very seriously, compared to mainstream news 
journalism because after all it is just about frocks. As one fashion designer I know 
said while I was interviewing her, god, it’s not exactly brain surgery is it, I just make 
frocks. Fashion isn’t a life or death thing but when you compare it to mainstream 
news journalism I guess it can be quiet trite. I think over time it’s become more a 
form of entertainment journalism. It focuses on celebrities – designers are celebrities, 
fashion reporters are celebrities, models are celebrities, it’s a branch of entertainment 
journalism in some ways however, it is also a business. It’s possibly a multi-million I 
imagine billion-dollar business, the fashion industry and I think in that way as a form 
of business journalism it should be taken very seriously indeed possibly more 
seriously than it is. Another part of fashion journalism, and it’s probably the part I 
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like the most, is the sociological motivation behind fashion trends, I find that really 
interesting. I think that fashion is one of the fastest moving parts of pop culture and 
as one of the fastest moving parts of pop culture, it could kind of tell us what, as a 
race of human beings, we’re preoccupied with or interested in. I think that is one 
purpose that fashion journalism can serve and as a sociological comment it could be 
taken quiet seriously. 
 
Is an injustice being done to the coverage of fashion when it is reported on by a 
journalist with a non-fashion background? 
It depends on the niche they are working in. If they are doing a light story on the 
celebrities who are wearing the clothes or the crazy things the designer did on the 
runway then no, it’s probably pretty obvious. I think if you are wanting an in-depth 
analysis of what is going on, what’s behind the trends, if someone’s doing a review 
of a show I think, yes that’s pretty terrible. You need experience to review a show, 
especially when you’re talking bigger shows because you can impact someone’s 
business doing that. If you’re just some idiot off the street who goes ‘oh I like pink’ 
or all their clothes are black so ‘I don’t like that’ and people are listening to you, then 
you impact somebody’s business. That to me doesn’t seem very fair. That’s quite an 
injustice, it’s not the worst thing in the world but it’s not very fair.  
 
Can mainstream news journalists perform a useful role in criticising and 
investigating fashion and its relative fields? 
No. It’s kind of like in a newsroom, people have beats, as in they have rounds. A 
journalist will specialise in a certain area, say for instance, you’ll have one of the 
most senior reporters, in the old school news room it’s the police reporter and he will 
have contacts with the police, he’ll have contacts with the courts, he’ll know about 
stuff before the rest of the media knows because somebody’s had a word in his ear or 
her ear. He’s probably been working that round for a good ten years and he’ll know 
the background of certain players involved in a major news story and what their 
prejudices are, what their backgrounds are. The same thing goes for political 
reporters. If a certain politician says a certain thing, someone who’s just started or 
doesn’t know anything about it will just take that politician’s comment at face value 
and they obviously hate people who are unemployed or solo mums. The political 
reporter whose been covering that area for a while will be able to turn around and say 
‘oh actually they’re motivated by this because of their political allegiance to that, 
they’re actually a member of this party, they have experience because they used to 
head the portfolio of unemployed or they used to be the Labour minister’. The same 
thing applies to the field of fashion. If someone who knows about it, whose been 
working on it for longer, is then going to have a better idea of the background, 
particularly when it comes to criticism and analysis. I think it’s kind of important to 
know the background in a lot of cases and to know what people have done before. 
That’s not to say that newcomers wouldn’t have a fresh and interesting perspective. I 
know that these days there’s a lot of people out there who want to be fashion writers 
per say. I was just a journalist and as a journalist I approached the subject of fashion 
in a straight forward journalistic manner. So you would ask people questions. I think 
a lot of fashion writer’s these days think they just get to interview their typewriters, I 
don’t think that makes for good fashion journalism. So I think that mainstream 
journalism has a lot to instruct, a lot of wisdom and instruction for fashion 
journalism. I don’t think you can be a fashion writer as such, you need to be a 
journalist, you need to know the basics of journalism so mainstream news journalists 
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can bring a lot to investigating fashion because they bring a fresh perspective. As do 
bloggers but when it comes to the in-depth stuff or the background then I think that 
fashion people who have been working in the field are going to have a little bit more 
insight.  
 
What percent would you say of fashion journalism is editorial, advertorial, feature, 
soft news, hard news and so forth? Can you comment on the breakdown of coverage 
and the effects it has on the quality of fashion journalism presented? 
Without actually studying this, I think the advertorial thing is a big problem for 
fashion journalism. Basically if you want my honest opinion magazines are run by 
their advertisers and they tend to be beauty companies, the maker’s of beauty 
products. They definitely have an impact on editorial policy. You cannot write an 
honest beauty story in a magazine and you also need to be quite careful with 
magazines, because magazines are selling a certain aspiration or a certain lifestyle. If 
you write about the fact that our consumer society is youth obsessed and shallow and 
fashion is all about the latest thing with no real reason you ain’t going to get a story 
in a magazine or that story is going to be heavily edited in a magazine. And that 
definitely has an impact on the integrity of fashion journalism. I think people also 
criticise fashion writers especially in Australia and New Zealand because it’s a much 
smaller world. You tend to know a lot of the designers personally, you see them 
around town, so people have been criticised. In New Zealand, I know definitely, they 
have been critical and said there is no real fashion analysis or the reviews are always 
soft because everybody’s buddies. I don’t think that’s true. I think that a lot of 
fashion journalist’s in New Zealand and Australia do their best to get their opinions 
out there without killing off their own profession speak or killing off their own 
professional standing. If you look at the situation a while back with Marion, The 
Australian Fashion Editor, with what happened to her at Vogue, she basically came 
to Australia, said most of the stuff here is crap, which it was, most of the stuff here 
was derivative and copies of European stuff. She questioned why it was even on the 
runway and she was brutally honest. She paid for that by losing her editorship with 
Vogue but Vogue was not the forum to make those comments, however a newspaper 
like The Australian is the kind of forum to make those comments. Newspapers are 
not dependant on beauty advertisers, which means you can be a hell of a lot more 
honest in a newspaper, which is why I prefer writing fashion for newspapers.  
 
What improvements would you as active consumers like to see in the reporting of 
fashion journalism and the subsequent coverage? 
I don’t know if there’s much improvement to be made really. I don’t think fashion 
journalism is that bad. What I would like to see is for consumers to be able to 
differentiate between the different kinds of fashion journalism. It would be great if 
they knew the difference between a blogger whose seen two shows and is giving 
their opinion and is under some editorial constraints because of advertisers on their 
site or the kinds of people reading their site and perhaps a fashion editor whose been 
writing about clothes for twenty years and has a really good background. Not to say 
that one is better than the other, I just think it’s important to be able to differentiate 
so if you’re looking for information, you’re able to find the information that you 
want. If you want gossipy tid bits, cute little stories about personal reactions to stuff, 
then you go to a blog if you want serious analysis and a historical background to 
what a designers been doing the last fifteen years and how they’ve developed, then 
you’ll go to an editor whose been doing it or you’ll go to a forum where an editor 
 294 
whose been doing it for twenty years is able to give you that information. One thing I 
notice in Australia and New Zealand is, because it is a small place, and there is a lack 
of strong voices, I think I have noticed that mainstream news media will ask people 
who have done relatively little work in the area for their opinions. I think the 
mainstream news media, like a television reporter will grab some blogger whose 
been to two shows, some eighteen-year-old and go what did you think of that 
designers work and that designer has been making clothes for thirty years and you’re 
asking someone to make a comment on a public broadcast in a public forum on a tv 
channel which is going to get that designer huge amounts of publicity, that just 
seems a little bit unfair, so I’d really like to see, I guess in terms of improvement, I’d 
like to see people being able to differentiate between what is serious fashion 
criticism, what is entertainment and related gossip, what is useful information, what 
is just a bit of fun. That could be quiet useful for the fashion industry as a business.  
 
What for you would count as ‘good’ and ‘bad’ fashion journalism? 
It’s the same as good and bad journalism really. If you get stuff wrong that’s bad. If 
you get your facts mixed up, you mis-quote people or you’re basically writing 
bullshit then that’s wrong. That’s just for reporting, the journalism, the news stories, 
the features, the business stories. In terms of criticism and reviews of fashion shows I 
don’t think there can be a good and bad. Like any review of any part of popular 
culture like music books whatever, it’s kind of a subjective opinion. I think what 
happens is and it’s the same with music, books, movies, if you want to know a good 
movie to see and you know of a reviewer in the local paper and you really like their 
opinion, she was absolutely right, you shared her opinion on that movie then you will 
go back to that person to see if you’re going to see the new Angelina Jolie film 
because so and so at the Hawksbay Tribune said that she liked it then you’re quite 
likely to like it. I think people are starting to do the same thing with fashion reviews, 
I think you’ll pick the reviewer whose opinion you share and you stick with that.  
 
What is your own ‘best’ and ‘worst’ experience/example of fashion journalism? 
I think the best would be seeing an amazing runway show. Being in a show and 
feeling breathless at the magic of it all. Hilary Alexander and a couple of other 
people have said similar things. Probably one of the first Sydney Fashion Week’s or 
Australian Fashion Weeks that I came to, I think Collette Dinnigan had just started 
showing in Paris or maybe not quite yet, but she was still putting on quite big shows 
in Sydney and she held a show in this place that was sort of a French boudoir theme 
and she was still doing mainly under garments and it was in Government House, I 
think, and we had this dinner before hand and everyone sort of sat there with these 
beautiful girls and these beautiful clothes kind of wondering around and draped on 
red velvet couches and candlelight, chandeliers. It’s that aspirational magical part of 
fashion that when you get a glimpse of that and are able to share it with people as 
well and are able to write about it, it’s such a joy to write about stuff like that. It’s 
probably the best for me. Kate Sylvester’s show called Wolf that was pretty amazing. 
Some of the Zambesi shows have been pretty incredible. A long time ago there was a 
show by a New Zealand designer called Nicolas Blondche and at that same first 
Sydney Fashion Week, that was amazing because there was an intellectual creativity 
at work behind the whole collection that was perfectly embodied on the runway. 
When you see this wonderful creativity manifest in the form of cloth that is quite an 
inspiring moment. The worst is having designers ring you up telling you you’re a 
horrible (b****; w****) (omit) for writing your honest opinion of their crap clothes 
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just to be completely honest. What you write has an impact and can be upsetting and 
it’s not so much that people hassle you about it, it’s just you have to stand up for the 
words that you’ve written. When they think they’re being creative and you don’t 
think they are or you don’t think it’s that interesting, that can be quite hard for 
someone to take. 
 
Which journalist/ publication do you consider to be the best in the world? 
I really like Sarah Mower. I think she’s fantastic. Justin Bicardi says interesting 
things sometimes, not all the time. And Tim, he’s a New Zealander actually and 
they’re all working on Style.com and for Vogue. I also like the Editor of British 
Vogue, Alexandra Shuman, who writes some very interesting pieces as well, just in 
terms of the comments that they’re making.  
 
Within the news media environment there are different avenues of sources from 
newspapers and magazines to blogs and online content. Can you comment on the 
difference the type of publication can have on reportage and substance of quality to 
the content? 
No comment. 
 
Would you define fashion journalism by the words alone or would you extend to 
fashion photography as well? 
Well there’s photojournalism. I don’t think that fashion editorials are, that’s not 
journalism, that’s a whole different creative project. Fashion journalism is 
documenting, the documentation or the reportage. Photo reportage would include 
runway shows, behind the scenes stuff, maybe pictures taken to illustrate feature 
stories like documentary photography but mainly words I think. 
 
Are fashion people’s interests adequately served by their own media? 
I think fashion people like to read a lot of different things or look at a lot of different 
things. In terms of the interest of their business, yes, I think they are. There are so 
many different types and niches of fashion journalism to go to. I think the industry’s 
a bit confused about the online stuff at the moment but I think that’s evolving. With 
the Style.com and Vogue.com stuff that’s going on at the moment, one is more clearly 
geared at the entertainment driven fashion journalism and the other one is more 
industry based, actually if you’re interested in clothes rather than celebrities wearing 
the clothes. I think there’s so many outlets because it’s a popular and lucrative 
business. So yes, I think fashion is so well covered, it’s actually too well covered, it 
gets boring. 
 
Which do you find is the most useful piece of fashion journalism for information on 
the fashion industry? 
It depends what you’re looking for. I think online platforms do a really good job. 
Style.com and Vogue.com I often look at that. I think the Wall Street Journal 
(wsj.com) they write some fantastic fashion business features that really demonstrate 
why it is good to have mainstream journalists covering the fashion industry or why it 
is good to use proper journalistic practice when you’re investigating fashion business 
or fashion ideas. The New York Times do a great job. The Telegraph have a great 
fashion section. The Independent do some pretty interesting stuff. Mainly I go to 
newspapers and online. I find magazines do have some interesting stuff in them but it 
really does depend on the magazine. I don’t think there’s anything that’s particularly 
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useful, there’s not one or another it’s sort of everything. If I was to say one it would 
be the Internet because you see everything all the time and you get the information 
quickly. 
 
What is your own favourite form of coverage and favourite publication? Why? 
I like features. I like in-depth, behind the scenes, background-type features. I like to 
read about fashion treated seriously for instance when The New Yorker magazine do 
a fashion issue and they do really fascinating stories about fascinating people, about 
movements, about the history of an Italian family that has been making bags for like 
five generations. I also really enjoy the more futuristic things. I’d go two ways, I’d 
go features and background stories, longer stories that are sociological analysis and 
historical, in-depth profiles, and then I also really love things like New York 
Magazine – they have the Fug Girls – they make jokes out of everything and I love 
that as well. I like to read the opinions of the people whose opinions I respect so 
that’s probably what I like the best in terms of writing. I can’t stand watching runway 
shows on television, it’s so boring. 
 
What practical advice do you have for journalists wanting to report fashion to 
uninformed readers through the media? 
A nice thing to do would be, I know you’re going to have to peg it on the celebrity 
outfit or the scandal or what happened in the show when the girl’s top feel off or 
something like that (if you’re mainstream media that’s probably where you’re going 
to have to start from) but if you can maybe take the discussion or move the discourse 
a little further towards some of those more serious topics like ‘what does this indicate 
about the human race in terms of how we decorate ourselves’ and basically that can 
make the world a better place if we understand ourselves. I think that’s a good way 
to approach fashion journalism as not to just focus on the salacious and maybe try 
and take it a little bit more seriously, because it’s not as stupid as it looks.    
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Chloe Quigley, Michi Girl 
 
 
How would you describe fashion journalism? 
I think unless there is an intellectual discussion, journalism seems a generous word 
for something quite frivolous. I suppose in common use fashion journalism can mean 
anything in the fashion media (web, glossies, fashion sections of newspapers, blogs 
on fashion) including dictating/predicting upcoming styles, styling shoots, editing 
fashion mags, anything that is in the fashion realm – which is a lot broader than other 
types of journalism. Retail journalism would come under fashion too I suppose.  
 
Can you comment on the standard of fashion coverage coming out of fashion media 
located in Australia, both positive and negative? 
Not really, I am not very qualified to comment. I don’t read it to be honest – if I did I 
would be under the influence of it which is bad for my business. Better that I look 
around and don’t read. I guess of what I do read it is okay, maybe a bit predictable 
and not intellectually stimulating enough.  
 
Compared with mainstream news journalism what purpose does fashion journalism 
serve and can it be taken seriously? 
Some aspects should be taken seriously – I think professionals writing about ‘the 
industry’ are serious. It’s a big and important industry, from a commercial 
perspective, and there is a big and fascinating business behind the pretty pictures. 
This side – retail trends, ethical issues in manufacturing, business implications – is 
serious. What dress to wear to a cocktail party is a middle-class problem that is a 
waste of time and should under no circumstances be taken with anything but a grain 
of salt. 
 
Is an injustice being done to the coverage of fashion when it is reported on by a 
journalist with a non-fashion background? 
Who cares? I think that’s just being a bit precious. I think an opinion is an opinion 
and anyone’s views are as valid as the next person’s. But then I would say that – I 
have no journalism qualifications at all – maybe a real fashion journalist would take 
offence?  
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Can mainstream news journalists perform a useful role in criticising and 
investigating fashion and its relative fields? 
Probably. Fashion is the kind of industry that has the potential to get stuck looking 
inwards – maybe another perspective is what’s needed to point out what’s important 
and what’s not. For instance, a fashion journalist may write about a great knock-off 
item – a mainstream journalist might write about the 11-year-old slave who was 
forced to make it. Not to say that fashion journalists are shallow, but perhaps it’s 
easier for the glossy publications to skip over minor details like slavery to get to a 
pretty picture. I think the balance of the two is what is useful.  
 
What percent would you say of fashion journalism is editorial, advertorial, feature, 
soft news, hard news and so forth? Can you comment on the breakdown of coverage 
and the effects it has on the quality of fashion journalism presented? 
Not sure as I work in my own head without any advertorial. We don’t write about 
things we don’t like. I do know that the more you spend with a glossy the more 
editorial and advertorial spaces you get – that’s a no-brainer – as to the breakdown, I 
wouldn’t know.  
 
What improvements would you as active consumers like to see in the reporting of 
fashion journalism and the subsequent coverage? 
As a consumer I like the pretty pictures, latest catwalk shots, all the inspirational 
creative stuff. As a consumer I would like it to be balanced with work practices and 
the environmental practices of those same designers. 
 
What for you would count as ‘good’ and ‘bad’ fashion journalism? 
Good – anything that doesn’t take itself too seriously, talking about responsibility for 
each other and the earth, talking about how fashion can help self-esteem and make 
individuals out of us, talking about the intellectual process behind designing. Bad – 
celebrity gossip, skinny talk, emulation celebrities (‘get the look’) who are 
unrealistic role models. 
 
What is your own ‘best’ and ‘worst’ experience/example of fashion journalism in 
Australia? 
I don’t know. 
 
Compared with other countries, how would you rate the fashion journalism produced 
in Australia? Which journalist/ publication do you consider to be the best in the 
world? 
British Vogue is my personal favourite to pour over and Aussie Vogue has just been 
redesigned to look exactly the same so maybe they are aiming for it too? Japanese 
Vogue is inspirational. In Australia I like Russh. 
 
Within the news media environment there are different avenues of sources from 
newspapers and magazines to blogs and online content. Can you comment on the 
difference the type of publication can have on reportage and substance of quality to 
the content? 
Timing is vital to our success – we have no lead-time at all – we write and post in the 
same hour. Compared to glossies who have a three month lead time we are red hot 
off the press – it must have some impact. I think that production is the crucial 
difference between printed and non-printed stuff. By the time a glossy hits the stands 
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a lot of the content can now be old news. Terribly sad for them, but I still prefer the 
real thing to reading online. Something better about looking at the pictures on paper.  
 
Would you define fashion journalism by the words alone or would you extend to 
fashion photography as well? 
For me it is all about the pictures – when it’s all about beauty and feeling beauty, it 
would be nothing without the pictures. And the pictures can shift your opinion of the 
words – the art director has a very powerful job I think.  
 
Are fashion people’s interests adequately served by their own media? 
I don’t really know what you mean. I guess so or they would have started something 
else to fill the void? 
 
Which do you find is the most useful piece of fashion journalism for information on 
the fashion industry? 
I don’t know – if I could afford it I would say WGSN but since leaving the big 
corporate world I can’t look at it anymore. Shame.  
 
What is your own favourite form of coverage and favourite publication? Why? 
I like glossy fashion mags for the clothes and for being lazy looking at pretty things. 
For more work-ish inspiration (I have a graphic design studio also so there is a cross-
over) I love Designsponge (http://www.designspongeonline.com) for its constant 
updating of information and it is a constant source of inspiration visually in a 
cluttered market – the editing has been done for me. For quick updates on what’s 
going on commercially I check in with style.com (as does everyone I guess). 
 
What practical advice do you have for journalists wanting to report fashion to 
uninformed readers through the media? 
I don’t know.  
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Chris Shaw, Director, Finnwear, Australia 
 
 
 
How would you describe fashion journalism? 
Fashion journalism is journalism that focuses on fashion themed content for media. 
For the purposes of this questionnaire the focus is on the consumer and clothing – 
outerwear and accessories.  
 
Can you comment on the standard of fashion coverage coming out of fashion media 
located in Australia, both positive and negative? 
Fashion coverage coming out of Australian fashion media is: 
- Primarily entertainment rather than a serious study of trends 
- Most newspapers and magazines devote regular space to fashion even though it’s 
often in the form of soft advertising pushing brands promoted by publicists. 
 
Compared with mainstream news journalism what purpose does fashion journalism 
serve and can it be taken seriously? 
Fashion journalism has the ability to bring unknown designers to the fore, help build 
fashion brands but more importantly promotes the more glamorous aspect of the 
industry. It can be taken seriously in the sense that it can give fashion direction to the 
consumer and as such helps to educate him/her.  
 
Is an injustice being done to the coverage of fashion when it is reported on by a 
journalist with a non-fashion background? 
Yes, an injustice is being done when reported by a non-fashion journalist. A fashion 
journalist should have extensive knowledge of the fashion industry and understand 
every aspect of getting a garment to market. Informed opinion may be ok.  
 
Can mainstream news journalists perform a useful role in criticising and 
investigating fashion and its relative fields? 
Mainstream news journalists may provide an opinion on fashion and its relative 
fields but it would probably not be as informed as a fashion journalist. At best, news 
journalists could provide factual comments on the industry and its personalities. 
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What percent would you say of fashion journalism is editorial, advertorial, feature, 
soft news, hard news and so forth? Can you comment on the breakdown of coverage 
and the effects it has on the quality of fashion journalism presented? 
This is very hard to say but I would suggest that most fashion journalism would be 
advertorial and soft news being presented through mainstream media (newspapers, 
general women’s magazines). 
 
What improvements would you as active consumers like to see in the reporting of 
fashion journalism and the subsequent coverage? 
As consumers, I think people would like to see more feature articles and less 
advertorial. Perhaps, however, this may not be entertaining enough. 
 
What for you would count as ‘good’ and ‘bad’ fashion journalism? 
Good fashion journalism – one that shows an understanding of fashion trends and 
appreciates the skills of a good designer/ manufacturer/ retailer. Bad fashion 
journalism – when a feature writer, for example, is given the task with little 
understanding of fashion or the industry. They just report their opinion. 
 
What is your own ‘best’ and ‘worst’ experience/example of fashion journalism in 
Australia? 
My worst case of fashion journalism was one seen recently in a local daily paper, 
where, under the heading of a fashion article, the writer was comparing how Calvin 
Klein was mimicking the dress code of his young boyfriend. The best case was in a 
trade magazine with an article on the current trend in online marketing of fashion and 
an analysis of who is successful and why. 
 
Compared with other countries, how would you rate the fashion journalism produced 
in Australia? Which journalist/ publication do you consider to be the best in the 
world? 
Australian fashion journalism is probably not as good as some other countries due to 
the size of the market. With a total population of 22 million, media outlets are 
limited and must cater for the tastes of the bulk of the market to get circulation. The 
market for serious fashion journalism is not big in Australia compared with other 
countries. The publications that I would consider to be the best are Instyle and Vogue 
(European edition). 
 
Within the news media environment there are different avenues of sources from 
newspapers and magazines to blogs and online content. Can you comment on the 
difference the type of publication can have on reportage and substance of quality to 
the content? 
Blogs are a more informal forum and as such would tend to reflect personal opinion 
and not to be taken too seriously. Online content can sometimes lack substance or 
relate to a very specific area of fashion. 
 
Would you define fashion journalism by the words alone or would you extend to 
fashion photography as well? 
You’d have to include photography as part of fashion journalism as the two would go 
hand in hand – they work together. However, fashion journalism should not be 
confused with a fashion stylist whose job it is to create a visual presentation of 
fashion. 
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Are fashion people’s interests adequately served by their own media? 
No, I don’t think so.  
 
Which do you find is the most useful piece of fashion journalism for information on 
the fashion industry? 
Fashion journalism done through a trade magazine – in Australia it’s Ragtrader. 
 
What is your own favourite form of coverage and favourite publication? Why? 
Print media would be my favourite form of coverage and the publication would be 
Ragtrader. It’s probably more serious in its treatment of fashion, the industry and its 
personalities. 
 
What practical advice do you have for journalists wanting to report fashion to 
uninformed readers through the media? 
My advice would be to write to inform and educate the consumer not just to titillate 
and amuse. 
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Danielle Whitfield, Fashion Curator, National Gallery of Victoria 
 
 
 
How would you describe fashion journalism? 
It’s largely trend focused, advertorial, too often uncritical and un-analytical and 
lacking discussions of ideas and context, 
 
Can you comment on the standard of fashion coverage coming out of fashion media 
located in Australia, both positive and negative? 
Without knowing the limitations placed on journalists by their particular employers, 
mainstream newspaper reportage is by and large problematic and uninformative. In a 
way, it is its own worst enemy promoting clichés which feed into narrow stereotypes 
by offering a limited view of what ‘fashion is’, or can be (it too often focuses on 
what is on the racks or catwalks and does not deal with exhibitions, the industry, 
socio-cultural or gender issues). Magazines, online efforts and blogs tend to be more 
creative, interesting and wide-ranging in their scope of discussion, particularly those 
publications which are interdisciplinary such as Doing Bird. However these often 
speak to smaller niche audiences.  
 
Compared with mainstream news journalism what purpose does fashion journalism 
serve and can it be taken seriously?  
While it is too often ‘soft’ news, fashion should be taken seriously! Reporting should 
be intelligent, informative and critical, with an understanding of fashion as a creative 
art. There should be room to debate the issues around fashion.  
 
Is an injustice being done to the coverage of fashion when it is reported on by a 
journalist with a non-fashion background?  
No, there is often much to gain from interdisciplinary perspectives. Of course there 
should be a basic understanding and respect. What is problematic is when fashion 
journalism is dismissed as trivial and reduced to a matter of what the journalist likes 
or doesn’t like.  
 
Can mainstream news journalists perform a useful role in criticising and 
investigating fashion and its relative fields? 
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Yes if it is approached intelligently and it doesn’t simply address the usual 
sensational issues (eating disorders, underage models). Journalism can help to 
contextualise the role of fashion, its references and meanings, help to debate the 
terms and situate it within socio-cultural, economic, historical and/or artistic 
frameworks.  
 
What percent would you say of fashion journalism is editorial, advertorial, feature, 
soft news, hard news and so forth? Can you comment on the breakdown of coverage 
and the effects it has on the quality of fashion journalism presented?  
No comment. 
 
What improvements would you as active consumers like to see in the reporting of 
fashion journalism and the subsequent coverage? 
We wish to see fashion covered in a way that extends beyond the context of the 
shopping experience. To see fashion covered as a design industry, as a socio-cultural 
phenomenon, in economic and production terms, investigated along the lines of 
gender, aesthetics, post-modern thought, cultural practice, politics.  
 
What for you would count as ‘good’ and ‘bad’ fashion journalism? 
No comment.  
 
What is your own ‘best’ and ‘worst’ experience/example of fashion journalism in 
Australia? 
Previously Marion Hume at Vogue was influential. Stephen Todd did a good job 
covering the overseas collections for The Australian. The Age does a terrible job. 
Domestic cross-over magazines (art/fashion/music) such as Russh provide decent 
coverage of local designers and their collections.  
 
Compared with other countries, how would you rate the fashion journalism produced 
in Australia? Which journalist/ publication do you consider to be the best in the 
world? 
Unfortunately fashion journalism in Australia is too narrowly defined. It fails to 
engage critically with the content and context of collections and the industry. great 
examples of overseas magazines are iD, Tank and Pop, Fashion Theory and Nick 
Knight’s SHOWStudio. great overseas newspaper coverage Suzy Menkes (IHT), 
Sarah Mower, Cathy Horan (NYT). 
 
Within the news media environment there are different avenues of sources from 
newspapers and magazines to blogs and online content. Can you comment on the 
difference the type of publication can have on reportage and substance of quality to 
the content? 
A definite advantage of online coverage is the ability to see entire collections and 
read reviews as they are shown (ie. Style.com).   
 
Would you define fashion journalism by the words alone or would you extend to 
fashion photography as well?  
Image is central to fashion. As a discipline, it is embedded within visual culture. 
Photography’s role in communicating what a collection/garment embodies is 
especially important. A good example of this is SHOWstudio which explores the 
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possibilities of interactive media such as film, video and animation in order to 
expand the parameters of fashion editorial.  
 
Are fashion people’s interests adequately served by their own media?  
No. 
 
Which do you find is the most useful piece of fashion journalism for information on 
the fashion industry? 
See above. 
 
What is your own favourite form of coverage and favourite publication? Why? 
Seriously, what can beat an expensive high-end glossy cross-over mag? (Edgy 
images, avant-garde clothing, designer interviews and loads of pop culture). But this 
answer relates to what I read for fun – the format is based on pleasure and desire.  
 
What practical advice do you have for journalists wanting to report fashion to 
uninformed readers through the media? 
Write for a larger audience; don’t assume it’s a twenty/thirty something female. 
Often the writing is directed towards an audience that is especially narrow. Don’t be 
apologetic or embarrassed to write about fashion seriously and intelligently. 
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The Fug Girls, Heather Cocks and Jessica Morgan 
 
 
 
How would you describe fashion journalism? 
JESSICA: Reportage on news and trends, mostly, although I do think that bloggers 
who write about their opinion of collections fall under that umbrella as well. I 
actually don’t consider myself a fashion journalist, though. Unless we’re the fashion 
op-ed pages. 
 
HEATHER: No comment. 
 
Can you comment on the standard of fashion coverage coming out of fashion media 
located in Australia, both positive and negative? 
JESSICA: Not being Australian, I don’t feel qualified to answer this. 
 
HEATHER: No comment. 
 
Compared with mainstream news journalism what purpose does fashion journalism 
serve and can it be taken seriously? 
JESSICA: I think fashion journalism can be taken as seriously as any other coverage 
of the arts, and any business related to the arts: film, theatre, TV, books. For one 
thing, the fashion industry is a huge business that employs countless people: to 
dismiss it as ‘just clothes’ doesn’t take into consideration what a huge business it 
actually is, so covering it is important. Is it as important as, say, coverage of the 
disaster relief effort in Haiti? Of course not. But there has always been a place in 
publications for coverage of the arts, which is as it should be.  
 
HEATHER: I think in lots of ways that scene in The Devil Wears Prada really nailed 
it. The Miranda Priestly character talks about how her new assistant seems to look 
down on what they’re doing as being shallow, but in fact the nuances they’re 
discussing are a massive part of cultural trendsetting. And she’s right. Fashion 
magazines and their advertisers, working either together or apart, do a lot to 
consciously and unconsciously influence the way people spend their money and what 
they decide they have to have, and when. There’s a massive trickle-down effect 
that’s beyond just determining the difference between two nearly identical shades of 
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blue. So any journalism that’s dealing with that is, in essence, tracking the stuff that 
we’re going to end up deciding might be indispensable to our quality of life. And it’s 
a huge part of the economy. It’s more than just writing about what pair of pants came 
down the runway. 
 
Is an injustice being done to the coverage of fashion when it is reported on by a 
journalist with a non-fashion background? 
JESSICA: I think it depends on the story; certainly, for some things a general 
knowledge of past trends and fashion history is very important, but there’s nothing to 
say that a person who hasn’t worked in fashion wouldn’t be as up on those details as 
someone else. Fashion isn’t brain surgery: everyone wears clothes – and everyone 
BUYS clothes – and therefore I think everyone’s opinion is valid. I think if the 
journalist isn’t INTERESTED in fashion, the coverage will be bad, and certainly you 
always want your reporter to be qualified to write the story he or she is writing. But 
fashion is also universal, and subjective, which I think opens the doors for countless 
other voices. 
 
HEATHER: If that journalist misrepresents him or herself, purporting to understand 
history and background that he or she actually does not, then it’s a problem. 
Otherwise, why not? Take us, for instance. We have never, ever claimed to be 
fashion journalists or trend analysts. We’re just two people with opinions, taking 
each outfit at face value and saying, “Okay, sure, it’s Balenciaga, but ARE YOU 
KIDDING ME WITH THAT?” I think an outside voice can be a really nice voice of 
realism, and an accessible one for people who don’t ordinarily read about fashion. 
But it should be used with care. 
 
Can mainstream news journalists perform a useful role in criticising and 
investigating fashion and its relative fields? 
JESSICA: Sure. I mean, in a sense, I don’t know why a news journalist would be 
covering fashion, because most publications have someone dedicated to fashion, and 
it seems like a bit of a waste of resources? But fashion can make and be news, so of 
course a news background could be helpful in certain instances. 
 
HEATHER: I would think a mainstream news background is helpful to ANY other 
area of journalism. It can teach you to look for stories others might not see, for 
instance. 
 
What percent would you say of fashion journalism is editorial, advertorial, feature, 
soft news, hard news and so forth? Can you comment on the breakdown of coverage 
and the effects it has on the quality of fashion journalism presented? 
JESSICA: I can’t really speak to that – our own blog is 100% opinion, but overall I 
don’t know enough about it to say definitively. 
 
HEATHER: I wonder if it’s hard for fashion writers not to have a tiny bit of bias – 
like, if you’re a big fan of Marc Jacobs, is it harder to turn a genuine, unbiased 
critical eye toward his lines? Movie critics must struggle with the same problems. If 
you love Russell Crowe, does that mean you might be inclined to think Master and 
Commander was a totally awesome movie in which he commanded the screen? We 
run into it a bit with celebrities. If there’s someone who rubs us the wrong way, for 
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whatever reason, we have a hard time assessing what he or she is wearing. But we 
always cop to that. 
 
What improvements would you as active consumers like to see in the reporting of 
fashion journalism and the subsequent coverage? 
JESSICA: I wish mainstream print magazines could find a way to close the time lag 
between when events actually occur, and when they’re reported on in print. I know 
this is challenging due to the physical demands on print, but because blogs are so 
immediate, certain parts of mainstream magazines have begun to feel a bit like old 
news – I’d love to see magazines find a way to marry their print work with their 
online presence in a way that feels like an organic whole, as a way to deal with that. 
 
HEATHER: I think the average consumer doesn’t understand the trickle-down 
relevance of giant, seemingly untouchable spectacles like Fashion Week – it’s 
actually a precursor of what’s to come in stores and in trends, but how is what’s 
shown on the runway going to be adapted into something accessible? That’s what 
people want to know. I think readers want stuff like Fashion Week to be made 
relevant for them, beyond just as a piece of art. 
 
What for you would count as ‘good’ and ‘bad’ fashion journalism?  
JESSICA: I think all good journalism, of any kind, is well-written and a good read – 
and, of course, if it’s news-oriented, well researched and factually accurate. 
Everything else is negotiable. 
 
HEATHER: No comment. 
 
What is your own ‘best’ and ‘worst’ experience/example of fashion journalism in 
Australia? 
JESSICA: No comment. 
HEATHER: No comment. 
 
Within the news media environment there are different avenues of sources from 
newspapers and magazines to blogs and online content. Can you comment on the 
difference the type of publication can have on reportage and substance of quality to 
the content? 
JESSICA: Because we don’t really work in the classic news media environment, and 
don’t use sources ourselves, I can’t really answer this question. 
 
HEATHER: I think the issue for magazines as a whole is coming up with deeper 
pieces that take the breaking news and turn it into something analytical and 
interesting and farther-reaching – because of course the glossies can’t cover breaking 
news the way a daily paper or a blog can, they need to dig deeper into that news and 
find the think piece buried there. That may require more creative reporting. But it’s 
not our arena, so it’s hard to say for sure. That’s just my guess from a reader’s 
standpoint. 
 
Would you define fashion journalism by the words alone or would you extend to 
fashion photography as well? 
JESSICA: I think it depends on the photography. Obviously, someone like Bill 
Cunningham – who has been covering street trends for the New York Times for 
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literally years and years – is a photojournalist of a sort. His work as a whole 
represents our history, in a way, and that is certainly journalistic. 
 
HEATHER: I’d extend all journalism to photography. If you think about history, 
there’s usually an iconic photo associated with the big moments, like the famous Iwo 
Jima photo with the US flag, or Dorothea Lange’s ‘Migrant Mother’, which really 
says it all about the Great Depression. Even the Saints winning the Super Bowl has 
its photo that’s worth a thousand words – Drew Brees hoisting his one-year old son 
in the air, with tears and confetti raining down. The right image can capture a 
moment in time and make it indelible, just the way the right prose can. 
 
Are fashion people’s interests adequately served by their own media? 
JESSICA: I don’t really know what the interests of fashion people are, as a whole, so 
I can’t really speak to this. 
 
HEATHER: No comment. 
 
Which do you find is the most useful piece of fashion journalism for information on 
the fashion industry?  
JESSICA: I would say WWD. 
 
HEATHER: No comment. 
 
What is your own favourite form of coverage and favourite publication? Why? 
JESSICA: I am biased, because we work for them, but I think NYMag.com’s The Cut 
blog has a good blend of news, gossip, and opinion pieces. A little something for 
everyone. 
 
HEATHER: No comment. 
 
What practical advice do you have for journalists wanting to report fashion to 
uninformed readers through the media? 
JESSICA: I think my advice would be the same to any journalist: take the story 
seriously and write it well.  
 
HEATHER: Sometimes, it helps to think of the one friend you have who’s LEAST 
interested in the topic, and think of a way to tell the story to that person that would 
pique even his or her interest. Because if you can get that person to listen, or read on, 
then you’ve won.  
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Helena Frith Powell, Editor, M Magazine, The National 
 
 
 
How would you describe fashion journalism? 
In general I would say it is pretty bad, I rarely read anything interesting or really 
fashionable! 
 
Can you comment on the standard of fashion coverage coming out of fashion media 
located in Australia, both positive and negative?  
Not applicable to me. 
 
Compared with mainstream news journalism what purpose does fashion journalism 
serve and can it be taken seriously?  
In some senses yes if it is well written and saying something relevant, but of course it 
is never going to be taken as seriously as war reporting of course. 
 
Is an injustice being done to the coverage of fashion when it is reported on by a 
journalist with a non-fashion background?  
It depends what they are reporting on. If they are comparing D&G’s collection with 
Prada’s over the past ten years then possibly, yes, they will not know their topic well 
enough, but if they are viewing a show as a layman well then their opinion might be 
even more welcome as it will not be tainted with too much knowledge. 
 
Can mainstream news journalists perform a useful role in criticising and 
investigating fashion and its relative fields?  
Yes of course.  
 
What percent would you say of fashion journalism is editorial, advertorial, feature, 
soft news, hard news and so forth? Can you comment on the breakdown of coverage 
and the effects it has on the quality of fashion journalism presented?  
This is too specific for me! 
 
What improvements would you as active consumers like to see in the reporting of 
fashion journalism and the subsequent coverage?  
Maybe try to make it a bit more down to earth, it’s only fashion for heaven’s sake! 
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What for you would count as ‘good’ and ‘bad’ fashion journalism?  
I liked the Vogue Rajasthan shoot which I know caused a huge fuss, I thought it was 
original, colourful, vivid and original. Bad I would say is something like the 
interview we ran with Marc Jacobs last week (please don’t say I said so) it was really 
a bit too ‘luvvy’. 
 
What is your own ‘best’ and ‘worst’ experience/example of fashion journalism in 
Australia?  
Not applicable. 
 
Compared with other countries, how would you rate the fashion journalism produced 
in Australia? Which journalist/ publication do you consider to be the best in the 
world?  
Not applicable. 
 
Within the news media environment there are different avenues of sources from 
newspapers and magazines to blogs and online content. Can you comment on the 
difference the type of publication can have on reportage and substance of quality to 
the content?  
Sorry, no too technical for me. 
 
Would you define fashion journalism by the words alone or would you extend to 
fashion photography as well?  
They have to be combined in my view. 
 
Are fashion people’s interests adequately served by their own media?  
Yes I think so. 
 
Which do you find is the most useful piece of fashion journalism for information on 
the fashion industry?  
Can’t think of one to be honest. 
 
What is your own favourite form of coverage and favourite publication? Why?  
I like French Elle because it combines fashion (although the fashion is most times 
totally way out) with book reviews and serious issues for example. 
 
What practical advice do you have for journalists wanting to report fashion to 
uninformed readers through the media?  
They are only designers! Don’t deify them. OK, you can deify Coco Chanel, but no 
one else deserves it. 
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Joanna Barry, Lifestyle Editor, Cleo 
 
 
 
How would you describe fashion journalism? 
Fashion journalism is the publication of anything fashion related. It generally 
includes coverage of fashion events, fashion trends or movements, fashion designers, 
fashion houses, labels, retail outlets, the history of fashion. 
 
Can you comment on the standard of fashion coverage coming out of fashion media 
located in Australia, both positive and negative? 
A standard criticism would be that too much of what we read is paid for. Good blogs 
and street fashion websites are strong and have industry respect because they are not 
paid for. Fashion media in Australia focuses heavily on local trends; it would be 
great to see international trends covered in the media at home. I personally find the 
mainstream glossy magazines to be so straight laced – even the ones that claim to 
speak to the most fashion forward of us. It would be great to see some edgier printed 
publications hit the newsstands; magazines that we could cherish and keep for years 
– magazines where the style inside never goes out of fashion. 
 
Compared with mainstream news journalism what purpose does fashion journalism 
serve and can it be taken seriously? 
Many people in our population don’t know anything about current affairs, yet know 
the compete A-Z of fashion. To them, they live and breathe fashion – they certainly 
take it seriously!  Different genres of news are important to different people. 
 
Is an injustice being done to the coverage of fashion when it is reported on by a 
journalist with a non-fashion background? 
As long as a journalist is communicating to their audience effectively, there is no 
injustice in this. I think it is fair to say that generally, journalists who do not have 
fashion backgrounds work at publications where the audiences do not have fashion 
backgrounds either.  
 
Can mainstream news journalists perform a useful role in criticising and 
investigating fashion and its relative fields? 
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I think mainstream news journalists would have the ability to criticise fashion and 
various trends if they thoroughly researched and investigated to back up their 
opinions. It’s not rocket science!   
 
What percent would you say of fashion journalism is editorial, advertorial, feature, 
soft news, hard news and so forth? Can you comment on the breakdown of coverage 
and the effects it has on the quality of fashion journalism presented? 
This varies massively from publication to publication. I work in fashion street press, 
therefore our advertising/editorial ratio is 50:50. Newsstand/ paid-for publications 
should contain far less advertising than street press publications, but they often don’t. 
 
What improvements would you as active consumers like to see in the reporting of 
fashion journalism and the subsequent coverage? 
No comment. 
 
What for you would count as ‘good’ and ‘bad’ fashion journalism? 
Good fashion journalism is informative and covers a range of opinions. 
 
What is your own ‘best’ and ‘worst’ experience/example of fashion journalism in 
Australia? 
Often weekly magazines get it back to front in their worst and best dressed columns. 
The women that work at magazines seem to find boring = fashionable, and risky = 
disaster!  Fashion should be all about risk and expression, not paisley.  
 
Compared with other countries, how would you rate the fashion journalism produced 
in Australia? Which journalist/ publication do you consider to be the best in the 
world? 
Australia is very local and straight-laced. I draw a lot of inspiration and joy from 
fashion publications that come out of Japan. 
 
Within the news media environment there are different avenues of sources from 
newspapers and magazines to blogs and online content. Can you comment on the 
difference the type of publication can have on reportage and substance of quality to 
the content? 
Newspapers = poor 
Magazines = mediocre 
Blogs = strong 
 
Would you define fashion journalism by the words alone or would you extend to 
fashion photography as well? 
Images are more important than words in fashion journalism. 
 
Are fashion people’s interests adequately served by their own media? 
Yes. 
 
Which do you find is the most useful piece of fashion journalism for information on 
the fashion industry? 
It depends what you’re after. I get info from everywhere – I generally find the strong 
content in VICE (even though it is more lifestyle) and online. 
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What is your own favourite form of coverage and favourite publication? Why? 
Hmmm tough one!  Not sure. 
 
What practical advice do you have for journalists wanting to report fashion to 
uninformed readers through the media? 
Just like any story, research is required. 
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Jo Wheaton, Deputy Editor, Fashion Journal 
 
 
Statement of consent 
 
By signing below, you are indicating that you: 
• have read and understood the information document regarding this project 
• have had any questions answered to your satisfaction 
• understand that if you have any additional questions you can contact the research team 
• understand that you are free to withdraw at any time, without comment or penalty 
• understand that you can contact the Research Ethics Officer on 3138 2340 or ethicscontact@qut.edu.au if you have 
concerns about the ethical conduct of the project 
• agree to participate in the project 
• understand that the project will include audio recording if interviews are conducted in person. 
 
How would you describe fashion journalism?  
I guess it’s an ability to spot and interpret trends for the mainstream. The actual 
career side of it is a mix of research, writing, styling and a whole lot of networking! 
Here’s a quote for you… ‘Fashion is not something that exists in dresses only. 
Fashion is in the sky, in the street, fashion has to do with ideas, the way we live, 
what is happening,’ Coco Chanel. 
 
Can you comment on the standard of fashion coverage coming out of fashion media 
located in Australia, both positive and negative?  
Australia’s media has obviously launched a lot of major brands to the world – sass & 
bide, Ksubi, Colette Dinnigan. The problem is, only a handful are ever broadly 
promoted. For many reasons, but primarily to due the advertising dollar. In terms of 
magazines, space is limited, and unfortunately, this means the space to launch and 
then nurture and support young designers is minimised. 
 
Compared with mainstream news journalism, what purpose does fashion journalism 
serve and can it be taken seriously? 
They’re both there for entertainment and to inform readers about what’s going on. Of 
course fashion journalism can be taken seriously. It is like any form of art, any form 
of design.  
 
 Is an injustice being done to the coverage of fashion when it is reported on by a 
journalist with a non-fashion background? 
Not at all. In fact, a non-fashion journo probably offers a different insight to people 
in the industry! Saying that, a financial journalist reporting on Fashion Week may 
not understand the excitement about the creativity of the designs and the overall 
exhibitionism of the event. 
 
Can mainstream news journalists perform a useful role in criticising and 
investigating fashion and its relative fields? 
No comment. 
 
Name Jo Wheaton 
Signature J. Wheaton (a signed form was not available at the time of interview due to technology difficulties) 
Date 11 / 06 / 2008  
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What percent would you say of fashion journalism is editorial, advertorial, feature, 
soft news, hard news and so forth? Can you comment on the breakdown of coverage 
and the effects it has on the quality of fashion journalism presented? 
No comment. 
 
What improvements would you as active consumers like to see in the reporting of 
fashion journalism and the subsequent coverage? 
No comment. 
 
What for you would count as ‘good’ and ‘bad’ fashion journalism? 
No comment. 
 
What is your own ‘best’ and ‘worst’ experience/example of fashion journalism in 
Australia? 
Best are obviously those that treat fashion as any form of news, like Jamie from 
Harper’s Bazaar. Worst I guess is those that become complacent and lazy – relying 
on press releases! But hey – everyone is guilty of that! 
 
Compared with other countries, how would you rate the fashion journalism produced 
in Australia? Which journalist/ publication do you consider to be the best in the 
world? 
No comment. 
 
Within the news media environment there are different avenues of sources from 
newspapers and magazines to blogs and online content. Can you comment on the 
difference the type of publication can have on reportage and substance of quality to 
the content? 
No comment. 
 
Would you define fashion journalism by the words alone or would you extend to 
fashion photography as well? 
You know what they say – a photo tells a thousand words and I strongly believe in 
the importance of both. 
 
Are fashion people’s interests adequately served by their own media? 
No comment. 
 
Which do you find is the most useful piece of fashion journalism for information on 
the fashion industry? 
I would probably say overseas mags. NY mag gives great honest reviews, as well as 
more indie mags like Radar and Nylon. Page Six is also honest and current (again 
overseas). I think the importance of blogs though now is the most interesting and 
dominant thing when it comes to spotting trends, researching due to its immediacy. 
 
What practical advice do you have for journalists wanting to report fashion to 
uninformed readers through the media? 
Write as you would speak! I think actually vocalising what you think, feel and have 
seen is the easiest way to simplify it. One would never say in a conversation some of 
the wanky stuff written in fashion-oriented media but if you ask that same person 
that wrote the piece to describe it out loud in their own words, it suddenly makes 
sense and doesn’t seem so pretentious! 
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Kate Carter, Life & Style Editor, The Guardian 
 
 
 
How would you describe fashion journalism? 
A huge question! I suppose in the simplest terms fashion journalists are (or should 
be) those who report on trends, analyse the latest industry news and go to shows to 
write ‘reviews’ (though I would barely describe most of them as actual reviews). But 
most people in the industry have jobs that blur the boundaries between journalism 
and styling, or editing, so a lot of what is written about fashion by so-called 
journalists isn’t really what I would call journalism at all. 
 
Can you comment on the standard of fashion coverage coming out of fashion media 
located in Australia, both positive and negative? 
No comment. 
 
Compared with mainstream news journalism what purpose does fashion journalism 
serve and can it be taken seriously? 
What it should do? Help present a clear picture of what’s happening in the world of 
fashion for readers to make an informed decision about what they might wear, buy or 
look at. Can it be taken seriously? Fashion is one of the biggest industries on the 
planet, so not taking it seriously is just stupid. One of the things that drive me nuts on 
the web is the endless commenter’s on our site who complain that we cover such a 
‘trivial’ subject. Do people complain that newspapers devote too much space to 
sport? No, generally not, but fashion probably employs far more people around the 
world than sport does. Billions of people’s livelihoods depend on it, so reporting 
about it is clearly important. Do fashion ‘journalists’ take it TOO seriously? By not 
reporting in an impartial manner, thus setting up more ammunition for people who 
sneer at it? Yes of course. 
 
Is an injustice being done to the coverage of fashion when it is reported on by a 
journalist with a non-fashion background? 
No. Not at all. I mean obviously if you have a non-expert writing a piece about the 
history of a brand, for example, it might be obvious they don’t really know their 
stuff. But a journalist is a journalist, we should be able to report on anything, even if 
it’s out of our comfort zone.  
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Can mainstream news journalists perform a useful role in criticising and 
investigating fashion and its relative fields? 
Yes of course – there’s a huge issue around fashion labour production which 
mainstream news journalists are far better placed to investigate than fashion writers, 
for instance. Even if it’s just attending a show and writing a review, there’s always 
space for fresh voices.  
 
What percent would you say of fashion journalism is editorial, advertorial, feature, 
soft news, hard news and so forth? Can you comment on the breakdown of coverage 
and the effects it has on the quality of fashion journalism presented? 
Far, far too much is editorial-that’s-really-advertorial, fluffy features, barely 
redigested press releases. Hard news? About 2% I would think. I think the vast array 
of nonsense written about fashion does not help present the case that it’s a serious 
subject, that should be taken seriously.  
 
What improvements would you as active consumers like to see in the reporting of 
fashion journalism and the subsequent coverage? 
More about ethical fashion, less swallowing whole of every bit of PR spin the 
fashion houses churn out (the number of times I’ve read by so-called journalists that 
Louis Vuitton’s bags are ‘obsessively handmade/fashioned by master craftsman blah 
blah’ when they are mass-produced in a factory…Grr! More recognition of the fact 
that the vast majority of the global population do not, in fact, think that £3,000 is a 
sensible amount to spend on a handbag.  
 
What for you would count as ‘good’ and ‘bad’ fashion journalism? 
Good – well, anything that is genuinely interesting, funny or helpful. Straightforward 
ways to wear a trend/ shop for it on a budget = good, solid consumer journalism. 
Bad? Articles that tell you you MUST buy this, that it’s your LAST CHANCE and 
you are effectively a MUG not to spend your life savings on a bracelet. Anything, in 
short, that uses the imperative.  
 
What is your own ‘best’ and ‘worst’ experience/example of fashion journalism? 
No comment. 
 
Which journalist/ publication do you consider to be the best in the world? 
Not sure I really have a favourite, but I particularly like New York magazines Cut 
Blog. And Go Fug Yourself, because like me, they refuse to take it all too seriously. 
 
Within the news media environment there are different avenues of sources from 
newspapers and magazines to blogs and online content. Can you comment on the 
difference the type of publication can have on reportage and substance of quality to 
the content? 
No comment. 
 
Would you define fashion journalism by the words alone or would you extend to 
fashion photography as well? 
No. Photojournalism is journalism. Fashion photography is not.  
 
Are fashion people’s interests adequately served by their own media? 
Mine aren’t! But I suspect I may be in the minority 
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Which do you find is the most useful piece of fashion journalism for information on 
the fashion industry? 
WWD/ WGSN. 
 
What is your own favourite form of coverage and favourite publication? Why? 
No comment. 
 
What practical advice do you have for journalists wanting to report fashion to 
uninformed readers through the media? 
No comment. 
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Kate Erwin, Stylist 
 
How would you describe fashion journalism? 
No comment. 
 
Can you comment on the standard of fashion coverage coming out of fashion media 
located in Australia, both positive and negative? 
I am not from Australia, but I work with Australian brands and photographers. I 
think that because their seasons are flipped, there is alot more room to experiment. I 
feel that there is a constant creative energy that never feels old. I really love what 
happens in Australia, but sadly sometimes they get over looked. As for coverage 
getting to Australia, I don’t have enough knowledge to speak on.  
 
Compared with mainstream news journalism what purpose does fashion journalism 
serve and can it be taken seriously? 
Almost everyone on earth wears clothes. How can you not take it seriously? It would 
be like not taking cooking seriously and new products, methods advancements in 
cooking seriously. Almost everyone eats, everyday.  
 
Is an injustice being done to the coverage of fashion when it is reported on by a 
journalist with a non-fashion background? 
Yes, and no, if the journalist is forthcoming about their background, then no. They 
may even add to fashion as a whole. Fashion absorbs the world and needs outside 
influences. Yes, from the aspect of journalists who are not forthcoming about their 
background. 
 
Can mainstream news journalists perform a useful role in criticising and 
investigating fashion and its relative fields?  
Absolutely, I feel that mainstream news may be able to see the absurd and the 
amazing. Corruption and talent would be examples of those extremes. But on the 
other hand — mainstream media may sometimes not be able to spot talent, just by 
the nature of not understanding something because they have never seen it before or 
it makes them feel uncomfortable.  
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What percent would you say of fashion journalism is editorial, advertorial, feature, 
soft news, hard news and so forth? Can you comment on the breakdown of coverage 
and the effects it has on the quality of fashion journalism presented? 
I have and will always be in love with print magazines. But almost everything goes 
online. I can’t comment with an efficient break down, because I am not in sales. I do 
see loads of ads in some prints and almost none in others. The same goes for online. I 
would like to think there is an even break down, but I am not sure. After ‘08, I did 
notice more attention on smaller designers, which was nice. There is alot out there.  
 
What improvements would you as active consumers like to see in the reporting of 
fashion journalism and the subsequent coverage? 
Maybe more ‘consumer reports’ for fashion. But this is coming from a very picky 
shopper. Ha. 
 
What for you would count as ‘good’ and ‘bad’ fashion journalism? 
Maybe there are too many blogs. I don’t really understand blogs and have difficulty 
reading them. They are like snacks, but on the other hand I often learn from them.  
 
What is your own ‘best’ and ‘worst’ experience/example of fashion journalism in 
Australia? 
No comment. 
 
Compared with other countries, how would you rate the fashion journalism produced 
in Australia? Which journalist/ publication do you consider to be the best in the 
world? 
No comment. 
 
Within the news media environment there are different avenues of sources from 
newspapers and magazines to blogs and online content. Can you comment on the 
difference the type of publication can have on reportage and substance of quality to 
the content? 
No comment. 
 
Would you define fashion journalism by the words alone or would you extend to 
fashion photography as well? 
Absolutely both. 
 
Are fashion people’s interests adequately served by their own media? 
I have no idea. I think I maybe old fashioned and need to feel in order to understand. 
I filter so much. So if people are like me, no. There is always room for more, but a 
good edit would be nice too!  
 
Which do you find is the most useful piece of fashion journalism for information on 
the fashion industry? 
No comment. 
 
What is your own favourite form of coverage and favourite publication? Why? 
French Vogue. It always feels the same and I love that feeling.  
 
What practical advice do you have for journalists wanting to report fashion to 
uninformed readers through the media? 
Always create and seek truth.  
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Katie Trotter, Fashion Director, M Magazine, The National 
 
 
How would you describe fashion journalism? 
Fashion journalism covers a cultural analysis of style and breaking news for media 
sources across the board – print, blogs, and multimedia. It is simply a branch of 
journalism – a way in which to provide knowledge and understanding to the masses. 
 
Can you comment on the standard of fashion coverage coming out of fashion media 
located in Australia, both positive and negative? 
No comment. 
 
Compared with mainstream news journalism what purpose does fashion journalism 
serve and can it be taken seriously? 
Of course! Fashion, taste and most importantly trend patterns are a huge part of self 
projection and cultural development.  
 
Is an injustice being done to the coverage of fashion when it is reported on by a 
journalist with a non-fashion background? 
Not necessarily. Obviously reportage is stronger when it is backed with theory and 
knowledge of the field, but profiles for example that come in from an unexpected 
angle can provide an interesting read.  
 
Can mainstream news journalists perform a useful role in criticising and 
investigating fashion and its relative fields? 
A good journalist should be able to write about any topic whatsoever. Investigative 
journalism should be able to be conducted in any field given.  
 
What percent would you say of fashion journalism is editorial, advertorial, feature, 
soft news, hard news and so forth? Can you comment on the breakdown of coverage 
and the effects it has on the quality of fashion journalism presented? 
No comment. 
 
What improvements would you as active consumers like to see in the reporting of 
fashion journalism and the subsequent coverage? 
Not applicable. 
 
What for you would count as ‘good’ and ‘bad’ fashion journalism? 
Obviously bad journalism delivers false information and good journalism breaks 
news. On a more subjective note bad journalism can be a feature that doesn’t flow, or 
a profile that lacks bite.  
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What is your own ‘best’ and ‘worst’ experience/example of fashion journalism? 
No comment. 
 
Which journalist/ publication do you consider to be the best in the world? 
Tom Chiarella for fiction and Suzy Menkes for fashion news.  
 
Within the news media environment there are different avenues of sources from 
newspapers and magazines to blogs and online content. Can you comment on the 
difference the type of publication can have on reportage and substance of quality to 
the content? 
No comment. 
 
Would you define fashion journalism by the words alone or would you extend to 
fashion photography as well? 
Fashion photography belongs to the photojournalism category. It is telling a story 
through visual imagery.  
 
Are fashion people’s interests adequately served by their own media? 
What I find the most interesting is the speed we receive information now – we can 
watch shows live on blogs as they happen – a huge development in media  
 
Which do you find is the most useful piece of fashion journalism for information on 
the fashion industry? 
For speed – online and blogs. 
 
What is your own favourite form of coverage and favourite publication? Why? 
For reading I enjoy Esquire for feature writing – it is witty, informative and 
beautifully written.  
 
What practical advice do you have for journalists wanting to report fashion to 
uninformed readers through the media? 
I want to hear your voice, talk to readers the way in which you conduct conversation 
with a friend, work hard on finding a different angle, don’t try too hard as it comes 
across as forced. 
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Kerrie Simon, Editor-in-Chief, Cosmopolitan, Middle East 
 
 
 
How would you describe fashion journalism? 
Fashion journalism is any media outlet that delivers an insightful, educated and 
knowledgeable overview of events, trends and forecasts within the fashion industry. 
It is delivered by journalists who have a thorough understanding of the industry and 
can convey their thoughts on the topic without alienating the consumer. 
 
Can you comment on the standard of fashion coverage coming out of fashion media 
located in Australia, both positive and negative? 
Having lived out of Australia for two years, I find that I am only privy to the goings 
on in the Australian fashion industry by reading the Australian news or specifically 
setting out to read or uncover specifics, whereas, for example, the Fashion Weeks of 
Milan, Paris, London and New York are streamed through the international sites I 
visit every day. I absolutely believe that Australian designers are of the same calibre 
as those showing at these global shows and hence do feel that the Australian media 
or public relations efforts need to investigate different avenues to deliver our home-
grown designers onto the international stage. 
I have been fortunate to have been invited to the season launches in numerous 
countries, but am yet to be invited to an Australian Fashion Week while living 
abroad. This may simply be a case of Australia not yet targeting Dubai, but I do feel 
that this should be assessed as a means of highlighting the Australian industry to 
international clients, particularly as a small amount of those brands are sold here 
(sass & bide, Zimmermann, Nicola Finetti), not to mention last year’s announcement 
that Myer was to open a Dubai store. 
Having said that, Australian designers do receive a lot of recognition within the 
Australian fashion media, saturating the local market, which is a positive. 
 
Compared with mainstream news journalism what purpose does fashion journalism 
serve and can it be taken seriously? 
Fashion has moved on from being simply a woman’s pastime to having a tangible 
purpose within society and fashion journalism should reflect that. Fashion is now 
used as a vehicle to raise awareness about issues such as breast cancer, the anti-fur 
movement and eating disorders (such as photographer Oliviero Toscani’s 
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provocative photographs of a nude anorexic woman which were displayed 
throughout Milan during Fashion Week in 2007). Fashion journalism can be and is 
taken seriously by a generation and demographic that is able to look past the brand 
and appreciative initiatives that that brand may be associated with. 
 
Is an injustice being done to the coverage of fashion when it is reported on by a 
journalist with a non-fashion background? 
If a journalist has a ‘fashion background’, they generally also have a positive 
relationship with various designers as well as a solid reputation within the fashion 
industry. That said, this is the journalist who will be invited to view collections prior 
to their release as well as speak directly to the designer about the inspirations and 
intent behind the set. However, it can also be refreshing at times to see or hear a non-
fashion writer’s take on a collection as, more than anything, this will be a reflection 
of the opinion of the masses (although this risks not having the pulling power and 
influence that a fashion journalist’s opinion would). 
 
Can mainstream news journalists perform a useful role in criticising and 
investigating fashion and its relative fields? 
To a certain extent. A collection is only going to be as successful as the mainstream 
public’s perception of it and a news journalist’s opinion will usually be a reflection 
of the average shopper’s. However, fashion can be fickle and women tend to follow a 
fashion that’s dictated to them. Hence, a respected fashion journalist’s opinion will 
tend to have a stronger, more desirable impact. 
 
What percent would you say of fashion journalism is editorial, advertorial, feature, 
soft news, hard news and so forth? Can you comment on the breakdown of coverage 
and the effects it has on the quality of fashion journalism presented? 
It depends very much on the form of media. Within a fashion-focused magazine, the 
editorial to advertising ratio will be similar, as the success of the magazine will 
depend heavily on the exclusivity of the editorial and by the same token, high-end 
brands and designers will save their advertising spend for these types of magazines. 
A less prominent magazine may include more advertorial as a means of encouraging 
a fashion house to advertise (‘we’ll give you a page in the editorial section if you buy 
a page of advertising’). I think fashion only generally makes the news section when a 
particular event has occurred, be it a Fashion Week, the illness or death of a 
prominent designer (such as sass & bide’s Heidi Middleton’s breast cancer treatment 
or Yves Saint Laurent’s death) or when a celebrity wears a certain label to an event. 
 
What improvements would you as active consumers like to see in the reporting of 
fashion journalism and the subsequent coverage? 
Fashion certainly has its place – it will never be as important as the reporting on a 
world crisis, natural disaster or health epidemic. But it should be recognised that 
fashion can, and often does, work hand-in-hand with these events. It’s a simple 
equation: people love fashion, fashion targets a worthy cause, fashion followers 
donate to this cause. 
 
What for you would count as ‘good’ and ‘bad’ fashion journalism? 
‘Good’ fashion journalism is the fair, insightful and educational reporting on a trend, 
event or forecast that informs the consumer as well as the industry. Negative fashion 
journalism is the somewhat unjustifiably biased or uniformed and uneducated 
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reporting on an event that unfairly creates negative thought or opinions. There is 
room for biases in fashion journalism, but there needs to be an educated ground for 
this. 
 
What is your own ‘best’ and ‘worst’ experience/example of fashion journalism in 
Australia? 
A great example was a piece published in Marie Claire a couple of years ago where 
a range of designers were photographed with their creations. The interview left no 
doubt that A) the journalist had spent serious one-on-one time with the designers and 
that B) she was familiar enough with the industry and the players in it to know what 
to ask. The designers were then shot around Australia in environments that were 
significant to them, and the imagery was original and captivating (for example, Terry 
Biviano was shot in her signature stilettos and bikini on Bondi Beach while Easton 
Pearson were shot having high tea outside a caravan). It was informative, 
entertaining and original. 
 
Compared with other countries, how would you rate the fashion journalism produced 
in Australia? Which journalist/ publication do you consider to be the best in the 
world? 
Compared to other countries, Australia still has some way to go in its quest to equal 
the fashion journalism standards set by the rest of the world. But this can also be put 
into perspective; Australia has only established itself as a fashion capital in recent 
years. Cities such as Pairs, New York, Milan and London have had fashion as their 
backbone for decades and as such, have established a thorough means of reporting on 
it. American and French Vogue are, in my opinion, the best in the world when it 
comes to fashion journalism for the masses. Anna Wintour (US Vogue) has become a 
brand onto herself and this fierce respect she has throughout the world has to be 
attributed to the quality of the medium she sends to print each month. 
 
Within the news media environment there are different avenues of sources from 
newspapers and magazines to blogs and online content. Can you comment on the 
difference the type of publication can have on reportage and substance of quality to 
the content? 
I believe you’re always going to get the highest quality of reportage from a fashion 
magazine. These are writers, photographers and editors who live and breathe fashion. 
They’ve been trained to spot trends, know the designers’ styles and motivation and 
know how to convey this to a reader. I believe news mediums are capable of 
reporting on an event (who was there, what happened, the mood) but will be able to 
give only a limited review on the line itself. For example, a news journalist will 
report on a Fashion Week runway show in the same way he or she will be able to 
report on a six-car highway accident – with precision, a clear rundown of the event 
and its circumstances. But fashion reporting requires more than fact – it calls for an 
intimate understanding of the industry itself. I am personally anti-blog. I feel that 
anybody can create one and label themselves an expert on any industry. I don’t feel 
they have the credibility that bona fide media outlets do. 
 
Would you define fashion journalism by the words alone or would you extend to 
fashion photography as well? 
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Photography is an integral part of fashion journalism. Fashion itself is visual, from 
the cut to the fabric to the colour, flow and fall. Fashion is something we see and as 
such, imagery shouldn’t merely be an option. 
 
Are fashion people’s interests adequately served by their own media? 
I’m not sure you can put fashion people’s personal interests into one box. People 
who work in fashion are as varied as fashion itself and as such, I’m not sure one form 
of media would be able to contain what must be millions of interests. 
 
Which do you find is the most useful piece of fashion journalism for information on 
the fashion industry? 
I always check WGSN for fashion news. It’s updated by a global team of fashion-
specific journalist who travel to shows and are able to properly analyse what they 
see. It covers everything from trade shows to catwalks, updates what’s in stores 
globally and has a ‘city by city’ review. It’s written by fashion journalists for fashion 
journalists, so it has that credibility that you need (www.wgsn.com). 
 
What is your own favourite form of coverage and favourite publication? Why? 
As a writer, I prefer magazines. There is something special in seeing the words and 
images side-by-side, created by people who love fashion and who know the most 
effective and beneficial methods of delivering it to an audience. My favourite 
international magazine is US Vogue, yet my favourite Australian magazine is Marie 
Claire, as it mixes fashion with global issues and continually makes an effort to 
celebrate Australian designers as well as international designers, such as the 
February 2009 issue, labelled ‘The Australian Issue’ and which celebrates Australian 
designers and their take on being Australian. 
 
What practical advice do you have for journalists wanting to report fashion to 
uninformed readers through the media? 
As with anything, you need to learn it before you can teach it. Journalists need to 
familiarise themselves with the industry as well as those who work within it. They 
need to have a thorough understanding of how the fashion world works and set about 
explaining this to an audience with little knowledge. My advice to junior writers is to 
take their subject and try to explain it to their mother – she’s clever, educated, yet 
may not have a firm grasp on the topic at hand. Speak to her like the adult that she is, 
don’t treat her as less than an equal and get your point across effectively. 
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Marion Hume, Fashion Journalist 
 
Date: Tue, 22 Mar 2011 11:42:52 
Subject: Ethics form 
From: marionhume@btInternet.com 
To: shannon.wylie@hotmail.com 
Dear Shannon, 
As I am replying by email, I am unable to sign the ethics form. However this email 
indicates that I have read it, on today’s date and you may consider it signed. 
I’m on frantic deadlines, don’t have a fax etc. 
All best 
Marion Hume 
 
How would you describe fashion journalism? 
You have just described it. It is journalism, with the subject of fashion. 
 
Can you comment on the standard of fashion coverage coming out of fashion media 
located in Australia, both positive and negative? 
No comment. 
 
Compared with mainstream news journalism what purpose does fashion journalism 
serve and can it be taken seriously? 
Of course it can be taken seriously. It still amazes me that people consider 16-page 
sections about men kicking balls around to be more serious than coverage of a global 
industry that employs many millions of people. 
 
Is an injustice being done to the coverage of fashion when it is reported on by a 
journalist with a non-fashion background? 
A journalist is a journalist. Much of my career has been spent writing about fashion, 
however I also interview actors, sports stars and people who are not famous and have 
never had the attention of a journalist before. So there is no reason why journalists 
from other fields might not have something to bring to fashion reporting. The most 
basic skills of reporting are the same, no matter the subject. 
 
Can mainstream news journalists perform a useful role in criticising and 
investigating fashion and its relative fields? 
Yes. I am trained as a news journalist, reporting fashion. It is extremely old 
fashioned to silo fashion coverage as something written ‘by girls’ with the 
implication the skill-set is lesser and the subject only of interest to ‘girls’. The 
implication here is always that it is a silly subject for those with no more in their 
heads than a desire for the latest handbag. Yet the sweep of fashion journalism is 
huge. One might be interviewing Patrick Thomas, CEO of Hermes about the 
unwelcome accumulation of shares in the company by LVMH titan, Bernard Arnault 
one day, and thus have to understand something of complex financials and the 
movement of markets; then the next week, one might be interviewing a woman in a 
Kenyan slum about how working on the screen printing for a bag labelled Vivienne 
Westwood has enabled her to lift her family out of poverty, or one might be 
interviewing a beautiful model backstage in New York who happens to be the child 
of Rwandan genocide survivors. One also might be sipping champagne at a 
spectacular fashion show on the ramparts of the Great Wall of China. Which is to 
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say, this is the job of a journalist. No more, no less. 
 
What percent would you say of fashion journalism is editorial, advertorial, feature, 
soft news, hard news and so forth? Can you comment on the breakdown of coverage 
and the effects it has on the quality of fashion journalism presented? 
I can see where this question is meant to lead. However, much more fashion 
journalism is editorial than you might expect. I suspect this question is weighted to 
get the response that most fashion journalism is somewhat close to advertorial or that 
it is trivial. But if you clipped, let’s say, everything in the English language over one 
month that relates to fashion, you might be surprised. It is certainly true that the 
glossy magazines have a tight relationship with their advertisers – that said, those 
advertisers tend to be the major forces in fashion. This relationship is no different 
from those who write about, say, cars or technology. I suspect that if you aggregated 
all fashion journalism in a given month, you would be surprised how much is NOT 
puff; much of the content of the business pages relates to the clothing industry. 
Among the ten richest people in the world according to the Forbes List are several 
whose business is fashion. If you look at the ecological/green coverage in print and 
online, there would be a significant Venn diagram cross over into fashion, what with 
the important debates over organic cotton versus pesticide use for example. If you 
were looking for content about the developing world, positive and negative, there 
would also be a significant cross over into fashion. In the developed world, you 
might cross over into such subjects as the compulsory retirement age in France, 
pensions, work place conditions, the GFC and recovery. Look at how the devastation 
in Japan has impacted on the luxury goods business. Look at the Islamic world and 
how so much can be freighted onto how much cloth women want or do not want to 
wear. Then there is the top end ‘models on the runway’ side of the business which 
generates enormous media attention. It crosses over into all the categories you list 
above. As to the proportion of fashion which is ‘soft’ news, is the percentage that 
different from that devoted to say, the latest gadgets? Is wanting to read about/see the 
latest iPad somehow a higher calling than wanting to see the latest Vuitton bag? 
The above refers to print, and the migration of print-type journalism online. Blogging 
is, I think, a different creature. Bloggers have brought tremendous energy to fashion 
reporting, however it is a different kind of energy. 
 
What improvements would you as active consumers like to see in the reporting of 
fashion journalism and the subsequent coverage? 
No comment. 
 
What for you would count as ‘good’ and ‘bad’ fashion journalism? 
The answer seems obvious; ‘bad’ fashion journalism is when you are in the pay of 
the brand you are writing about, whether that means they have given you a free pair 
of shoes or you also act as a consultant for their business – plenty of that goes on. 
But how wrong is that, really? Whatever your stance, it is far from unique. Before we 
condemn fashion journalism as being less moral than other kinds; are wine 
journalists somehow dodgy because they drink the wine they write about? Do 
motoring journalists get deals on cars? Is that ‘bad’? I think fashion journalism is 
often picked on not because it is any more or less morally foggy than other areas but 
because principally, it is seen as a ‘women’s interest’ and the insistence that it is 
somehow ‘lesser’ has an element of sexism inherent in the judgment.  
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What is your own ‘best’ and ‘worst’ experience/example of fashion journalism? 
Best; many examples. I have been covering this beat for 25 years. It has taken me 
literally around the world and exposed me to breathtakingly wonderful experiences. 
Andy Warhol once called the fashion show ‘the best theatre’ and to have been a front 
line witness at the greatest shows created by John Galliano has been a privilege. Yet 
witnessing his ignoble fall from grace is the flip side of glamour. Worst? It isn’t 
stumbling on back room rip off factories hidden behind someone’s kitchen in China; 
that is what reporting is about. The worst, frankly is being bored. But I am rarely 
bored. 
 
Which journalist/ publication do you consider to be the best in the world? 
This is impossible to answer briefly. I read different magazines, newspapers, blogs 
for different things. 
 
Within the news media environment there are different avenues of sources from 
newspapers and magazines to blogs and online content. Can you comment on the 
difference the type of publication can have on reportage and substance of quality to 
the content? 
Blogs serve a different purpose. They are about speed and instinctive reaction. You 
don’t look for analysis in most fashion blogs. However they have let fresh air in and 
allowed space for all different points of view. They have given the field enormous 
new energy. 
 
Would you define fashion journalism by the words alone or would you extend to 
fashion photography as well? 
Fashion photo journalism, captured ‘live’ and a 16-page editorial by Steven Miesel 
may not be especially closely related. 
 
Are fashion people’s interests adequately served by their own media? 
I think yes – the scope of global fashion media is gigantic. 
 
Which do you find is the most useful piece of fashion journalism for information on 
the fashion industry? 
Too broad to say. 
 
What is your own favourite form of coverage and favourite publication? Why? 
As above. 
 
What practical advice do you have for journalists wanting to report fashion to 
uninformed readers through the media? 
None. The media world I first entered, long before the Internet, was as far from today 
as the ox-cart to space travel. They must find their own way. 
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Mimi Spencer, Freelance Journalist 
 
 
 
How would you describe fashion journalism? 
Depends what you mean. The act of fashion journalism is clear – to elucidate the 
workings and wonder of an industry to those who don’t work within it, to promulgate 
and disseminate the ideas at the heart of fashion, to engage in a dialogue with 
consumers of fashion. To feed dreams.  
 
Can you comment on the standard of fashion coverage coming out of fashion media 
located in Australia, both positive and negative? 
I’m not sure about Australia, apart from to note that I don’t read any of it, which 
means it is probably not of an international standard (I read US coverage, and 
sometimes French and Italian) 
 
Compared with mainstream news journalism what purpose does fashion journalism 
serve and can it be taken seriously?  
It always serves as a view of a market – a very important market which makes 
billions of pounds worldwide. Otherwise, of course, it’s also wildly entertaining. 
Fashion is a world inhabited by extremes, with regular eruptions of the bizarre and 
the brilliant – and good journalism serves as a record of that. No, it’s not taken 
particularly seriously, outside of the New York Times or the International Herald 
Tribune. Even Vogue can sometimes seem inconsequential. 
 
Is an injustice being done to the coverage of fashion when it is reported on by a 
journalist with a non-fashion background?  
Not if they are a good observer, researcher and reporter. It’s more important to write 
persuasively than to have an MA from St Martins. 
 
Can mainstream news journalists perform a useful role in criticising and 
investigating fashion and its relative fields?  
Yes – and sometimes you get really interesting takes on it all if you read an 
outsider’s view. Some of the best fashion journalism has come from individuals who 
work outside the loop. Fashion itself can be quite consuming, and when you work 
closely within its grasp, you sometimes miss the point, or take yourself too seriously. 
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Brian Sewell (art critic) was a brilliant catwalk reporter for me at the Evening 
Standard many years ago. 
 
What percent would you say of fashion journalism is editorial, advertorial, feature, 
soft news, hard news and so forth? Can you comment on the breakdown of coverage 
and the effects it has on the quality of fashion journalism presented?  
Not sure what you mean. It should be clear where the line between editorial and 
advertorial is – in the UK, the page needs to be clearly labelled by law so that the 
issue cannot be confused. That said, plenty of fashion editors have very close 
relationships with design houses – which means the handbag of the season generally 
finds its way to their hotel room during the collections. More pernicious in my view 
is the hold the big houses have on magazine editorial because of their advertising 
spend. All glossies have to be prepared to accommodate the needs of their 
advertisers; it’s their lifeblood. Readers don’t necessarily recognise this. 
 
What improvements would you as active consumers like to see in the reporting of 
fashion journalism and the subsequent coverage?  
I think it’s pretty good. The web has become a phenomenal resource – not just 
because of the choice of voices out there and the capacity for endless research – but 
also because of the context it allows – whether that’s background information, video 
clips, links to other sites. And the speed of coverage now is incredible. When I 
started out, the collections took an age to filter through to readers. Now, it’s 
instantaneous. 
 
What for you would count as ‘good’ and ‘bad’ fashion journalism? 
I hate clichés. The word ‘team with’ – as in ‘pumps teamed with Capri pants’. Also 
things like ‘the new black’ or endless adjectives used to describe an outfit. Sharp, 
clean, witty. And observant, that’s the key. 
 
What is your own ‘best’ and ‘worst’ experience/example of fashion journalism?  
I don’t want to say the worst, but I have someone in mind. I love Cathy Horyn on the 
NY Times. And Sarah Mower at Style.com. Lisa Armstrong on The Times (UK) is 
great. And I love Suzy Menkes for her sheer tenacity, longevity and hard work. 
 
Compared with other countries, how would you rate the fashion journalism produced 
in Australia? Which journalist/ publication do you consider to be the best in the 
world?  
Not sure about Australia. WWD is great, plus W magazine. I like the fashion pieces in 
Vanity Fair too, and the ones mentioned above. 
 
Within the news media environment there are different avenues of sources from 
newspapers and magazines to blogs and online content. Can you comment on the 
difference the type of publication can have on reportage and substance of quality to 
the content?  
Obviously, a blogger isn’t necessarily qualified, but that doesn’t mean their 
comments aren’t worthwhile (look at Tavi if you want proof of that). The issue is 
that the web is unregulated, and therefore untrustworthy. You just have to keep your 
wits about you. 
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Would you define fashion journalism by the words alone or would you extend to 
fashion photography as well?  
The photography is crucial. A picture speaks a thousand words! One without the 
other is a meal without salt.  
 
Are fashion people’s interests adequately served by their own media? 
Up to a point, though every year you see more avant garde, underground magazines, 
fanzines, blogs and websites springing up to cater for people who really love their 
fashion and take it very seriously indeed. 
 
Which do you find is the most useful piece of fashion journalism for information on 
the fashion industry?  
WWD, Style.com. 
 
What is your own favourite form of coverage and favourite publication? Why? 
I’m wedded to The Guardian’s fashion coverage, Fashion Editor Jess Cartner Morley 
is a brilliant writer – and it’s the paper I read every day. 
 
What practical advice do you have for journalists wanting to report fashion to 
uninformed readers through the media? 
Yikes. Practically speaking, you need to get up close and personal. Go to the 
collections, see the clothes, meet the designers, feel the buzz of the business.  
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Rachel Sharp, Editor, Women’s Fitness Australia and ex-Deputy Editor, 
Harper’s Bazaar, Australia 
 
 
How would you describe fashion journalism? 
Conveying the fashion industry’s trends, news, views and key influencers to either 
other industry members or consumers. Fashion journalism is intended to both inform 
and to entertain (in a consumer market). 
 
Can you comment on the standard of fashion coverage coming out of fashion media 
located in Australia, both positive and negative? 
While I haven’t worked directly in fashion journalism in Australia for over a decade, 
I do work closely with Harper’s Bazaar Dubai’s sister title in Australia. I think the 
standard of fashion coverage in Australia, while very different to Europe and the US, 
is of an international standard (for magazines such as Harper’s Bazaar) but usually 
formatted for local audience’s tastes and features local brands. I think the quality of 
fashion journalism does vary from title to title in Australia, and depends heavily on 
the editor heading the magazine.  
 
Compared with mainstream news journalism what purpose does fashion journalism 
serve and can it be taken seriously? 
The fashion industry, while creative and seemingly flippant on the surface, is a 
multi-billion dollar one. Fashion journalism is incredibly important from both a 
commercial and a social perspective. Fashion is a form of art, expression and 
entertainment. Fashion journalism is as relevant as music journalism in an 
entertainment and information sense, but also serves as a form of escapism and social 
discussion stimulus. 
 
Is an injustice being done to the coverage of fashion when it is reported on by a 
journalist with a non-fashion background? 
Absolutely. No journalist, no matter how talented, can write credibly about a subject 
they don’t understand. Fashion is a niche area of journalism. To understand a 
collection and the relevance and creativity behind it requires knowledge of the 
heritage, creative director, brand history and at the very least industry jargon for 
fashion cutting, shapes, styles. In the same way that a journalist reporting at a global 
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economic summit could not do their job properly unless they had at least moderately 
expert knowledge of the banking/finance/economic industry, nor could a journalist 
without a fashion background who is asked to report on fashion trends. 
 
Can mainstream news journalists perform a useful role in criticising and 
investigating fashion and its relative fields? 
Perhaps – no industry should be immune to criticism, but like any criticism, it’s not 
credible unless the person has an understanding of the subject they’re talking about. 
Otherwise, it’s just opinion. Mainstream journalists can provide a very useful insight 
into the social element of fashion and its impact on wider society, but aren’t, in my 
opinion, in an expert position to be criticising the fashions themselves. 
 
What percent would you say of fashion journalism is editorial, advertorial, feature, 
soft news, hard news and so forth? Can you comment on the breakdown of coverage 
and the effects it has on the quality of fashion journalism presented? 
This absolutely depends on the medium and the publication/forum. As mentioned, I 
haven’t lived in Australia for 10 years but do closely watch the market there. From 
what I can see of the luxury fashion magazine market, the breakdown is probably 
close to this:   
Editorial most  
Advertorial about 5% per magazine 
Features about 60% of editorial (including shoots) 
Soft news about 25% of editorial 
Hard news about 15% of editorial 
 
What improvements would you as active consumers like to see in the reporting of 
fashion journalism and the subsequent coverage? 
Fashion journalism is intended to inform and to entertain. To do both of these things, 
it needs to be done to a high standard (of photography, story idea gathering, 
originality and execution). So I’d like to see a constant improvement in standards and 
the expertise/credibility of fashion journalists.  
 
What for you would count as ‘good’ and ‘bad’ fashion journalism? 
Good fashion journalism would be the same as any kind of journalism – quality, 
credibility, originality, entertaining, informative, ethical. But in fashion’s case, also 
easily understood, humorous and entertaining – this is, after all, not hard news. 
Bad fashion journalism – poor quality execution/writing, bad imagery, poor 
understanding of the subject, opinion conveyed as fact, unethical or dishonest 
practice. And writing in too serious a tone for a consumer audience. 
 
What is your own ‘best’ and ‘worst’ experience/example of fashion journalism in 
Australia? 
N/A 
 
Compared with other countries, how would you rate the fashion journalism produced 
in Australia? Which journalist/ publication do you consider to be the best in the 
world? 
I consider Vogue UK.. to and Paris to be the two best fashion publications in the 
world as far as the fashion journalism and consumer entertainment fact are concerned 
(in my opinion). Harper’s Bazaar US and UK are also outstanding, as is Vogue US 
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And of course, Style.com produces probably the fashion world’s most respected and 
authoritative reviews and critiques. Obviously, some of the best and most 
authoritative fashion journalists in the world (Lisa Armstrong – Fashion Editor of the 
Times in UK; Sarah Mower – Style.com; Suzy Menkes – the Herald Tribune, UK) 
work for non-Australian newspapers and online – mediums very different to 
magazines. I can’t think of a single Australian-based fashion journalist who 
dominates the international media reportage in the way Armstrong, Menkes do. 
 
Within the news media environment there are different avenues of sources from 
newspapers and magazines to blogs and online content. Can you comment on the 
difference the type of publication can have on reportage and substance of quality to 
the content? 
Of course, every writer commissioned by or on staff for a media entity will follow its 
style guide and write to its audience. A fashion journalist on The Times will have a 
different approach to a story than, say a writer on Grazia magazine. Some are more 
credible than others though – obviously, blog sites are entertaining and sometimes 
informative, but almost always not credible. Broadsheet newspapers are perceived to 
be (and probably are) more credible than magazines or television, because their 
purpose is to generally convey news in an entertaining way, rather than to purely 
entertain and inform. 
 
Would you define fashion journalism by the words alone or would you extend to 
fashion photography as well? 
Absolutely the photography too. It’s very hard to convey trend news or critiques 
properly without imagery. This is why fashion brands spend so much money on 
advertising campaigns and runway shows – to visually communicate their 
collections. But of course, as far as reportage is concerned, well-written and 
informative copy is vital to make sense of the imagery. 
 
Are fashion people’s interests adequately served by their own media? 
What do you mean by this? Do you mean, is the industry being well served by 
current Australian fashion media? I’m not in a position where I can comment on this, 
as I don’t live there.  
 
Which do you find is the most useful piece of fashion journalism for information on 
the fashion industry? 
For consumers? Style.com’s runway reports each season. Everyone in the industry 
refers to these. They can make or break a collection. 
 
What is your own favourite form of coverage and favourite publication? Why? 
Personally? I love magazines – I love print media and the visual aspect of magazines. 
My favourite publication – French Vogue. Also love British Elle, Australian 
Harper’s Bazaar. And (obviously) Harper’s Bazaar Dubai. 
 
What practical advice do you have for journalists wanting to report fashion to 
uninformed readers through the media? 
For a consumer market, know your subject. Have an expert understanding of the 
fashion industry and the people in it. Write with authority and skill, but still keep 
humour and a human element to your writing style, because after all, fashion 
journalism is for the most part a form of entertainment and escapism, not hard news. 
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Sara Allen, Model Booker, Bareface 
 
 
How would you describe fashion journalism?  
Any media that are associated to fashion both textual content and visual in any 
published form – magazines, newspapers, online blogs, books devoted to fashion. 
 
Can you comment on the standard of fashion coverage coming out of fashion media 
located in Australia, both positive and negative?  
I believe the standard of the Australian coverage is good, especially considering the 
physical isolation of the country itself and its distance to the major ‘fashion capitals’ 
and also that the talent pool in Australia is a lot smaller in comparison. 
 
Compared with mainstream news journalism what purpose does fashion journalism 
serve and can it be taken seriously? 
Fashion journalism is simply a category under the journalism umbrella and deserves 
credibility.  
 
Is an injustice being done to the coverage of fashion when it is reported on by a 
journalist with a non-fashion background?  
It depends on the story being covered. Any good journalist would do the research 
first before writing up the story. I think fashion is open to interpretation by all. 
 
Can mainstream news journalists perform a useful role in criticising and 
investigating fashion and its relative fields?  
Yes, as they are not jaded or influenced so much by the industry. They can report 
diplomatically without being seen as potentially politically incorrect as perhaps an 
industry insider. 
 
What percent would you say of fashion journalism is editorial, advertorial, feature, 
soft news, hard news and so forth? Can you comment on the breakdown of coverage 
and the effects it has on the quality of fashion journalism presented? 
Probably about 60 percent of it is advertorial, and the other 40 percent split between 
the rest. Advertising is a necessity but hopefully not to the detriment of the content. 
The information still needs to be inspiring and informative. 
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What improvements would you as active consumers like to see in the reporting of 
fashion journalism and the subsequent coverage?  
I would like to see more coverage on fashion journalism for the average consumer 
that has the average wage. Although it is a great escape and a sensory exploration to 
be assaulted with couture and high-end consumerism, the reality is that most people 
cannot afford to buy into this dream. Or alternatively, start educating the masses that 
quality over quantity is the way forward. 
 
What for you would count as ‘good’ and ‘bad’ fashion journalism?  
Good is inspirational and informative. Bad is opinionated. 
 
What is your own ‘best’ and ‘worst’ experience/example of fashion journalism in 
Australia?  
Best fashion journalism is Vogue Australia – online and print. 
 
Compared with other countries, how would you rate the fashion journalism produced 
in Australia? Which journalist/ publication do you consider to be the best in the 
world?  
I think the quality content of Australian fashion journalism is okay but could do with 
having more international coverage. Publications from the UK in my opinion seem to 
be the best. The content seems to be more interesting and informative then other 
regions like America or Asia. 
 
Within the news media environment there are different avenues of sources from 
newspapers and magazines to blogs and online content. Can you comment on the 
difference the type of publication can have on reportage and substance of quality to 
the content?  
Monthly and weekly print publications seem to be the most researched and 
comprehensive. Online content and blogs are the most up-to-date but also the most 
‘disposable’. Within a day the story/ coverage is out of date and there is a new one to 
replace it. 
 
Would you define fashion journalism by the words alone or would you extend to 
fashion photography as well?  
To represent fashion journalism correctly, I believe both images and in the written 
form need to be included.  
 
Are fashion people’s interests adequately served by their own media?  
Yes, as the majority of the fashion journalists are fashionista’s themselves. 
 
Which do you find is the most useful piece of fashion journalism for information on 
the fashion industry? 
I use them all equally, depending on what information I am looking for at the time. 
 
What is your own favourite form of coverage and favourite publication? Why? 
No comment. 
 
What practical advice do you have for journalists wanting to report fashion to 
uninformed readers through the media?  
Write in an explanatory method, not merely dictating to the readers. 
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Sarah Joan Ross, Fashion Director, Emirates Woman 
 
How would you describe fashion journalism? 
Anything that would discuss style and trends.  
 
Can you comment on the standard of fashion coverage coming out of fashion media 
located in Australia, both positive and negative? 
 
I think writing wise, it’s pretty good. For images, it’s never going to be as good as 
Paris, New York or London.  
 
Compared with mainstream news journalism what purpose does fashion journalism 
serve and can it be taken seriously? 
Fashion is a big business, employing millions of people worldwide, so there’s certain 
seriousness to the industry. Is it as important as Kate Adie reporting on a war torn 
country? Possibly not. But that doesn’t mean fashion journalism doesn’t count.  
And, some news journalism cannot be taken seriously anyway – I think it all depends 
on the publication and the writer as to whether you take anything seriously.  
 
Is an injustice being done to the coverage of fashion when it is reported on by a 
journalist with a non-fashion background? 
When somebody has expertise in a field, they have a depth of knowledge of a certain 
subject, so they can usually give the report more substance.  
 
Can mainstream news journalists perform a useful role in criticising and 
investigating fashion and its relative fields? 
If they have a passion for fashion, then why not?! After all it’s sometimes only an 
opinion. Although as before – if somebody is a specialist in a certain field, like 
fashion, then you are going to get a better article.  
 
What percent would you say of fashion journalism is editorial, advertorial, feature, 
soft news, hard news and so forth? Can you comment on the breakdown of coverage 
and the effects it has on the quality of fashion journalism presented? 
I think there is a higher percentage of advertorials and more ‘sales deals’ in the 
Middle East. In London and New York there is more of a focus on producing good, 
unbiased editorials.  
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What improvements would you as active consumers like to see in the reporting of 
fashion journalism and the subsequent coverage? 
No comment. 
 
What for you would count as ‘good’ and ‘bad’ fashion journalism? 
‘Good’ fashion journalism is providing an accurate article, something that digs a 
little deeper, and shows the reader a new perspective on a subject. As for ‘bad’ I 
think anything that is regurgitated from a press release or other media.  
 
What is your own ‘best’ and ‘worst’ experience/example of fashion journalism in 
Australia? 
Not sure I can answer this – but I did hear a story of somebody at Australian Vogue, 
who was caught plagiarising. But not sure if this was true or a myth.  
 
Compared with other countries, how would you rate the fashion journalism produced 
in Australia? Which journalist/ publication do you consider to be the best in the 
world? 
Vanity Fair has the best writers in the world. Vogue, W, Numero for editorial shoots.  
 
Within the news media environment there are different avenues of sources from 
newspapers and magazines to blogs and online content. Can you comment on the 
difference the type of publication can have on reportage and substance of quality to 
the content? 
Some blogs are obviously written so quickly, that on occasion I have spotted errors, 
but I think that’s more to do with bad journalism. As Suzy Menkes and Hilary 
Alexander literally run from fashion show – to fashion show – and manage to file 
some brilliant words.  
 
Would you define fashion journalism by the words alone or would you extend to 
fashion photography as well? 
They are a fusion of the both. After all there are only so many ways you can describe 
a Dior Couture gown, but actually seeing the beautiful structure, wisps of delicate 
fabric and exquisite tailoring, well, that makes it come alive. Even if you’re not 
creative, we are very visual beings.  
 
Are fashion people’s interests adequately served by their own media? 
I think there is so much out there now, with online coverage, weekly magazines, and 
style bibles that there is something for everyone.  
 
Which do you find is the most useful piece of fashion journalism for information on 
the fashion industry? 
For me, you can’t beat the collections issues.  
 
What is your own favourite form of coverage and favourite publication? Why? 
I like all forms of coverage. Numero and French Vogue, for their beautiful and 
inspiring images. Allure – for the beauty writing – they really do reinvent the wheel. 
Style.com for up-to-the minute fashion reporting. Hint magazine for the edgier end of 
fashion. Daily Candy for fun.  
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What practical advice do you have for journalists wanting to report fashion to 
uninformed readers through the media? 
Keep it interesting! Inject some humour and you’ll have people coming back for 
more. They will learn something without even realising it.  
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Simon Lock, Managing Director at IMG Fashion Asia Pacific and Founder of 
Australian Fashion Week 
 
 
 
How would you describe fashion journalism? 
An abused term! I think there’s a lot of fashion journalism, which is purely just 
reporting or regurgitating, or doesn’t really have a clear thought or a unique point of 
view. I think particularly the advent of online journalism has really perpetuated that 
in so many ways. It’s almost about reposting what others have said to a certain extent 
rather than generating their own opinion or point of view for themselves.  
I think any sort of journalism comes with an educated understanding of a subject 
matter. I think a part of the time with fashion journalism there is a lot of commentary 
that is made from people who haven’t really explored and understood the industry 
and what it’s all about, so it’s really quiet inane at times.  
 
Compared with mainstream news journalism what purpose does fashion journalism 
serve and can it be taken seriously? 
I think the biggest service it can provide the fashion industry is building fashions, 
creating a profile and an understanding of what a particular fashion brand is doing 
and what a designer is doing and helping generate a consumer audience for that 
brand. I mean there’s this three-way relationship that is going on between ready-to-
wear designers fashion buyers and fashion media and they need each other 
desperately. The retailers need the designers, but the retailers need customers and it’s 
the media that drives customers in store, so this is the basis to a certain extent, to the 
international fashion industry. Here’s the media sitting on one side of the catwalk, 
buyers are sitting on the other side of the catwalk. Many times I’ve seen buyers go to 
editors and journalists saying, ‘What do you think? Will you cover that? Are going to 
give that some good airing in your magazine or newspaper? Because if you do we’re 
going to buy it.’ There’s sort of a teamwork attitude, which is important. 
 
Compared with mainstream news journalism what purpose does fashion journalism 
serve and can it be taken seriously? 
No comment. 
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Is an injustice being done to the coverage of fashion when it is reported on by a 
journalist with a non-fashion background? 
Yeah, which happens a lot. I see it a lot of times at Australian Fashion Week where 
the television news, Fairfax, or whatever, will be light on the ground with fashion 
journalists and they’ll send, well, we’ve had everyone from the night reporter to 
sporting reporters, to all sorts of people who don’t have a clue. And of course, what 
they end up doing, is playing to the lowest common denominator and that’s, ‘great, 
let’s take the easy option here, the outrageous outfit at the end of the catwalk show, 
let’s take a photo of that, celebrities in the front row, or the easy-get story.’ Because 
when it’s a general news person it’s coming from being, ‘okay I’m a consumer, what 
do I find interesting or crazy about this whole fashion getup’.  
 
Can mainstream news journalists perform a useful role in criticising and 
investigating fashion and its relative fields? 
They can’t possibly hope to go in to in-depth criticism or analysis of a collection or a 
point of view on a particular designer, because they just don’t have an intellectual 
property to be able to do that. So they’re going to report on the sensationalism or the 
periphery of what might be more valuable. So are they doing an injustice? In some 
senses they do but it’s a balance. While the television might send someone who is 
just going to report on that easy story, then we get back to our fashion journalist 
whose there regularly. So there’s a balance. A good example of this is Jennifer 
Melocco, she’s a general news reporter for the Telegraph in. When we see her 
coming we’re just like ‘shoot’, because she always brings a very, very negative 
attitude. So it’s always like ‘oh Fashion Week is weak, there’s no designers showing, 
Simon’s done this and Simon’s done that’. It’s always a very negative undertone of 
what the industry is trying to do and that’s unfortunate that she’s just a news 
journalist that has a bee in her bonnet about the fashion industry and its frivolity. 
And so we’d much prefer it if we got the regular fashion journalists coming down 
who have an understanding of what it is we’re trying to do and to develop an 
economic benefit of the event. The impact we have each year is in excess of $100 
million dollars. We’re a major contributor to the economy in all sorts of ways. And 
that comes from fashion journalists understanding and being part of the industry and 
watching it grow up, knowing how it fits internationally, and in Australia. Some 
news journalists come down and say ‘what are these guys playing at’. 
 
What percent would you say of fashion journalism is editorial, advertorial, feature, 
soft news, hard news and so forth? Can you comment on the breakdown of coverage 
and the effects it has on the quality of fashion journalism presented? 
Look Kirstie Clements is a good friend of mine, who’s the Editor of Australian 
Vogue. She is not going to solely put something in the editorial pages because that 
person is a good advertiser. There needs to be merit in it and it needs to have a 
reason to be in there and it’s her job to do that. Certainly the publisher might be 
going ‘please, please, you’ve got to put this new thing in because they’ve just spent a 
fortune with us’. Today in advertising there is to a certain extent editorial integrity 
amongst Australian magazines, to a point. If Ralph Lauren is a continual advertiser 
in Vogue of course the editorial staff and the fashion girls are going to pull Ralph 
Lauren pieces to be in a story but I don’t think there is anything wrong with that. If 
they’re relevant and they’re meant to be there then everybody’s happy. Do I know of 
examples where designer’s have gone to the editor and said ‘right I’m only going to 
give you advertising dollars if I’m in this next shoot?’ I mean really if people said 
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that to Kirstie, and I’m sure they have, then she’d probably very politely smile at 
them and probably never want to work with them again. I think she’s fairly typical of 
Australian Editors, Jackie Frank is the same, Edwina and all the other girls. I mean 
they do have their editorial integrity. And I think it’s good to see but within a 
commercial balance, of keeping the commercial interests of those magazines alive 
and well and happy. So I mean occasionally at times I’m sure there’s people who’ve 
picked up the pages and gone, ‘my god you know that designers got x amount of 
coverage here, why should they, they’re not valued’. 
 
What improvements would you as active consumers like to see in the reporting of 
fashion journalism and the subsequent coverage? 
Fashion journalism needs to be well rounded. There’s many aspects of the fashion 
industry. There’s fashion as entertainment, there’s fashion as red carpet, there’s 
fashion as celebrities, fashion as big business, fashion as small business, who’s the 
hottest designer, how come Carla Zampatti has lasted so long? The angles are never 
ending. To have an understanding of those angles is interesting to consumers. 
You’ve got to immerse yourself in the industry, you’ve got to understand the 
structure of industry, how things work, how designers work, how fashion brands 
work. Why is this Zara phenomenon happening in Melbourne and Sydney at the 
moment? You’ve got to have an understanding of the infrastructure of the industry 
from both a retail, manufacture and design point of view, you’ve got to be able to 
report from a perspective that puts the national agenda into an international 
perspective. What you have to do to be a good fashion journalist, in my mind, you’ve 
got to study to understand the infrastructure of the industry but you’ve got to travel. 
When I first started Fashion Week I went to all of the publishers at Fairfax and I sat 
down with them and with the chief of staff, the editors, and I said ‘guys you’ve got to 
send our fashion journalists to the collection shows in Europe and North America 
because otherwise they’re not worth s*** to me. They come here and they go ‘oh 
that collection’s really nice. No it wasn’t it was crap, it was a copy of bloody Prada 
and they don’t know anything.’ We need our fashion journalists to be critics and to 
call it how it is and if a designer is plagiarising then they should be caught out.  
 
What for you would count as ‘good’ and ‘bad’ fashion journalism? 
Well good journalism is coming from an educated point of view and being able to 
tell a story or comment on what’s happening in fashion, from the point of view of 
having a great understanding or view of the intellectual property that surrounds that. 
And it doesn’t matter whether it’s the background of a designer or how a trend fits 
internationally or how a new model is growing within the fashion industry. It comes 
from a point of view of understanding and of knowledge. Bad journalism is just 
uninformed, uneducated and taking the easy option. Looking for the sensationalism 
of what we do in the fashion industry to tantalise readers. There’s a role for that but 
good journalism is thought provoking. But is that what consumers want out of their 
fashion? 
 
What is your own ‘best’ and ‘worst’ experience/example of fashion journalism? 
Marion Hume. I was a huge supporter of what she did and at the time I was quoted in 
the media as saying that while she gave the tongue and cheek, I will defend her right 
to the end. But she did do it in a magazine and it was very interesting because 
magazines usually critique by omission. That’s the old school saying, ‘if you’ve got 
nothing to say that’s nice don’t say it at all’. And they’re support is also part of their 
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editorial editing process that is oh ‘there’s no shots of this designer in this editorial 
shoot’ because really their reviews of Fashion Weeks, they’re usually catwalk reports 
which are a photo essay of what they thought was a good collection and the trends 
that they thought crap, are out. And the other way magazines report on collections is 
they incorporate those collections in editorial shoots. Now Marion took the 
International Herald Tribune or the Financial Times approach that she was used to 
and she just wrote it how she saw it, which would have been great in the Financial 
Times and fantastic in the Sydney Morning Herald, but the fact that it was in Vogue. 
It was a really interesting time in Australia. I brought her to Australia. That’s how 
she got the job. She came out as my guest to cover the collections and then she got 
the job at Vogue and then she met Lachlan and ended up at The Australian. It was a 
great time for us all to have someone of her calibre and her credibility bringing 
proper fashion journalism to Australia. 
 
Which journalist/ publication do you consider to be the best in the world? 
I love reading the International Herald Tribune, I love seeing what Tim Blanks has 
got to say, I love his commentary and his sensibility. I love seeing the commentary, 
the thoughts and positioning on the industry that I love and adore. But that’s not to 
say that there’s not a role for the inaneness. Fashion is entertainment – which 
designer is sleeping with who and what model has decided to jump off a roof in New 
York because they’re lonely, or whatever it is. 
 
Within the news media environment there are different avenues of sources from 
newspapers and magazines to blogs and online content. Can you comment on the 
difference the type of publication can have on reportage and substance of quality to 
the content? 
Online is winning. It’s as simple as that. It’s accessible; it’s here in my pocket. When 
Patty [Huntington] wants to tell me something, here it is. I think with the online 
technology, which is really surpassing print in everyway, it’s just obvious.  
Well a classic example is, since your story went out I’ve had people from all over the 
world congratulate me on being Creative Director of Dubai Fashion Week. What 
went out online, and you were part of that, people didn’t pick up on it because it was 
reported in a newspaper, people picked up on it because it was online, it was blogged 
about. People from Bali to Pakistan going, ‘oh great’. 
 
Would you define fashion journalism by the words alone or would you extend to 
fashion photography as well? 
There are so many sorts of fashion photography, there’s photojournalism, which is 
reporting a story through photos, which is very closely associated with news 
journalism; it’s the picture that’s helping to tell the story. That’s one sort but then 
there’s fashion photography in an editorial sense which is telling a story but in a 
different way because it’s talking about a trend or some crazy art piece that is 
fashion. I think it’s a fairly broad area. 
 
Are fashion people’s interests adequately served by their own media? 
Just because I’d prefer discerning critique of the fashion industry doesn’t mean that I 
totally neglect the Paris Hilton factor, for want of a better term; I’ve been guilty of 
that. A lot of fashion journalism is more in the news category and in the 
entertainment category which is distinct from critiquing and really exploring an 
interesting point of view as to what the fashion industry is doing and why it’s doing 
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it, or how it’s doing it. I guess there are many facets of fashion journalism because 
there’s an industry perspective and that’s full of news and corporations and brands 
and businesses. And then there’s the consumer perspective, which is full of the 
trends and an analysis, and then there’s fashion and entertainment. So it’s many 
things to many people. In essence, I think it’s the old school people like Elsa Klensch 
and Suzy Menkes that really brought a lot of credibility to fashion journalism 
because they reported from a point of authority and I think there seems to be a lot of 
that missing. 
 
Which do you find is the most useful piece of fashion journalism for information on 
the fashion industry? 
Globally I subscribe to a number of fashion blogs that I enjoy. 
 
What is your own favourite form of coverage and favourite publication? Why? 
It’s those iconic global mouthpieces that are reporting from a point of view of seeing 
all of the collections. What Suzy Menkes does write in the Herald Tribune is great. 
When she reviews a collection she’s not just omitting the ones that she doesn’t like, 
she’s happy to call it how she sees it. Her description of the trends and her 
journalism skills in being able to describe things are phenomenal. More and more are 
being overshadowed by the video, the way people can see and make up their own 
mind for themselves. It’s interesting. I like Damien Woolnough who’s now at The 
Australian, who’s taken over from Georgina Safe. There’s a good crop of Australian 
journalists doing a good job. I quiet like Patty Huntington and what she writes in 
Australia, although I think she’s gone too far into models. Patty is a really good 
investigative journalist and I told her recently, ‘Patty you’re just putting too much 
focus on models’. You’ve really got to look to online and newspapers for fashion 
journalism. Magazines historically don’t really enter into it. 
 
What practical advice do you have for journalists wanting to report fashion to 
uninformed readers through the media? 
Travel. Do what you’re doing. Fashion in every market around the world is global. 
You know the ubiquitous Louis Vuitton shops and Prada shops in every capital city 
around the world, so if you’re going to report on fashion you’ve got to have an 
international perspective as well as a local understanding. Just take Louis Vuitton for 
example, just go to a Louis Vuitton show in Paris and figure out where all the 
journalists are, how close they are to the catwalk shows, you’ll know exactly the 
pecking order as to what Louis Vuitton thinks of the Tokyo Daily or the Sydney 
Morning Herald versus French Vogue. I think that’s a pretty good witness test as to 
where you sit as to your stature in the world. 
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Tracey Porter, Editor, Ragtrader 
 
 
How would you describe fashion journalism? 
In all honesty I think the term fashion journalism is a bit of an oxymoron. I think 
there are fashion writers and there are genuine journalists who write about fashion. 
Unfortunately the two often get confused – not least by the very people involved. 
  
Can you comment on the standard of fashion coverage coming out of fashion media 
located in Australia, both positive and negative? 
From a negative perspective I think in general Australian consumers are being done a 
great dis-service by most fashion writers who tend to rely far too heavily on press 
releases and publicists for commentary. Even the extremely rare harder hitting pieces 
tend to be paid lip service only with the usual ‘industry rent-a-quotes’ being dragged 
out time and time again. There also appears to be way too much commercial 
influence in much of the editorial coverage. Individual agendas also appear to play 
their part depending on the journalist-in-question’s personal allegiances. As with 
coverage of most creative industries there appears to be a reluctance to report 
anything negative – with the exception of (Aussie newspaper journo-cum-blogger) 
Patty Huntington and our own publication that is – for fear of upsetting the apple 
cart. That said, I have heard from fashion journalists time and again that it is 
extremely hard to secure space for their fashion coverage in general news with 
broader industries of health, education always taking precedence which perhaps 
influences the way they pitch their stories. On a positive note, I think broader issues 
such as the strength of the Australian dollar, the US credit crunch are starting having 
such an impact on the way people live their lives that we are starting to see more 
‘business-based’ fashion stories emerge out of consumer press.  
  
Compared with mainstream news journalism what purpose does fashion journalism 
serve and can it be taken seriously? 
I admit to having to overcome some personal prejudices through my role as Editor of 
Ragtrader. My background is actually in daily newspaper reporting where I have at 
various times covered police, criminal court, education, youth affairs and local body 
politics rounds. One of the reasons I initially turned this role down was because I felt 
writing about fashion – even the business of fashion – would be a bad career move 
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and I would potentially be damaging my chances of entering consumer press at a 
later time. I was also concerned that any staff I inherited would be more focused on 
the ‘glamour’ side of the industry rather than real journalism. Fortunately my 
experiences over the past three years have taught me otherwise. Many of the issues 
affecting this industry are mirrored in other industries in terms of skills shortages and 
lack of funding. There are also a myriad of other issues equally as challenging facing 
the industry such as outworker protection, sustainability and onshore versus offshore 
manufacturing.  
  
Is an injustice being done to the coverage of fashion when it is reported on by a 
journalist with a non-fashion background? 
Hmmm, this is an interesting one. I believe coming from a non-fashion background 
has actually been an advantage in my current position. I have made it my own 
personal mission to apply all the lessons/skills learnt in newspaper journalism to this 
role and in turn to my staff. Initially it was met with reluctance but in teaching them 
to fight for front page stories and securing exclusives, they have now realised they 
have opened up many more employment opportunities further down the track. I do 
not allow use of jargon in any stories and have turned what was a soft business 
magazine into a much more news focused fortnightly periodical. This, together with 
the introduction of more colour/personality type and news-based features has 
resulted in the magazine actually selling more copies – both on newsstands and 
through subscriptions. I found that when I started covering the fashion industry that 
people were very patient and were willing to share their time for me to ask them as 
many questions as I wanted to get up to speed with the issues affecting the industry. 
This would not have been the case if I had boasted a ‘know-it-all’ approach. That 
said, I think it’s important to have a balance and I have deliberately chosen staff who 
support me in this area. I’m not passionate about fashion but I am passionate about 
people and about journalism. I have one particular reporter who lives for fashion and 
whose every waking moment is spent devouring fashion mags from overseas. I tend 
to utilise her to write our trends coverage as she has a much better eye while I am 
perhaps stronger than her in other areas. 
  
Can mainstream news journalists perform a useful role in criticising and 
investigating fashion and its relative fields? 
Definitely. Like any reporter I think fashion journalists can sometimes suffer from 
tunnel vision – therefore a fresh outside perspective can never be a bad thing. 
  
What percent would you say of fashion journalism is editorial, advertorial, feature, 
soft news, hard news and so forth? Can you comment on the breakdown of coverage 
and the effects it has on the quality of fashion journalism presented? 
As mentioned above I believe there is far too much focus on soft news and 
advertorials. I think revenue generation is playing an increasingly bigger part in both 
business and consumer press and that is to the detriment of both the reader and the 
publication concerned. It is for this reason I always insist on calling myself a 
journalist whose current role it is to cover the business of fashion. I do not consider 
myself a fashion journalist. Journalism was a career choice – fashion journalism is 
the particular round I happen to be covering. 
  
What improvements would you as active consumers like to see in the reporting of 
fashion journalism and the subsequent coverage? 
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Less of a focus on luxury brands and more focus on affordable fashion, definitely 
more on larger sizing and brands for the mature market. Less of a focus on celebrity 
culture and more on forcing brands to show accountability in terms of manufacturing 
and production processes. Also, think there should be many more personality-based 
pieces and again way less of the celebrity factor. 
  
What for you would count as ‘good’ and ‘bad’ fashion journalism? 
Refer to answer below. 
  
What is your own ‘best’ and ‘worst’ experience/example of fashion journalism in 
Australia? 
Bad example: 
http://www.abc.net.au/mediawatch/transcripts/shttp://www.abc.net.au/mediawatch/tr
anscripts/s1876204.htm 
Good example: A piece from British-born, Hong Kong-based freelancer Simon Parry 
who went undercover to report on how the role of western mannequin maker in 
China was among the most sought after of all factory jobs yet workers were risking 
their lives each time they clocked on. 
  
Compared with other countries, how would you rate the fashion journalism produced 
in Australia? Which journalist/ publication do you consider to be the best in the 
world? 
The standard of fashion journalism produced in Australia is, from my experience, no 
better and no worse than that produced overseas. Most Australian magazines and 
newspapers appear to run more international content than they do local anyway. 
From a local perspective I think Patty Huntington does a great job, while from an 
international perspective I think WWD does a very comprehensive job of covering 
the industry as does International Herald Tribune Fashion Editor Suzy Menkes, who 
was named an Officer of the Order of the British Empire for her services to 
journalism. Colin McDowell for the British Sunday Times also appears to be fairly 
on top of what is happening within the industry. 
  
Within the news media environment there are different avenues of sources from 
newspapers and magazines to blogs and online content. Can you comment on the 
difference the type of publication can have on reportage and substance of quality to 
the content? 
Obviously it is much more difficult to remain relevant from a news perspective in a 
magazine, than say online – simply because the sense of urgency is not quite the 
same. With Ragtrader for example I sign off on our news pages a full week before 
the magazine is published. Sometimes that week can be extremely agonising. 
Personally I find it extremely difficult when we are afforded an exclusive on 
something but then must wait at least two weeks before seeing the story in print. To 
help overcome this we have a Ragtrader website which is updated with news each 
day. However with exclusives it is a very fine line by acknowledging that you have 
the information yet not repeating the same information in print as online. 
  
Would you define fashion journalism by the words alone or would you extend to 
fashion photography as well? 
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I believe journalism by its very nature is – or at least should be – based on news. 
Photography is photography, therefore fashion journalism should be defined by 
words only. 
  
Are fashion people’s interests adequately served by their own media? 
No comment. 
 
Which do you find is the most useful piece of fashion journalism for information on 
the fashion industry? 
Us of course. In the states it would be Women’s Wear Daily and in the UK Drapers. 
  
What is your own favourite form of coverage and favourite publication? Why? 
Answered above. 
  
What practical advice do you have for journalists wanting to report fashion to 
uninformed readers through the media? 
With the background I have, we were trained to write every story as though the 
reader was hearing about it for the first time. I still believe this is the best way to 
structure a story. The overuse of jargon in journalism is a personal pet hate. I think 
the biggest piece of advice I can offer is to never assume. I have found that people in 
the industry are only too happy to explain things further if you admit you are 
struggling to get your head around a concept or subject. Also, it is imperative (where 
possible) to do your homework before any interview.  
